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1 SERVING SET | 
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| footed: colonial solid maple salad bowl 
Plus two silverplated salad serving pieces 
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HOLMES & EDWARDS 


Specialists 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes... all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET « CHICAGO 2, ILLINOIS + PHONE: ANDOVER 3-7447 


FOR May, 1955 
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THE COVER 


The child's game of Put and Take 
bears a similarity to the adult game 
of business. To make a profit in 
either you have to take out more 
than you put in. Beginning on page 
61 is a series of articles based on 
Dun & Bradstreet's survey of the op- 
erating costs and profits of 270 re- 
tail jewelers. Study these costs and 
profit figures in relation to yours. 


@ a 


P. M. FAHRENDORF, President 
and General Manager 


LANSFORD F. KING, Editor 

PETER SILVERI, Associate Editor 

JOHN BLUMBERG, Associate Editor 
THOMAS J. HIGGINS, News Editor 
MADELINE LOVE, Gifts Editor 

JAY HANNAH, Art Editor 

GEORGE BAKER, Washington Bureau 
RAY M. STROUPE, Washington Bureau 
NEIL R. REGEIMBAL, Washington Bureau 
National Press Bldg., Washington, D. C. 


PAUL WOOTON, Washington Member of 


the Editorial Board 
JOHN J. BOWMAN, Technical Consultant 


DR. FREDERICK H. POUGH, Gem Consultant 


WINIFRED PARKER, Fashion Consultant 
VIRGINIA DIXON, Display Consultant 
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ROBERT WATSON, Production Manager 
A. V. ANSEL, Reader Service Manager 
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MADELINE LOVE 

ARTHUR J. TUVERI 

JOHN W. WYATT 

100 E. 42nd St., New York 17, N. Y. 
OXford 7-3400 


New England 

E. P. LINGHAM 

420 Ind. Bank Bldg., Providence 3, R. I. 
Gaspee 1-528! 

10 High St., Boston 10, Mass. 

Liberty 2-4460 

Chicago 

WILLIAM E. COMISKEY 


29 E. Madison St., Chicago 2, Ill. 
CEntral 6-3735 


West Coast 

J. G. DAVENPORT & ASSOC. ; 
2412 W. 7th St., Los Angeles 5, Calif. 
DUnkirk 2-6254 

Los Angeles 

HARRY R. TERHUNE 


201 Oceano Drive, Los Angeles 49, Calif. 
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the sales we Start in LIFE! 
TODAY... 


Z V3 











Wy 





.can be made TOMORROW 


in your store ! 





This year — more than ever before — more to give—or get—a Hamilton!” 


Hamilton gives you top selling sup- 
“th ” y P hard Me P Stock, display and feature Hamilton 

: T a “71. . 

port with CONTINUOUS, hard-hitting first in 1955! The sales we start 


advertising in LIFE. Eleven times today can be made tomorrow in 


this Spring. .. twenty-four times dur- your store...when you join the indus- 
ing the year...we’re telling your best try’s leading retailers who know 
watch prospects, “it means so much from experience... 


...it means so much more to SELL 


most PROFITABLE name in watches 








Put LIFE in your watch business by featuring the watches HAMILTON puts in LIFE: 


Hamilton Watch Company, Lancaster, Pa. 
FOR May, 1955 3 














a a, oe ea ae een 


GOLD FILLEC e | q 
JOINS YA 
OLUMBIA PICTURF 
in TREMENDOUS ° 


Mi 





; ——— -wride 
~rize of Gold | 


Se inte deo 
f ab AANA } al [I A MM 
Bi a ie OMAN i 
Ke i AS sw Ear,4™ 


ities ee 


*mwhuar = © 





(4a Yes, Sold Filled promotions keep hitting the big time! And this time — 
it’s a huge national tie-in with Columbia’s new movie, Prize Of Gold. In 50 _ 
cities Columbia will run promotional contests on radio and television. — The } 








<; 
=f prizes? All of them Gold Filled . . . Gold Filled jewelry, Gold Filled accessories. 7 
a Yes, Gold Filled will get constant mention, constant identification on radio, 
a television, the movies! This tie-in with Columbia’s Prize Of Gold is a natural. 
ee) And what a money-making promotion for you! So join the cast. Be sure you 
take every advantage of the Gold Filled 4-Star Smash Promotion. 
? Previews of coming Gold Filled attractions 
5 
*xx«xx Glittering premiere in Providence, R. I. — xxx Remember, in every big city in the United 
world premiere of Columbia’s Prize Of States — Gold Filled will be mentioned over 
Gold, starring Mai Zetterling and Richard and over and over again on radio .. . on tele- 
Widmark — to be held in Providence during vision . . . in the movies! 
the Jewelry Festival. xxx Cash in on the biggest Gold Filled 
*xkxx Columbia pictures will feature promotion on promotion ever! 


radio and television. Gold Filled jewelry and 
Gold Filled accessories will be the prizes! 













*xxxx 50 first-run theaters to feature motion pic- 
ture trailers announcing Columbia’s contest 
and mentioning Gold Filled tie-in! 

*xxxx Theater lobby displays about 
Gold Filled! 


*xxxx Window streamers available 
for jewelry store tie-ins. 
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Attleboro, Massachusetts 
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ANOTHER KARLAN & BLEICHER “PROFIT MAKER” 
adios” Fancy HWeddi uy Bands 


@ DIE STRUCK @ INEXPENSIVE 


@ SMARTLY STYLED @ EXPERTLY DESIGNED 


@ MASTERFULLY CRAFTED 


+44085/2 
7—.01 to .02 pt. 


#44085 /5 + 44085/6 
11—.01 to .02 pt. 15—.0034 to .01 pt. 


+ 44085 /8 + 44085 9 
11—.02 pt. 11—.01 pt. 


#44085/11 TOP 
#44085 SHANK 


Also Available 
As Findings 


FREE 
MATS 
AVAILABLE 


Shown Mounted 
for Hlustration 
Purposes Only 


+ 44085 10 
10—.01 to .0112 pt. 





THE LEADING RING FINDING MANUFACTURERS 


NARLAN & BUEICHER INC. 


Creators and Designers of “Perfect King Findings” 


136 WEST S2nvo STREET * NEW YORK 19 


FOR May, 1955 


For Quality Ladies’ and Gents’ Stone Rings — it's 
FALCON STONE RING MANUFACTURING CO., INC. 
A DIVISION OF KARLAN AND BLEICHER 


OFFICES IN CHICAGO AND LOS ANGELES 
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Last month we offered the nation’s jewelers a 
Waterman’s Sapphire on a 60-day free trial offer. 
The deal is—try it, use it every day in signing 
your correspondence, writing up orders, or any 
way you wish. If during those 60 days you believe 
you can sell this pen, order a dozen or more, 
and keep your Sapphire forever . . . free. 


Thus far, not one pen has been returned to us. 
Orders have come in from jewelers all over the 
country. Small orders. Big orders. The more, 
the merrier. 








Waterman Pen Company, Inc., Dept. #5 
Seymour, Conn. 


Please send me, on a 60-day free trial basis, my Sel-Rex process 
Waterman’s Sapphire. 


Name 





Store 
Address 
City State 














If you order 1 doz. Sapphires within 60 days, the pen is yours to keep 
and enjoy forever. 


How are you fixed for Sapphires? Did you get 
yours yet? It’s the synthesized jewel point pen that 
can write on any surface . . . and it gives you 

a turnover and a profit that no jeweler can afford 
to ignore. Heavily advertised throughout 1955, 
in Esquire, Holiday, New Yorker, Sunset and 
National Geographic and sold through your type 
of outlet, it’s truly a jeweler’s jewel of a profit- 
maker. Get your Waterman’s Sapphire today. 


WATERMAN PEN COMPANY, INC. 


1 DeForest Street, Seymour, Conn. 
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& 
Wn stings 
& findings 


Series 31 









Series 715 


For recognized quality, the Baker PLATINUM settings 





and findings are the choice of the industry. 


The manufacturing jeweler will find in the compre- 
hensive Baker line everything he needs to produce the 


new pieces he is creating. Series 34 





All are available in 10% Iridium-Platinum, Jewelry 
Palladium and Gold. Our settings, findings and ring blanks 
are all die-struck. 


In addition to the items mentioned we also produce 
pins, joints and safety catches and solder for every purpose. Series 57 


O77 Series 720 















PRECIOUS 
METALS 


& COMPANY. (NC. 





113 ASTOR STREET, NEWARK 5, NEW JERSEY 
NEW YORK » SAN FRANCISCO + CHICAGO + LOS ANGELES 
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When you y 


clehitla= 


you sell 
tilelas 


watches! 













INCABLOC PROTECTS THE VITAL PARTS OF A WATCH 
AGAINST DAMAGE FROM EVERYDAY SHOCKS. 


INCABLOC MAINTAINS THE ACCURACY OF A WATCH. 
INCABLOC EXTENDS THE LIFE OF A WATCH. 


7oU\ 0 Deets A OL~ 0 Gy, C~H 017 0 1 ©). 0.0. Ua 0 (07.0 =) © 0] OD 2.10 BLOM B) 
YOU BECAUSE...IT REDUCES RETURNS AND SERVIC- 
ING DURING THE GUARANTEE PERIOD TO A MINIMUM 
... KEEPS YOUR CUSTOMERS SATISFIED. 


SO WHY NOT LET INCABLOC WORK FOR YOU, SELL 
FOR YOU? IDENTIFY YOUR STORE WITH INCABLOC’S 
(6) <3 9 0 AY (0) -92 POWERFUL ADVERTISING CAMPAIGN 
IN LIFE, SATURDAY EVENING POST, WOMAN’S HOME 
COMPANION, COLLIER’S, NEW YORK TIMES MAGAZINE, 
A037 0-0 cms BY. MBN 0.09) 29,1 (0) F<) 2) OO) OND D310) 0 0:2 HE LOSI, (0) 10) 
TAN, FARM JOURNAL & EBONY. 


Write for INCABLOC selling Made in Switzerland 
aids and promotional material, INCABLOC CORPORATION, 15 West 46th Street, New York, New Yo" 





24 Diamonds 


132 Diamonds 
#1423/203 


19 Diamonds 
#943/75 


the smart Jeweler nakes the 
profitable sale with Bristols 
am WIDE DIAMOND WEDDING RINGS 


106 Diamonds 
#1405/201 


Every jeweler’s ring profits depend upon his 
making an important ring sale. Bristol now 
makes it possible for you to make that sale easier 
and more frequently with their exceptional 

new line of beautiful wide diamond wedding rings. 


> 
Here’s why: 21 Diamonds 


942/50 
Bristol’s prime manufacturing facilities 


mean lower prices for really fine quality 
diamond wedding rings. 


Bristol’s high quality standards and original 
styling mean easier sales and long-lasting 
customer satisfaction. 


To retail from $79.50 


Large selection available on memorandum. 


Please indicate price range, metal and fimger size where 
possible, 


138 Diamonds 
#139/203 


Mats available on request. 


In 14K Gold, Palladium WWF Rings enlarged to show detail. 


and Platinum 
b b , BRI TOL BRISTOL SEAMLESS RING COMPANY 
goer Gest buy ts 71 Nassau Street, New York 38, N. Y. 


FOR May, 1955 


















NOW. .. with these prices 


you can do business TODAY 


on these _ 1 bx. GOLD 


DIAMOND 
WATCHES 




















plus tax 
RESALE 





“GODDESS” 
380 Diamonds 
99.80 Keystone 





a. plus tax 
RESALE 





“HELENE” (left) 


we.defy any watch company 








“MILDRED” (center) oo” anne 
to deliver diamond watches “CAROLYN” (right) "a? 
; ; 2 Diamonds ‘eo 
of this quality at these prices... 59.80 Keystone * . : 
4 é 





nobody undersells 


CROTON | 
NIVADA GRENCHEN | 


404 Fourth Ave., New York 16, N. Y, : {kee 





“BETH” 
2/0 
47.80 KEYSTONE 
RESALE F.T. 1. 


3995 


“TREASURE” 
10/D 
79.80 KEYSTONE 
RESALE F.T. 1. 
8950 
“DAVOS” 
40/0 


136.80 KEYSTONE 
RESALE F.T. 1. ‘ 
14990», 
“CRYSTAL” 
20/0 
136.80 KEYSTONE 
RESALE F.T. 1 


1759 


“BELOVED” 
50/0 
193.80 KEYSTONE 

RESALE F.T.1. 


19950 


“ALMA” 
26/0 
198.80 KEYSTONE 

RESALE F.T, 1. 


29950 


ORCHID” 
12/0 
179.80 KEYSTONE 

RESALE F.T. 1. 


cc _ 


teal 


“MARSHA” 
30/0 


338.80 KEYSTONE 
RESALE F.T. I. 
'9Q50 
“MICHELE” 
10/0 
238.80 KEYSTONE 
RESALE FLT. 
29950 


mem et ee 


i\CROTON NIVADA GRENCHEN 
404 Fourth Avenue « New York 16, N.Y. 
Please send me the following: 


Style 
Goddess 
Helene 
Mildred 
Carolyn 


Quantity Style 
Treasure 
Davos 
Crystal 
Beloved 
Orchid 


Quantity 


Style 
Alma 
Michele 
Marsha 
Beth 


Quantity 


(] Send me promotional material on diamond watches 


NAME 





ADDRESS 














TO SWING BIGGEST SALES... 


» / 





A famoug 
brand 
Name | 
é 


si 







/ f/\ 
F / 





For jumbo-size sales, feature all three in your advertising and 
store displays: (1) the name of your store, (2) the name of 
a famous brand advertised in LIFE, (3) material that shows 
the product is advertised in LIFE. Individually, each is 
a very strong selling force. Promoted together, they rep- 
resent the most powerful sales combination in history. 








WEEK BY WEEK—MORE PEOPLE READ LIFE THAN ANY OTHER MAGAZINE. 
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 h001—Cold-Filled* : Retail, $11.50 
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r Gift Sales will bloom in Jur 


AS FEATURES — - -———_ IDENTS 


COAST-TO-COAST on 
STOP-THE-MUSIC 


Right in June — your big gift month — J-B will advertise the perfect gift item — 


'Photo-Vue Idents — to a vast nationwide audience. Millions of TV viewers will 


see Photo-Vue on Stop the Music, the ABC network show televised over 85 


ie Gitioas covering every important market in the country! 


F scs1 J-B PHOTO: VUE rmston w 1 dom Beam ote Pons 


« Father's Day gifts « Wedding gifts for 
¢ Graduation gifts bridesmaids and ushers, | 
« Birthday gifts * Gifts for servicemen and women 


Available 1 


MEN’S STYLES — with the exclusive 


FEATURE 


Stock Only 1 Size...Adjusts in Seconds 
to Fit Any Size Wrist. 


Only J-B Photo-Vas ) Pee have “MULTL-SI 
that assure perfect fit in 10 seconds. Plus! 























#1080-Same style in Stainless Steei** Retail, $ 8.50 breakable crystal for Picture Protection. Plus! Outstanding 
#1081—Stainless Steel** Retail, $ 7.95 value — priced dollars lower than other : 
#1002—Same style in Gold-Filled” ....sarnsnnenmmnnsrie Retail, $10.50 and J-B models have up to 60% more goldt than ‘nee an. 
eS ge eS Retail, $10.50 lier bands. +1/15-12 Kt. Gold-Filled 
All above have MULTI-SIZE links. Retail Prices Include Federal Tax. — 

LOOK FOR THIS KIT! ——- 
It's packed with extra profit qi “= = po cS 


opportunity for you. : ‘a ; 
FREE MERCHANDISE! & 
FREE ADVERTISING! 2 age 
Write direct to J-B if your kit 
hasn't already : wnivek 








JACOBY-BENDER, INC., | 
Northern Blvd. at 62nd St., 
Woodside 77, L. |. 5-55 
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Gilbert Seldes (seated left), celebrated author and critic, presents “Top Dramatic Show” awcrd to The Elgin Hcur. Receiving 
the certificate are Gordon Howard (standing), Advertising Manager of Elgin, and Herbert Brcdkin, producer cf the program. 


THE ELGIN HOUR WINS AWARD AS 
“TOP DRAMATIC SHOW ON TELEVISION” 


Tue Excin Hour (together with the U.S. Steel Hour) 
has just been named “The top dramatic show on 
television during the past year.’”’ The award was 
made by the National Association for Better Radio 
and Television, which is sponsored by the National 
Parent Teachers Association. The Elgin Hour has 
also been widely praised by leading TV critics, by 
its enthusiastic audience of 20,000,000, and most 
important of all—by Elgin jewelers everywhere! 





The most spectacular promotion 
anywhere for you, the jeweler! 


Dramatically selling your 


ELGIN watcHes WADSWORTH watcues HADLEY Banos 
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SETTINGS 
and 
SHANKS IN 


SERIES 485 SERIES 800 


GOLD-PLATINUM-PALLADIUM 


Write for Free Illustrations of Various Styles 









SERIES 440 


HONESTY ACCURACY 
KARAT REFINERS & SMELTERS . JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. ©®@ Phone JUDSON 2-3095 ©@ #£New York 19, N. Y. 
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PEX ENGINEERING and 
MERCHANDISING. TRIUMPH 


Watchbands 


$a watch, every customer who sees it in your store 
tct for this newest Apex beauty. Whether or not he 


~,. Patented Universalok* ends, fit every man’s watch 
* from 5” to 34”... snap on in a jiffy ... stay 
-osecurely locked. 


i Only Quadra-Flex** gives 4-way super-flexibility 
for Contour Fit . . . super-comfortable because it 
| Moves as the wrist moves. 


top. Springs, rivets, frames. backs are 
' guarantee of foolproof performance, 


point-of-purchase display 
GOLDEN bands furnished 


for Men 


GENUINE LIZARD 
Available in 
4 FASHION-RIGHT COLORS 
IN YELLOW GOLD FILLED 
FRAMES 


Sport Rust — Turf Tan 
Smoke ‘n‘ White 
Charcoal (a “natural” for black 
dial watches) 


RETAIL PRICE... §2%5 


F.T.I 


KEYSTONE... #99 


Also available in Satin Finish 
Stainless Steel with Genuine 
Lizard in Navy, Charcoal, and 
Smoke ‘n’ White. Retail Price 
$9.95, F.T.I., Keystone $7.90. 
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More powerful 


GRUEN 


for this big free flowers promotion! 








support... 

















GRUEN has 


a gift for a 
! Gruen Gallery of Gir 


bringing you 













oj Sele oad 


traffic / 





You Can Present a Free Floral Gift to Each Gruen her to free flowers at the nearest “Teleflora” florist — with 
Customer...at No Cost to You! Millions more are going your compliments! Yet it costs you nothing! 

to see and want the exciting new GRUEN Watches this month 
...featured in powerful ads in Life, Look, Collier’s, Holiday, 
New Yorker! And your customers will have a strong extra 
reason for coming in your store right away when they read 
about Gruen’s Free Floral Gift! 


Tie in now with this novel promotion—timed just right to bring 
you more profits from the big June Wedding, Graduation and 
Father’s Day gift season! Feature reprints of the compelling 
Gruen ads, display Gruen, and watch your spring sales grow! 
lf your Gruen representative hasn’t called on you as yet — 


That's right! Each Gruen customer gets a card entitling him or write to Gruen direct for complete details! 
The Gruen Watch Company, 


ts oe | EA] Time Hill, Cincinnati 6, Ohio, 


THE PRECISION WATCH® | in Canada, Toronto, Ont. 


PRECISION® The most important trademark in watchmaking. Look for it on the watch you buy. 
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HAND CARVED 


Matched Wedding Ring Sets 


exclusively 


designed by 


Baek Jae? 


TL-114 


Each set is a portrait of HAND CARVED loveliness ... each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 


BAREL BRIDALS are your best buys and best sellers because 
they are superior in craftsmanship and unesurpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize ... and insist on ... . HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 
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PROFITS AND PROPHETS 


“Wuat's To BECOME OF THE RETAIL JEWELER?’ has been the sub- 


ject of predictions by jewelry manufacturers, wholesalers, retailers 


themselves, and economists. 


Forstner has a prediction of its own, and as one of the country’s fore- 
most makers of fine quality jewelry for men and women, Forstner 
obviously has a very real stake in the answer to this question. 


Forstner’s forecast: the retail jeweler should continue to make 
quality jewelry the cornerstone of his business. 


The reasons are manifold and obvious: Fine quality jewelry is the 
merchandise the jeweler knows best — and knows better than any 
other vendor. Quality jewelry is also traditionally associated with 
the retail jeweler, and offers him the greatest opportunity for 
higher-ticket sales and greater profits. 


And because the jeweler presents his fine jewelry with knowl- 
edgeable interest and stands squarely behind the quality products 
he sells, Forstner maintains he is well entitled to a full and equit- 
able reward for his efforts. 


Furthermore, Forstner intends to protect the jeweler’s right to 
earn a full profit. 


The distribution of Forstner quality jewelry is concentrated in the 
hands of America’s jewelers through a carefully selected group of 
wholesalers. This is evidence of Forstner’s faith in the belief that 
quality jewelry is both the exclusive domain of the retail jeweler, 
as well as his mainstay. 
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A list of Authorized Forstner 
Wholesalers Available on Request 


JEWELRY'S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION © IRVINGTON 11, NEW JERSEY 
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MAKES CENTER DIAMOND Look 
9Q0% LARGER! 


t IN THE JUNE 6th ISSUE 
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Beauti-gleo- 


Here's a ring promotion with the power to move people into your 
store — merchandised with a dramatic selling theme that really 
speaks volume! For Beauti-glo settings* have a basic appeal that 
goes right to the heart of your customer! Now Beauti-glo can make 


this promise: center diamond will look 


meter 
refiect©o 
payers surface 
im 


t 8 
. a Feat ° 
i using setting 
Bee CC Asiianees Oe... 0 0 
eadings fOr tests fOr eee 
area peasurenen Settings 


auti-Glo” 
)ia' 


a 1 
ature Lock = gond Look 


er D 


e A 
the F Make a cent 


. .. and Beauti-glo can back up this promise with laboratory test 


go% Larger: si san proof! Put this powerful LIFE promotion, this revolutionary selling 
87% More 


ne theme to work for you! 


*Pat. Pend. 


A OVERTISER ca 
These are the Feature Lock—Beauti-glo rings featured in the June 6th issue of LIFE. 
Be sure you have them in stock. 
CONTACT YOUR FEATURE LOCK WHOLESALER TODAY FOR FULL DETAILS 





Queen Lenore $250 Queen Elaine $300 


Pat. No. 2,507,348 and others. Rings enlarged to show detail. 


> Only Feature Lock has 
ABSOLUTE 
DIAMOND 
CLEARANCE 


No dirt catching obstruc- 
tions to dim diamond beauty 
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SOMETHING FOR THE SALESMAN 
SOMETHING FOR THE SHOPMAN 


For the salesman Ballou’s No. 40 offers a plaques can go through processes involving 
hinged action that is different, — a mark of enameling, heat, and liquids without special 
distinction, a talking point. handling to protect the spring. Our riveted 
For the shopman No. 40 offers a chance for joint can save plenty in the shop. Available 


hard, practical standardization. All cuff link in Gold, Sterling,'1/20 12K G.F. and Nickel. 


allou 


FINDINGS — 


SOLD TO THE MANUFACTURING TRADE 


The Foundation of Good Gewelry 





YES, we have it! Ask for No. 41 


B. A. BALLOU & CO. INC., 61 Peck St., Providence 2, R. |. 
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Takes Another Step 
TO PROTECT THE RETAIL JEWELER 
AGAINST UNFAIR PRICE COMPETITION 





Tue makers of J-B expansion watch bands have a clear-cut policy of distribu- 
tion. It is: to sell exclusively through selected wholesalers engaged in supplying 


you, the legitimate retail jeweler. 


Recently, changes have taken place in the selling methods and practices of some 
wholesalers, with the result that they have developed into discount-catalog houses 


that sell at cut prices thus creating unfair competition at the retail level. 


J-B deplores all such practices and will discourage them regardless of cost. To 
prove it, J-B has redefined its policy in a statement to qualified distributing whole- 


salers. We quote from this policy statement: 


“We will definitely and positively refuse to sell our mer- 
chandise, nor will we supply inserts or other selling helps 
of any kind, to industrial catalog houses or other similar 
organizations whose method of selling and whose competition 


is detrimental to the retail jeweler.” 








Catalog houses are being advised of this strict price-protection policy and 
you may be sure that J-B will exert every effort to help America’s jewelers 
to build their watch band business on a secure and profitable basis. We 
shall do our utmost to make J-B, every Jeweler’s Best profit-maker in 
watch bands. —_ % a 





JACOBY-BENDER INC., NORTHERN BOULEVARD & 62ND STREET, WOODSIDE 77, N. Y. 
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‘ | Zoster Scoops the Field With VALUES 
















Foster Style — that’s a way of doing business. It means Fe BP oN 
fne quality. It means all the wanted features. It means o ° 
volume sales and important profits, — all because Foster ) 
oes all the way to give the trade what it wants, when it iN . 
wants it. Ideas. Craftsmanship. Capacity to produce. Q . 
Willingness to pioneer. Look over these illustrations, which s . 
are only a few highlights of the star-studded NEW Foster ° Ms 
men’s line, and we think you'll agree. You'll say, “Foster . Natu 
has it — Let’s GO!” \) . | 
FOSTER METAL PRODUCTS, Inc. a een 


Attleboro, Mass. \ 


Vhin-Fold Clipe 





olume business. 





Spectacular 












foster’s amazing qual- Colorful, baked enamel 
ity in gold filled with in high art designs, 
stone-filled feature—a most amazingly priced 
$750 value that only at $2.50 pair. 
Foster would price at 






= . we > ” y '- - 7 A 4 4 % a f4 7 
O's: S8 SB se 8’ erp panies. ta 8/8 oe 2: 
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fancy deals just to show the HAYWARD line. 
‘We welcome the one-set customer just as en- 
thusiastically as the dozen buyer. This is be- 
coming a very important factor to many 


jewelers in today’s heavily promoted men’s 
jewelry field. 


EWELERS know when they buy HAY- 
“WARD Men’s Jewelry they are buying quality 
— they know, too, that the latest men’s fash- 
ions, as well as the conservative styles, are 
reflected in all HAYWARD pieces. 

See the new HAYWARD line. There 

have been many changes and new 


high style ‘55 fashion touches 
added. 


WALTER E. HAYWARD CO., INC. 
ATTLEBORO, MASSACHUSETTS 
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GREATEST 


MONEY SAVER 


in the history of the 


JEWELRY INDUSTRY glescecees 


*Pat. Pending 


FOR May, 1955 





kee how- 






Duet Custom Set* Rings save you money, save inventory, 
permit on-the-spot remount sales! 





Only 1 center diamond required for any number of rings. Now, 
anyone can set a center diamond in less than 30 seconds. 


Remember—you can change the center diamond from ring to ring until a permanent setting is desired. 


KUSHNER & PINES INC. 15 West 47th Street New York 36, N.Y. JU 2-2570 

















motion pictures 


FOR THE QUALITY JEWELER 


—three sales and service films showing yoy 
and increase profits ... plus a continuing program 
kits for the benefit of the watchmaker! 


























“Selling Up” Main Street, U.S.A., is 
gzrowing—with more retail business 
volume than ever. But are you getting 
your share of the traffic? “Selling Up” 
shows how to get people to stop, look 
and buy at your jewelry store—and buy 
the finer quality jeweled -lever Swiss 
watches you have to offer. 


“Answers that Sell the Fine Swiss Watch” 
The customer’s question is the $64 
question—and often worth much more 
in sales if your sales staff has the right 
smooth-selling answer. In this film 
The Watchmakers of Switzerland 
dramatize the questions most custom- 
ers ask about the fine Swiss watches you 
carry. The answers in the movie are the 
ones that will sell right in your store! 


*We salute the Watch Material Distributors 
Association of America for their 
outstanding cooperation in the distribution 

of genuine Swiss watch parts. 
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AND HIS ENTIRE STAFF 


how to build traffic 
of complete speaker 


“Repair for Profit” Ihe more attention 
you give your service department, the 
more profit you’ll make. You sce this 
practice in action, aided by the “Re- 
pair For Profit” Program, originated 
by The Watchmakers of Switzerland.* 
You and your Watch Service Depart- 
ment see how to quickly identify, order 
and replace genuine parts in any fine 
Swiss watch . . . saving time, carning 


extra profits lor you! 





SPEAKER KITS DESCRIBE ASSEMBLY AND DISASSEMBLY 
OF THE LATEST SWISS WATCH MECHANISMS 


“The Automatic Watch.” A complete kit with “The Chronograph.” Detailed slides with narra- 
inlormative slide films and lecturer’s text explains _tor’s script covers The Dial, The Pillar Wheel 
the typical Swiss jeweled-lever, sell-winding watch Mechanism, Movements Without Pillar Wheel 
movements. and the Split-Second Mechanism. 


...and more Speaker Kits are being produced right now! 


THESE VISUAL AIDS ARE AVAILABLE FREE... 


to any Jeweler’s Association or Horological Guild. Many 

jeweler audiences have asked for repeat showings of these 

The Watchmakers informative films. For, building jeweler volume and 

‘ profits is, indeed, a never-ending job. To order either the 

20-minute motion pictures or the speaker kits, your 

executive officer should write: The Watchmakers of 

Switzerland, c/o Suite 1105, 730 Fifth Ave., New York 

19, N. ¥., and request, by title, the specific visual aids 
your association or guild would like to see. 





j “For the gifts you'll give with pride— 
of Switzerla nd let your jeweler be your guide” 
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Carl-Art Jewelry tor the young in heart”. 






in Sterling Silver 4 112K Gold Filled and 14K Golg 


Exquisite Spring and Summer Styles fo; 
Brides-to-be | 

Bridesmaids 

Graduates 

and for all 

Special Gift Occasions 








on . 
——Se6868 GIS, an 
“A 
tw 
AVAILABLE THRU YOUR WHOLESALER X 


-CARL-ART inc. 


PROVIDENCE * RHODE ISLAND 


New York Office: Mannie Levine Chicago Office: Howard D. Seebeck 
1 West 34th St., New York, N. Y. 10 South Wabash, Chicago, Illinois. 





Kreisters 


*rehae: 


adds extra sales appeal and jewelry 
quality to your watchband displays! 


he year’s most original watchband packaging and 
display combination! Unusually handsome holder, 
anodized in jeweler’s blue with luxurious satin pad, 
frames each Kreisler watchband with a look of 
quality and beauty. Each package, alone or in 
combination, makes a perfect display. And for ease 
in stock handling, Kreisler ships your “Jewel-case” 
package in a “see-through” plastic protective cover. 


a 


Keister 


Br arcusan?? 


Kreisler’s exclusive, yet simple, display combinations 
make dramatic use of these new “Jewel-case” packages. 


Kreisler’s “space saver” (at left) holds 
three of the new packages in smallest 
possible counter or window space. 


Kreisler’s complete tray of six watchbands 
(below) set in “space saver” as a showcase 
or window unit. Tray can hang 

on wall, stand on counter or in window. 


NO I SUE SR TIE 


“Jewel-case” packages snap in and out easily. 






































hKorersh f 


9015 Bergenline Avenue, North Bergen, few Jersey 


gins” 
agggracke SP 
arcu sands 
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Amity 


nNHOULCES 


Now you can double your money 
on the finest Quality line of 
personal leather goods 


Now all jewelry retailers receive a 50% discount 
on all merchandise trademarked ‘‘Amity.” The 
new Keystone discount replaces the former 40%. 


Despite your increased profit margin, the fine 
QO quality of Amity merchandise remains unchanged. 
This is the very same merchandise designed to 
sell at 40% off. Amity quality has always repre- 
sented a standard, rather than a price level. 














NOW is the time to stock Amity and be ready Fo 
for the tremendous Amity promotions on the It 
horizon! You benefit four ways: te 

] New 50% Keystone discount—a Mr 
* dollar of profit on every dollar of bit 


outlay! mé 


2 Established, fine quality line of per- ne: 
* sonal leather goods. 10 
3 Full 50% discount from your whole- me 
* saler PLUS all his services—quick “a 


delivery, minimum inventory for 






































you and a line of credit. col 
4 Valuable merchandising aids and Ou 
* point-of-sale material. gay 
36 
sto 
POWERFUL NATIONAL ADVERTISING HELPS YOU SELL AMITY ATTENTION, DIRECT BUYERS anc 
USE YOUR WHOLESALER Je 
LI F E " or KK | | ‘nein Now on can buy _—_ from your ——_ yo kne 
4 not only get 50% and sell the top, wanted quality line ‘ 

—but al freight, hav ini invest- It 
wees |) | oe ee ee 
get wholesaler credit and over-night service. io sale 
Move fast like Amity... CALL YOUR WHOLESALER TODAY! can’t beat your wholesaler’s service—or his prices: er 
we 
SOLD C7 “3 

ONLY THROUGH YOUR ing 
ors 





WHOLESALER 


AMITY LEATHER PRODUCTS COMPANY - WEST BEN D, WISCONSIN 
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It happened in... 
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eady for sale, a pawnbroking business! 
1 the It was Levi & LeJeune, the oldest 
inthe city. Mr. LeJeune had died, 
Mr. Levi was approaching his 87th 


io birthday. The stock consisted 
nainly of unredeemed pledges... 
Ff per- nearly 850 used watches, about 
1000 old-fashioned diamond rings 
vhole- mostly smallish, and odds and 


er ends. Who would buy it? Who 

could use it? We could and did. 
s and Our Mr. Frieze flew to Louisville, 
gave our bid the same day. Within 
36 hours after it was accepted, the 





™ | stock had been paid for, packed, 

and was on the way back to Boston. 

We were the only ones, to our 
= knowledge, interested in buying 
wn it Yet we sold every piece of it in 
~ oe of our unique one-day dealer 
ces! sales. Ours is a wide experience 
oo and our outlets many. That’s why 

vecan buy most any type of stock, 
] pay reasonably for it, make good 


disposition of it. Before ever feel- 
ing hopeless about selling a store 
es or stock, call Gordon Brothers! 


SIN 


YSTONE 
Stories from our 52 years’ experience with truths of just as great significance today. 





how 


lsum 


OVETCOMES 


“threshold 
resistance’ 


and builds sales of all your merchandise 


A prospective bride and groom in your store today can 
easily pave the way to many future sales for you. 


Capture them, convert them now with Orange Blossom; 
gain satisfied repeat customers who will multiply your 
original ring profits many fold. 


Orange Blossom’s tailored local merchandising is a proven 
young couple traffic builder. And, Orange Blossom’s half- 
century reputation for superior quality, plus consistent 
national advertising develops confidence with young buyers. 
It’s a natural adjunct to your own local prestige among 
the older buyers. 


Your diamond ring customers can become life-long cus: 
tomers. When you sell fine Orange Blossom stylings and 
values, you create a quality acceptance that will mean 
future sales for your other departments. 


A NEW CONCEPT IN 
BONUS MERCHANDISING 


Traub’s unusually liberal Dealer Participation Plan places 
emphasis where it belongs — on the individual advertising 


Z Cb, and merchandising problems of each dealer. Ask about it. 


TRAUB MANUFACTURING COMPANY 
ENGAGEMENT AND WEDDING RINGS 1934 MCGRAW AVENUE, DETROIT 8, MICHIGAN 
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(ASHIONABLE FOR ALL OCCASIONS 


FWELRY ACCESSORIES 


IN 14 KI. GOLD 


Denice | 
, CERTIEICANE 







eccount #uMeER 





BC1IO $9.50 





MCI5 $9.00 


€263 $13.00 $$ 25 $12.00 








C 264 $11.00 


G258 $11.50 Cc 270 "$12.50 
} 
C 








Secs Se 


$16.00 























mass $45.00 





ALL ITEMS ACTUAL SIZE + ALL PRICES KEYSTONE 


AMUEL J. BOTKIN & CO. 


6-108 FULTON STREET - BEEKMAN 3-=3991 - NEW YORK 38, N.Y. 











EASTERN STAR LAD I 


To GOODMAN'S EASTERN STAR 


EARRIN G S&S 


aia is a definite, pent-up demand by 
Eastern Star women to augment their jewelry 


with attractive Eastern Star Earrings, such ale(% 


as created by Goodman & Company. iaiel 


It will be well worth your while to order 
today for plus profits. 


DIAMONDS ENLARGED 
TO SHOW OETAIL 


oy 


iv, 


Nally 3 A 


X1/6045V Siu 
Piri 


DIAMOND EARRINGS DIAMOND EARRINGS DIAMOND EARRINGS 


SUGGESTED SUGGESTED SUGGESTED 
RETAIL PRICE RETAIL PRICE RETAIL PRICE 


a YAK 0) $100.00 $37.50 


GOODMAN & COMPANY 
Theis of i oe Jewelry uate 19044 


42 W. WASHINGTON ST. INDIANAPOLIS, IND. 
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iN in a bracelet gift selection by 
JAYE P. MORGAN 


RCA VICTOR RECORDING ARTIST 


AN ADDED NOTE OF GLAMOUR to a charm-filled person- 


FOR May, 1955 


ality is achieved in the simple good taste and exquisite 
workmanship of this gold filled machine chain bracelet 
worn by Miss Morgan. Held in high esteem by the smart 
jewelry designer quality machine made chain, always 
fashionable in itself, combines in many ways with jewels 
and precious metal to enhance the beauty and desirability 
of ALL JEWELRY. 


Toke pride in the chain YOU sell . . . select it for QUALITY and appeal 


MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASSACHUSETTS * P.O. BOX 623, PROVIDENCE, RHODE ISLAND * MAPLEWOOD, NEW JERSEY 













As appearing in full color in LIFE, May 2nd 











REG U8 PAT. OFF. 


TRIEAR 


.--for the Lady 
in 
Your Life! 


5. BIMINI* 


. Necklace, $7.50; Bracelet, $5; 
Earrings, $4. 
. Necklace, $5; Bracelet, $5; 
Earrings, $4. 
. Spray Pin, $7.50; 
Contour Earrings, $4. 
. Necklace, $7.50; Bracelet, $5; 
Button Earrings, $5. 
5. Necklace, $4; Bracelet, $4; 
Earrings, $3. 
6. Necklace, $10; Bracelet, $7.50; 
Earrings, $5. 
7. Necklace, $7.50; Bracelet, $6; 
Pin, $5; Earrings, $4. 
*in white and pastels. Prices approximate, 
plus tax. Not authentic unless st d 


P 


TRIFARI. Jewelry Designs Copyrighted. 
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$ 
WEDDING RING promotion 


12 best selling styles combined into one sensational pro- 
motion unit that will give you fastest turn-over of any 
other rings in your store! 


$$$3$ $ 
$$$$$ q:: 
$$$$$ q:: 
$$$3$ 

$$$$$ $ 


$$$ 
$$$ 
$$$ 

$ 
$$$ 
ERS 


§ 
of 
$ 
$ 
e 


$ Hand-carved, faceted yellow and white 14K gold 


two-tone combinations. 


$ Free This eye-arresting 3-dimensional color- 


ful velvet covered window displayer. 


price tags that guarantee a high, 
healthy mark-up. 


¢ Established factory resale 


ice is always dependable.... 
24 hour delivery on “spe+ 
cials.” 


$ The famous Polishook serv- 











There is a Polishook 
Salesman in your territory . . 
Write today and we'll send 
him to see you. 


K.POLISHOOK & SON core. 


216 EAST 45th STREET, NEW YORK 17, VAnderbilt 6-1664 





i 


| 
{ 


’ Manufacturers of “Evervthina in Rinas’”’ Since 1898 





Zoe mm owr- 0 ohn amok - 


-UNDERSOLD 


when you sell 


Mare Nicolet 


WATCHES 


INAXol com \ feo) (-5 mire (o\-1-t \ | @) MET 1 | Colo [I-erol0] a} am alolUl1-1Hmmnaalel|-t-1el (== 
retailers, house-to-house canvassers or any other 

outlets that compete with the retail jewelers. 

When you sell Marc Nicolet watches, you receive an 
EXCLUSIVE franchise for your area. No other jeweler can 


foto) ga) oX-1i-Mn ce] mun ZolU] aso com \ eco) (- mate] [om 


Sole distributors in the United States and Canada 


WINTON WATCH COMPANY, INC., 64 West 48th Street, New York 36,N. Y. 
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WARNING 


TO INFRINGERS OF MULTI-SIZE PATENT 








In August, 1954, Jacoby-Bender, Inc., introduced to the jewelry industry its 
newest achievement in watch bands . . . the J-B MULTI-SIZE adjustable link 
feature. This was announced in a series of six-page full-color inserts appearing 
in leading trade publications in the United States and Canada. 


Retail jewelers everywhere acclaimed this innovation because, here for the 
very first time, was an expansion band that permitted perfect custom-sizing to 
any man’s wrist in a mere ten seconds without the use of tools of any kind. In 
addition, the MULTI-SIZE feature makes it possible to reduce jewelers’ inven- 
tories to a rock-bottom minimum by eliminating the necessity for stocking bands 
of various lengths or sizes. 


This is to notify the trade that the J-B structure is covered by, and manu- 
factured under the provisions of J-B owned United States Patent No. 2,249,086 
entitled “Bracelet Linkage.” 


Reproduced in this advertisement are copies of Figs. 5 and 6 of that patent, 
which illustrates the linkage structure there disclosed. 





























This is to give notice that Jacoby-Bender, Inc., intends to enforce all 
of its legal rights relating to the above construction and United States 


Letters Patent, and intends to prosecute any and all infringers thereof. y/ 
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JACOBY-BENDER, INC., NORTHERN BOULEVARD & 62ND STREET, WOODSIDE 77, N. Y. 
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saon OF pISTINCTION 
ag. WAN OF DISTINCTION 


Wherever the paths of 
world leaders cross .- + 0C 
they statesmen, scientists, 
explorers, sportsmen, 
scholars oF business leaders 
Cricket Wrist Alarm 


summoning | 


meetings and appointments 
‘aq... reminding 


nd the 


clock wit 
unbelievable convenience - - > 
dependability that is 
indispensable. Sold at fine 
jewelers everywhere! 


e Exclusive, patented puo-BACK 
permits a distinet-ringing 

: : alarm. 
Non-corrosive Stainless 


Steel back with expan- 
sion bracelet a5 shown. [ 
$ o | 


e Exclusive, patented EXACTO- 
MATIC Balance Staff assures 
unsurpassed accuracy. 


tbiiee 


Other models from $82.50 to $350 e 17 Jewels, double unbreakable 
yuLCAIN WATCH CORP. OF NORTH AMERICA mainsprings, fully guaranteed: 
276 Fourth Avenue, New York 10, N. Y. 


400 Ontario Street West, Montreal 


e The original wrist alarm watch, 
imitated but never equa ed. 


IMPORTANT! 


SHRIRO 
WATCH 
276 Fourth Avenue * New York = < 
Telephone: GRamarcy 7-7500 — 








Jedd 


JEWELERS F 


oe - tremendous pulling powe 
Pes oe national advertising in ra 
it ing consumer magazines. This 
Resi constantly doing a forceful 
9 a pre-selling job for you in 
FORTUNE, ESQUIRE and Ta Maw 
and THE N 
a weston MAGAZINE. All “4 
plus Vulcain’s acknowledged leadershi , 
ont original, the pa 
...Often imitated but never 
equaled... assures sound success 


and profitable watch sales! 


Advertised In 
LIFE May 23rd Issue 
ESQUIRE June Issue 


N. Y. TIMES 
MAGAZINE May 22nd Issve 
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power 
in the 
es. This 
orceful 
you in 
POST, 
; NEW 
All this, 
dership 
nd-only 
t never 


a yA and only your wholesaler 


h sales! % 


can offer you 


_Tessler & Weiss mountings! 


It is profitable and smart for the jeweler to buy through his wholesaler. 
This—the world’s largest factory devoted exclusively to the manufacture 


of die struck mountings—is the dynamic proof. 


SYSTONE rs Tessler & Weiss we. 2389 Vaux Hall Road, Union, New Jersey 





The most notable watch event since the introduction of the 25 Jewel Automatic! 


RODANIA 


_ presents 





popularly 
priced 


Model 4994H for Waite 


SUPER ELAT 
f Stainless Steel 17 
Jewels. Incabloc, Lum- 
inous dial and hands, sales! 
unbreakable main- 
spring, ©WATER-RESIS- 
TANT. RETAIL $49.50 
Model 4994B same as 
above but with R.G.P. 
Niictol loleld @mcelt-M.d 20-0) 
$52.50 





NOW ...RODANIA ... gives every jeweler 
a chance to capitalize on the tremendous volume 
sales potential of two fabulous new watches. 
RODANIA’s all-new “ALARM” takes the wrist 
“alarm” out of the experimental class . . . and 
into a volume sales builder for you! 


Designed to Jead today’s style trend, the 
RODANIA “SUPER-FLAT” measures only 6.5 

: : : ‘ : Model 5001H 
mm. in width. It is a practical, solidly con- WRIST ALARM, 
structed watch of truly-thin proportions .. . ee ome 
the handsomest wafer-thin watch ever offered. seuss dedi ae 


Luminous dial and 
; . hands, unbreak- 
Popularly-priced . . . each with a great able mainsprings, 
RODANIA 17-jewel movement . . . unsur- Winches on 
passed for accuracy and lifetime service... Model 5001B 


you will sell the RODANIA “SUPER-FLAT” same as above but wig 


ae ” . R.G.P. Steelback, 
or “ALARM” with complete confidence. WATER-RESISTANT 


RETAIL $68.50 
Ask your wholesaler to show them to 


a 
you today, or write CTS 





RODANIA WATCH CO., INC., 745 Fifth Avenue, New York 22, N.Y. 
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AKRON, O- 
ALBANY, N. Y. 
ATLANTA, GA. 
BALTIMORE, MD. 
BOSTON, MASS. 


BUFFALO, N. Y. 
CANTON, O. 
CHICAGO, ILL. 


CINCINNATI, O. 
CLEVELAND, O. 
DALLAS, TEX. 

DENVER, COLO. 
DETROIT, MICH. 


DULUTH, MINN. 
HARRISBURG, PA. 
HOUSTON, TEX. 
KANSAS CITY, MO. 


KNOXVILLE, TENN... 


Akron Crystal Service 
..M, Levitz & Co. 
Supreme Watch Material 
The Crystal House 

C. W. Somers & Co. 
Morris Strauss 
Niagara Jlry. Supply 
Harvey Jiry. Co. 

Art Watch Crystal 
Emil Braude & Sons 
Neuberger Sales Co. 
Henry Paulson 
Feinstein Bros. 


Swartchild & Co. 

Geo. W. Schwab 

weer Colman Bros. 
.Wm. R. Katz & Co. 
United Tool & Material 


M. Beresh 
Harry Nest 


Julius Garon 
weeks E. Fisher 
Ben Gayman Co. 


..Landers JIry. Co. 
Carl R. Shaffer 
H. C. Walker 


cesesssee.Alexander Herbst 


LOS ANGELES, CALIF.........Cordova Jlry. Co. 


MEMPHIS, TENN. 


Garr Sales Co. 
Eastern Whlse. Jlrs. 
Linn & Howard 

E. W. Reynolds Co. 
R. T. Smith 


veseeeRussell Supply 
Carter & Lowry 


MIAMI, FLA. Hirsch Jlrs. Supplies 
Miami Diamond Center 
MILWAUKEE, WISC..000. oo. Emil E. Beyer 


MINNEAPOLIS, MINN.........C. R. Leeds & Co. 
NEW BEDFORD, MASS...........Jewelers Service 
NEW HAVEN, CONN.........Elm City Mfg. Jlrs. 


NEW ORLEANS, LA. 
Dixie Watchmakers Supply 


Cobron Co. 


New Orleans Jirs. Supply 


NEW YORK CITY, N. Y.........Krieger & Dranoff 


C. Scheuer Co. 
Phillip Sloves & Sons 
Tela-Time Supply 


NORFOLK, VA.....Norfolk Watchmakers Supply 


OAKLAND, CALIF. 


Diamond Co. 


Guaranty Watchmakers Supply 
OKLAHOMA CITY, OKLA.............Berkey Bros. 


PHILADELPHIA, PA. 


PHOENIX, ARIZ. 
PITTSBURGH, PA. 
PORTLAND, ME. 
READING, PA. 


American Watch Crystal 
Ed-Mar Watch Supply 
Keystone Jlrs. Supply 
Swiss Watch Supply 
Langert Bros. 

.....Ray Gaber 

wscsseine: beee: tlre. 
Walter J. Gipprich 


SACRAMENTO, CALIF. 
Strutz Watchmakers Supply 


SAINT LOUIS, MO. 


..Geo. S. Blau 
Miller Bros. 
The Nest Co. 


SAN ANTONIO, TEX.......B. M. Hammond Co. 


SAN DIEGO, CALIF. 


The Janmar Co. 


SAN FRANCISCO, CALIF. 


SEATTLE, WASH. 
SPOKANE, WASH. 
TOLEDO, O. 
TUCSON, ARIZ. 


Williams & Petersen 
.W. T. Hoyt 

Maguire Supply House 
...Toledo JIrs. Supply 
eee McGuire's 


WASHINGTON, D. C...Greenan Watch Supply 


WICHITA, KAN. 


L. J. Pracht, Jr. 


WINSTON-SALEM, N. C.. Fitall Watchmakers 
JACKSONVILLE, 3 ore J.T. Knott & Son 
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$5.25 per card of 6 
2K G 


NAOMI 









Act today. Take advantage of the 
free offer on Naomi Ring Locks. 
See one of the Certified Naomi 
Dealers listed at the left. Buy 1 
dozen Naomi Ring Clasps... ask 
for free coupon...fill it in...and 
receive 2 dozen Naomi Ring Locks 
FREE! While you are there make 
sure to ask for the NEW NAOMI 
Jewelers Findings Catalog. 


LARGE #1 EXTRA LARGE #0 
14 Kt. Gold 14 Kt. Gold 


$5.75 per card of 6 $6.25 per card of 6 
1/20-12K GF 1/20-12K GF 
$3.90 per dz. $2.00 per card of 6 


Order No. 12 for assortment of dual ring clasps 
(Sizes #1 and #2 on card) Priced as follows: 


14 Kt. Gold $5.50 per card of 6 
$3.50 per dozen 


QUALITY FINDINGS 
ISLAND PARK, N. Y. 
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STERLING and GOLD FILLED 
WOK 4K 18K 


nn 


AUTOMATIC wage 


RovipbdeEN © 
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CHICAGO 
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Something OLD...something NE 


in Bristol Two-Tone Rings for You! Backed by a hard-selling promotion! 


Something traditional and old .. . yellow gold. 


Something new and modern ... palladium. Newest 
of the precious metals. 


Used in two-tone effect, they give wedding rings 
extra beauty. Extra value. At no extra cost to you. 
Your soon-to-wed customers will really love them. 


Here’s the exciting new Bristol wedding ring deal! 
12 beautiful two-tone palladium and yellow gold 
matched rings ... plus a luxurious display that comes 
free with the rings. The two-tone assortment sells at 
retail for approximately $300. 


With it comes the strong promotion of palladium ... 
the influence of palladium’s extensive national adver- 
tising and a free Basic Merchandising Kit of Palladium 
Sales Aids. Interesting booklets about palladium and 
the other precious metals. A fine velvet pad, newspaper 
mats and the metal-faced sign illustrated above. 





Use This Coupon 


Bristol Seamless Ring Company K-5 
71 Nassau Street, New York, N. Y. 
[] Please send me complete information about 


your new Palladium and Gold Matched 
Wedding Ring Assortment. 


I would also like to receive the Basic Mer- 
chandising Kit of Palladium Sales Aids. 


Your Name 





Company Name 





Street 





City State 








Platinum Metals Division THE INTERNATIONAL NICKEL COMPANY, INC. sew'orxs nv. 
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Hottest NEW 54.98" kitchen Clock! 


GENERAL ELECTRIC-TELECHRON “CUPBOARD” MODEL IS SMART 
VERSATILE, EASY TO READ, SURE TO BREAK SALES RECORDS 


a % g bh 0 0 taller sy sy cmap 








3 
: 
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HERE’S WHY THIS GREAT NEW BEAUTY WILL BE A BEST-SELLER FOR YOU 


1. PROVEN SALES APPEAL of two great names, General 
Electric and Telechron 


2. LOW PRICE—retails at a customer-pleasing $4.98* 


3. CONSUMER PRE-TESTS rank it very high in consumer 
preference 


4. VERSATILE— hangs on the wall, or sits on a shelf or 
kitchen counter 


5. EASY TO READ—big, full-width dial, big numerals 


6. BRILLIANTLY STYLED— model 2H103 in red, white or 
yellow case, with white dial; or in rich brown case 
with wood grained effect on dial 


48 


7. POPULAR SIZE—51% inches high, 61% inches wide, 
23/4 inches deep 


GET SET for the biggest selling year you've ever had on 
electric clocks. Call your distributor salesman—today! 
Clock and Timer Department, Small Appliance Division, 
General Electric Co., Ashland, Mass. 


*Manufacturer's recommended retail or Fair Trade price, plus applicable taxes 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 
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8350X Single heart design. Appropriate setting for wed- 
ding or engagement ring — or gift ring of any kind. Wire 
stand tilts case for display, swings flat when not needed. 


50TX Miniature replica of an antique French Provincial 
jewel chest. Exquisite presentation for one ring or two 


today! 
Division, 


7950TX Popular twin heart design — for one or two rings. 
Removable wire stand tilts case at display angle, swings flat 


icable taxes : 
ica when not in use. 














50 






17 jewels, Reserve 
Power Gauge, water 
& shock resistant, 
sweep second hand, 
anti-magnetic, 


radium dial, gold filled meen? 8 
or stainless. 0) 
$79.50 fti 
> 


/0 q Q C powER Figs , the amazing new watch 


YOU CAN NOT OVERWIND! 


Youre LOOKING for a watch with ‘‘sizzle’’— POwWERgraphic is for you! 


It's the first stem-wound watch that can never ever be overwound...the first really new watch 
since the 360° rotor automatic. 


Indicative of its tremendous consumer appeal, PoweRgraphic is being reported editorially 
in Newsweek, Time, Esquire, Journal of Commerce, American Magazine, Business Week, 
Nation’s Business and to more than 1,500 newspapers through the full coast to coast 
wire of the Associated Press...an audience measured in millions. 


You can latch on to the exciting, new POwERgraphic for the newest of the new. It’s your answer 
to the discount and catalog houses. And it can be yours on an exclusive franchise basis! 


Yes... if you pride yourself on being able to recognize a good thing when you see it— SPORTS 
right now—write today! - 





Newsweek 


Te 
Readers Digest 


INTERNAT ONAL 










Rotographic Solo-Date Autographic 


Petite, At a glance. Automatic, 
ladies’ Today's date Reserve 
automatic. today! Power Gauge 





ZODIAC WATCH AGENCY e 521 FIFTH AVENUE @* NEW YORK 17 
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THE GREATEST SELLING FEATURE IN VOLUME-PRICED ALARM CLOCK HISTORY 


THE WHOLE FACE GLOWS! 


Here’s the most exciting development in clocks 
since “radium numerals”; The NITE-GLO 
ALL-LUMINOUS clock face. 


In a darkened room the face glows with a cool, 
bluish-white light which is surprisingly intense. The 
secret is a scientific blending of a luminous 
compound with plastic to form a good-looking 
ALL-LUMINOUS clock face that’s EASIER TO 
READ. The NITE-GLO face “stores up” light 
automatically when subjected to ordinary daylight 
or artificial light, and “gives off” light for 12 hours 
or more in the dark, so there is nothing to wear 

out or fade, and it’s unconditionally guaranteed. 


Gilbert NITE-GLO clocks are available in 

Square and Round shapes (Ivory only). Price to 
you: $2.40. Retail: $3.75. Get your share of 

extra profits and sales with these revolutionary new 
NITE-GLO clocks. Order your convenient 

12-Pak (6 round, 6 square) with FREE counter 
display today! 


WILLIAM L. GILBERT CLOCK CORPORATION 


Clock makers to the nation since 1807 - Winsted, Conn. 


GET THIS FREE DISPLAY NOW 
A real STOPPER, this sturdy, eye- 


catching counter display, printed in 
brilliant “day-glo” color, is like an 
extra salesman in your store. It’s 


FREE withevery NITE-GLO 12-Pak. 








Rush me_________NITE-GLO 12-Paks (6 rnd, 6 sq.) 


QUANTITY 
Bill me through my wholesaler who is: 














Address City 

Ship to: 

Name 

Street 

City Zone State 








WILLIAM L. GILBERT CLOCK CORPORATION 
Dept. J, Winsted, Connecticut 











You can sell more of anything 


—when it’s “advertised in the Post’! 












@e Your best customers are Post readers 
e@ They pay more attention to Post advertising 
@ They have more confidence in Post-adver- 
tised products @ You sell them when you tell 
them, “It’s advertised in the Post.” 




















— 
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Air Conditioning by Airtemp means more business for 
z 
Choose Super-Quiet 





Airtemp 
Air Conditioning 


... best for you and your customers! 


Jewelry stores benefit by air conditioning more than 
many other businesses. The cool, crisp air attracts 
more customers and they stay longer and buy more. 
You'll save money because noise, dust and dirt are 
shut out. You don’t have to clean or redecorate nearly 
as often. You and your employees will do a better 
selling job because you will feel better in an air 


conditioned atmosphere. 











Airtemp air conditioning, both waterless (air-cooled) 
and water-cooled, is designed to operate quietly and 
efficiently for years. In fact, the refrigerating system of 
these air conditioners is warranted for 5 full years. 
This is only one of many reasons why we build more 
Packaged Air Conditioners than anyone else. We have 
a nation-wide factory-trained service organization ready 
to serve you if necessary. Phone your Airtemp dealer 
today—he’s in the Yellow Pages—you'll get a better 
price before hot weather arrives. Or write Airtemp 





Division, Chrysler Corporation, Dayton 1, Ohio. 


5 H.P. water-cooled model. Six water-cooled and 4 waterless 
(air-cooled) models in today’s most complete line of Packaged 
Air Conditioners. 








DIVISION OF CHRYSLER 


AIR CONDITIONING © HEATING FOR HOMES, BUSINESS, INDUSTRY 


FOR May, 1955 
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HANDISING IDEA 
IN ELECTRIC SHAVERS! 
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A REVOLUTIONARY NEW 
MERC 

















TONE 


TEATURING: 


The Revolutionary Ronson Shaver ! 


Refore you stock any other electric shavers, remember this thinnest head of any shaver tested by American Standards 
imple rule: the thinner the head, the closer the shave! And Testing Bureau! The revolutionary RONSON Shaver gives 


goxson is the only shaver with the micro-thin head — the the cleanest, closest, fastest shave of all—wet or dry! 


The RONSON Shaver’s unique engineering principle combined 


with greatly modernized manufacturing facilities make possible... 


Revolutionary New Prices | 


Because the same RONSON Shaver can be produced to sell at 
lower prices, yet maintain a trade discount equal to or better 
than other shavers, it opens new and bigger markets for you! 
—( Today 62% of the electrified homes do not have shavers! ) 


... With RONSON, your unit sales and profits increase ! 


RONSON makes it possible for you to offer the top-quality 
RONSON shaver in a choice of three different gift packages, 


at three different and revolutionary prices. 


99 


In sturdy, compact plastic case. 
Available in quantity shortly. 








22,50 a —— 26.59 (¢.7.1.) 
~ In Trip-Kit with luxury 


In genuine leather 
toilet accessories. 


zippered carrying case. 




















Coming ! The greatest advertising campaign in Ronson’s dynamic history 
Ask your Ronson representative for complete details about this 
revolutionary shaver merchandising idea! 


@ iN S O iN makers of the world’s greatest lighter and electric shaver. 
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Another in Longines-Wittnauer’s new series of 


full page ads currently appearing in 





Logie 


THE WORLD’S QWs ( 


Longines makes a watch for all who demand 
and expect the finest 


The unsurpassed quality of Longines Watches 
is evidenced in the uniform excellence of an 
extraordinary variety of timepieces. 
Longines Ladies Watches are the epitome of 
elegance; Longines Automatie Watches are 
the most advanced in the world; Longines 
Waterproof Watches have proved their 
worth on the seven seas and at the two poles; 
Longines Technical and Timing Watches are 
the ultimate in precision for sports, aviation, 
science. Every Longines Watch is created 
to the ideal of perfection which made Longines 
The World’s Most Honored Watch. 


GREATLY ENLARGED TO SHOW 









Two formal Longines dress wal 
parable elegance in 18K whit, 
man’s Longines is the Cha 
lady, the diminutive Dia Onati 
The bezels are fully’ diamond-paved. 
Longines models ix 14K gold without 

are Pres. McKinley Uf, $150 and Loni. 










From the largest collection of exclusively styled fine watches in all America 14K natural or white gold—the classie Longines Symphonette “A”, $185; 
(left to right): dashing in style is Longines Hall of Fame “A” with two- the Longines Pres. Taylor I in elaborately hand-finished case of 14K gold, 
toned dial and sweeping lines; gold-filled, $74.50; the charming Longines $150; the smallest Longines, the Starlight Elegance E-A 22 in 14K white 
Brenda with dainty expansion bracelet, 14K yellow or white gold case, $100; —_ gold, lavishly set with 22 diamonds, $325; the distinguished Longines Carrel, 
the Longines Pres. Madison, completely masculine in inspiration even to 14K gold case, sweep second hand, shock-resistant, $160. Any Longines 
hammered dial, in 14K gold, $125; a luxurious full-link bracelet watch, all Watch may be obtained from your Longines-Wittnauer Jeweler Agency. 


Al Prices Include Federal Tax 


Longines Venaucr g 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 





THE WORLD’S MOST HONORED WATCH 
© Ten Grand Prizes and 28 Gold Medals at 
World’s Fairs and International Expositions 
© Highest awards for accuracy from the four 

greatest Government Observatories 

© Used by renowned Aviators and Explorers 

© Official watch for National and International Sports and 

Contest Associations the world over 




























See Your 
Longines-W ittnauer 
Jeweler Agency For 
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SPEAKING OF THE JEWELRY TRADE 


Me OW should a watchmaker be 
rated by the retail jeweler 
and what wages should he 

be paid ?”” 

Louis Quadretti of M. Quadretti and 
Son Jewelers, Shelton, Conn., believes 
he has the answers to these questions 
in his area. 
formula to grade watchmakers: 


He uses the following 


Repairs Returns Rate Wages 
100 watches 2 Top $100-150 
0“ 4-5 Good $ 75-100 
100 * 5-8 Fair $ 50-75 
10 * 10 Poor $ 35-50 
Jewelers who have comments on 


(uadretti’s formula, or who have de- 
vied one which works for them in 
their section of the country, are in- 
vited to pass them on to JC-K. 


© © 
HIL PEREL of Perel & Lowenstein, 


Memphis, Tennessee, jewelers, is 
working on a big international deal. 
Negotiations opened months ago when 
he received a letter from Capt. C. B. 
Babawak, Lagos, Nigeria, British West 
Africa. The Nigerian wrote: “I saw 
your catalogue am very soupnice if 
you can send me a cope of your cata- 
gue with price. IT want your camera 
With price and wich I was get it here.” 
Phil sent him some of their camera 
folders, 

The captain’s reply began with 
“Dear Customer.” (Apparently in Ni- 


FOR May, 1955 


eeria the merchant is the customer! ) 
“T want you to send me big one wich 
you sell for $15.95. Wen is rich here 
| shall 


waiting for your reply soo. Thanks in 


i will clame it with money. 


my happiness.” 

Phil huddled with foreign exchange 
experts. The best way to handle the 
transaction was for the captain to buy 
dollars in Nigeria. The experts were 
doubtful he could. Perhaps he could 
But there are 
two kinds—free sterling, convertible 


luy pounds sterling. 


io dollars. and blocked sterling, good 
only in British possessions. 

By this time, Phil had spent about 
$500 worth of time on the $15.95 in- 
deal. But 
see it through, he wrote the captain to 


ternational determined to 
send money for the camera—any kind 
of money—or send an article of equal 
value. 

Phil still doesn’t know*how the Ni- 
cerian captain got the store’s cata- 
legue, which started this whole strange 
chain of events. 


© © 


HE village clock has largely passed 

through its days of glory in this 
country. Today, almost every Amer- 
ican carries a watch, uses his house- 
hold clock or relies on “public” time- 
pieces, like those in merchants’ win- 
dows. In sharp contrast, at the village 
of Cavadine, Italy, time stood still for 
everyone, when the town clock winder 
struck for higher pay. Few villagers 


own watches and even fewer have 
clocks. For years, the chimes of the 
town clock faithfully awakened them 
and guided their daily routine. 

The clock winder complained that 
it took hard work and much tinkering 
to keep the old clock going. He also 
risked his neck on the clock tower 
The job demanded expert 
and he felt he was 
more money. 

Our bet is that he got it. 

© © 


HE latest in Moscow radio’s mirth- 

provoking series of boasts is that 
a Russian, Alexander Feodorovich Ma- 
jayski, invented and flew the airplane 
20 years before the Wright brothers’ 
historic flight at Kitty Hawk, N. C.. 

We are expecting the Reds any day 
now to claim credit for the diamond 
ring. Who knows. they may even 
claim G.E.’s new synthetic diamond 
process! 


ladders. 


services. worth 


© © 


A LITTLE imagination, properly 
directed, pays dividends for any 
businessman. 

James H. Guernsey, owner of Lan- 
den and Son Jewelry. Springfield, 
Mass., illustrated this recently when 
he announced that he would give free 
bus tokens to customers spending $3 
in his store. 

His plan was designed to help boost 
the business of the local 
which had been having trouble “mak- 


bus line, 
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OCistanding craftsmanship 
coupled with exquisite design 
are the distinguishing features 
of these authentic Shrine Rings 
by WEFFERLING, BERRY. 
Your customers will be de- 
lighted with the wide selection 
and obvious quality. All of 


substantial weight in 14K gold. 


NUMBER 
510D 
510-5B 
510-SBD6 
510-5BD12 
515 
515D 
540-3 
1459-3 
1500X-5 
1713R 
*1713B 
1713RD 
*1713BD 
1713BD8 
*1713RD8 
1735-2 
1735-2D7 
1936R 
1942 
1942D 
1943D67 





*Not illustrated. 


Write Dept. CKS for our 
latest 60-page catalog of 
fine emblematic jewelry. 


Wreerertins Benny & CO. 


MEMBER AMERICAN 


230.00 
625.00 


(keystone) 



























Actual size illustration reproduced from our latest catalog, 


DESCRIPTION 
Platinum, diamond paved emblem 
Black enamel top, white emblem 
Diamond in star 
Diamond in star 
Black enamel top, 14° and 32° on sides, very heavy 
Platinum, diamond paved emblem 
32° and Shrine mounting. white emblems 
32° and Shrine mounting, white gold emblems 
Plain ring, white emblem 
Red enamel top, white emblem 
Same with black top 
Red enamel top, platinum. diamond paved emblem 
Same with black top 
Black enamel top, 1 diamond 
Same with red top 
Black enamel top, white emblem 
Diamond in star 
Synthetic ruby top and side triangles with 14° and 32° 
Black top. white engraved emblem 
Platinum, diamond paved emblem 
Past Potentate ring. Made on special order 
for any Temple with ch of led emblems 
on side. Diamond center, also made with 
diamond paved emblem like 1942D 





Wefferling, Berry is known for the high quality of its emblematic 
jewelry and for its extensive selection. We manufacture the finest 
Masonic, Shrine, Scottish Rite, Knights of Columbus, Elk, Moose, and 
other lodge and fraternal jewelry. 


se GtnetT ¥ 


THE NAME THAT MEANS 


Sine Enllomatic fewelry 


8 ROSE STREET, NEWARK 8, N. J. 
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ing ends meet.” He called on other 
downtown merchants to follow suit in 
e interests of the city's future. 

Guernsey's imaginative plan cost 
him nothing, for no one actually asked 
{or a token after reaching his store. 
But it did bring him a “harvest” of 
favorable comments and good will. 
Springfield residents were impressed 
with his concern for the welfare of 


th 


their city. 


© © 


HE British Broadcasting Company 

has made world famous the tones 
of Big Ben. The tower of the Parlia- 
ment buildings in London, which 
houses the big clock, is now being 
repaired and the timepiece is also 
scheduled for overhaul next year. BBC 
has already planned for a substitute 
time signal. Big Ben's “brother,” the 
great bell of St. Paul’s Cathedral, will 
take over. His name? Big Tom! 


> © 


HOSE gremlins which haunted 

World War II airmen seem to have 
switched their peacetime activities to 
jewelers. 

They certainly must have been at 
work recently when a 17-year-old high 
school girl bought a $1 set of earrings 
in a Detroit jewelry store. 

When the girl reached home, she 
found a ring in the package with her 
eatrings. Thinking it was a glass ring 
given as a “bonus” by the jeweler, she 
wore it to school for a few days. After 
hearing her classmates’ praises of the 
ring, she returned to the store to learn 
more about it. 






She was amazed to find it was a 
$1200 diamond ring—for which the 
store had been frantically searching. 
lt: had somehow been placed in her 
package with the earrings by mistake. 

The thankful store owners presented 
the girl with $50 worth of costume 
jewelry. , 


© © 


ITH their thoughts on the ap- 

proaching wedding season, jewel- 
ers will be pleased to know that Ten- 
nyson’s famous line, “In the spring a 
young man’s fancy . . . ” is proving 
true again this year. 

According to a Newsweek report, a 
22-year-old Minneapolis driver forced 
another youth’s car to the curb, put 
his fist through the unlucky fellow’s 
windshield and tore off the aerial. Still 
not content, he jumped back into his 
car and rammed it into the other fel- 
low’s auto. 

His simple explanation: the other 
fellow had been trying to steal his 
girl friend! 


© © 
| IHERE is a court case now in prog- 


ress in Los Angeles between a 
wealthy middle-western playboy and 
the former wife of a famous Holly- 
wood actor. 

During a whirlwind romance, the 
playboy gave his lady love gifts of 
jewelry worth $132,500. When the 
romance turned cool, he asked her to 
return the jewelry. 

She firmly refused to do so, ex- 
plaining that the jewelry “was given 
expressly as a matter of friendship.” 


i \~( & 


“What's the matter with him? 
He couldn't even give me the time of day!" 
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While the court is pondering its 
decision, we suggest that the playboy 
remember the words of Sophocles, 
written 400 years before the birth of 
Christ—“Though a man be wise, it is 
no shame for him to live and learn.” 


e © 


NE of the most interesting pro- 

posals of recent weeks is that the 
U. S. Treasury sell advertising space 
on the back of one dollar bills to pay 
off the national debt. 

Before jewelers get involved in this 
new “pocket-sized” media, we must 
add that the proposal was vetoed by 
Treasurer Ivy Baker Priest. 

“Who would get what, on which 
bill?” asked Mrs. Priest in explaining 
her veto. We suspect, however, that 
the real reason was her desire not to 
“buck” public opinion! 


e 


Lavan comedian Bob Hope was 
last in England, he attended a 
reception given by Queen Elizabeth. 
At this dignified affair, he was ap- 
proached by a British comedian who 
gestured in the direction of the be- 
jeweled Queen and whispered (in his 
British accent), “Bob, old boy, who’s 
the babe with all that costume jew- 
elry?” 


© © 
A Y= YEAROLD boy brought a 


wristwatch into the police station 
of a city near New York. The desk 
sergeant asked him where he got it. 

“Off a cat,” replied the boy. 

“Off a cat?” repeated the surprised 
sergeant. 

“Yes, sir, it was fastened to the 
collar of a big black cat with four 
white feet.” 

“But cats don’t have collars. It 
must have been a dog.” 

“No, sir, it was a cat.” 

“How do you know?” 

“Because it scratched me when | 
took the watch off. Then it ran away.” 

The sergeant nodded his head. Some 
cat owners did put collars on their 
pets. He told the boy he could have 
the watch if no one called for it in 
30 days. 

“If I find the cat again, I'll see if 
there’s a tag on the collar,” said the 
boy. 

“You think you'll be able to recog- 
nize the animal?” 


Replied the boy—bright beyond his 


years—“Yes, sir. It’s a watchcat!” 
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... from an Elgin ad 


“When Elgins meet there’s no doubt about the time. Millions of 
Elgins are constantly meeting one another and advertising Elgin 
accuracy. Elgin watches are made for people who want to know 
the time. A sure timekeeper is a sure moneymaker for the dealer 
who sells it.” 


. .. same city installs clocks in two states 

“There will be two town clocks in Texarkanna, in the near future, 
one on the Texas side, in the city hall, and another on the Arkansas 
side, in the court house. Both buildings are centrally located.” 


... fashions—by Elsie Bee 
“Taking designs in shirt-waist pins are two rings of pearls con- 
nected by a gold chain, or three open ovals of pearls, or ovals filled 


in with gold filigree with a pearl in the center or a bar of olivines 
or sapphires rimmed in plain gold.” 


. . . from a Community Silver ad 

“A woman buys ‘Community Silver’ chiefly for its beauty. You 
carry it because it sells. Both of you take the plate largely on faith. 
But your engraver doesn’t; he knows just how good it is. The first 
deep stroke of his engraving tool has told him more about it than all 
of our guarantees.” 


... the latest thing for milady 

“Toppy, original, practical. Something new in jewelry. Girdle 
pins mounted in combinations of pearls and fancy colored stones. All- 
sopp & Allsopp, Newark, N. J.” 


STEREING SILVER 


BRIGHT CUT 


ERASER AND BRUSH. 


Bes 
AA 4S 





UNCER BROS., 


FINE JEWELRY IN 14 Kt. 


31% 


env, GOld and Sterling Silver at salable Prices. 


oom ene 





What a contrast between the jewelry stock of today and that of 
50 years ago! This old Jewelers’ Circular ad offers two silver 
items at “salable prices.” Note the two patierns, one at 75 cents 
and the other at 80 cents, the latter being the “de luxe” model! 
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Cincinnati Notes 


“John Herschede, of the Herschede 
Hall Clock Co., has returned from the 
south and west, and is now in New 


York.” 


Chicago Notes 


“The teamsters’ strike here has seri- 
ously inconvenienced the wholesale 
jewelers of Chicago. All the express 
wagon drivers are out on strike, and 
packages have to be delivered at and 
called for at the various railroad de- 
pots.” 


Philadelphia Notes 


“J. E. Caldwell & Co., exhibited in 
their show windows last week a hand- 
some silver bound and inscribed plaque 
and silver cups, to be distributed as 
prizes at the bowling tournament ef 


‘ the Schuylkill Navy Association.” 


Lancaster Notes 

“The Hamilton Watch Co. has just 
finished putting into shape the base- 
ball field for the factory club, which 
is on the factory’s extensive grounds.” 


New York Notes 


“From Tiffany & Co.’s old building 
on Union Sq., the clock which has 
been a familiar guide to several genera- 
tions was moved, last week, to the new 
Tiffany building at Fifth Ave. and 37th 
i 


Providence Notes 

“Several nines representing various 
shops in the city are out after ball 
games with strong amateur aggrega- 


tions.” 


Boston Notes 


“The Smith, Patterson Co. has added 
a chinaware department, and will make 
a specialty of fine art ware in that 


line.” 


North Attleboro Notes 

“An eight-ton water wheel is being 
installed at the shops in Robinsonville, 
owned by the J. F. Sturdy’s Sons. The 
wheel will be used to assist the steam 
power in running the machinery at the 
plant.” 
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When as children we played the game of Put and Take we were actually learning the 
fundamentals of the game of business. For we soon found that the only way we could show 
a profit was to take out more than we put in. And later as we worked on the finer points 
of operating a business, we realized the importance of intelligent balance in those costs of 
business—how much we had to “put” and how we should break down and allocate this sum 
to the various categories under costs of operation. 

The more the businessman experiments with allocation of expenses the more he wonders 
whether his judgment is correct—and the more curious he becomes as to how his figures 
compare with other jewelers of similar size, type and location. 

Therefore, we are pleased to present this month a survey just completed and released 
by the famous credit information house of Dun and Bradstreet, Inc., who by personal visits 
interviewed 209 cash jewelers and 61 credit jewelers. 

The Dun and Bradstreet material is presented in the article in full size type. The mate- 
rial set in slightly smaller type is from the staff of JC-K and is inserted as a start to guiding 
the jeweler toward the use of this valuable data. The JC-K “guidance” is purposely limited 
because of the unending variations in the condition under which each store operates. 

There is much in this Dun & Bradstreet survey which will serve to have individual 
jewelers raise pertinent questions about their own operating and profit figures. There may 
be good reasons for differences between these and your figures, but your accountant and 
you should find this material of considerable interest—and, we hope, guidance and value. 
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The Dun and Bradstreet material 
herein was analyzed and prepared 


by Elmer T. Sivertsen. 


Here is how 270 jewelers 


PUT into their business 


and how they TAKE out! 
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Jewelry stores may be classified as cash and open credit stores or installment credit 
stores depending upon the selling terms on which the major portion of the saies are made. 
(For simplicity, we shail refer hereafter to the “cash and open credit stores” as “cash 
jewelers” and “installment credit stores” as “credit jewelers.” ) 

Since the operating ratios of the two type stores vary considerably in certain items 
of expense, etc., the jewelers participating in this survey were divided into two groups 
and the figures of each group were handled separately. Also, inasmuch as there are pro- 
portionately more cash jewelers than credit, the number of each type interviewed was 
kept in an approximate ratio. 

Keeping the compilations of the two type stores separate, the figures of the 61 credit 
jewelers could not influence the ratios of the 209 cash jewelers when the latter were 
grouped by sales volume, credit policy and other operating characteristics shown (for 
cash jewelers only) later in the article. Due to the moderate number of stores in the 
credit group—61—similar detailed breakdowns of this group are not presented, as they 
are for the cash stores, 

The retailers who furnished financial and other data for the year 1953 for this survey 
are located throughout the country. Chain stores, defined as concerns operating more 
than three stores, were not used but no other restrictions were placed on the size of the 
concerns. Annual sales of the middle half of the cash jewelers group ranged from $20,180 
to $70,360 whereas annual sales of the middle half of the credit group ranged from 
$46,920 to $141,995. (These figures are not shown in chart form.) 

The lines of merchandise handled varied from store to store but every one of the 
concerns sold all or some of the following items: diamond and karat jewelry and rings; 
watches and clocks; silverware; novelty jewelry; and non-jewelry items such as radios 
and appliances. Most of the jewelers did watch and jewelry repair work. 
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STORES AND FoR 6] INSTALLMENT 
Crepir JEWELRY Stores pareedtige: fisniren: 
Cash and 
a bar Pose yma YOUR To compare the figures of your business 
redit ‘ ; ‘ 
— eh FIGURES with the ratios in this survey, convert the 
Number of Concerns... .. .. nes 61 dollar amounts to gross margin, net profit 
: er Concern... 35,000 ? 
Typical Net Sales P $ : $84,130 $ and the expenses to percentage figures by : 
nsec en nee SEs 100.0%, 100.0%, 100.0% dividing each of these items by net sales. 
Cost of Goods Sold. ............ 55.6 52.5 o/ : : 
. /o Net profit on net worth is obtained by 
Gross Margin................ Lee 44.4 47.5 ean ae 
Expenses— Owners’ Compensation 15.3 10.1 y dividing net profit by net worth. Divide 
Employees’ Wages... 8.9 12.3 y net sales by net worth for net worth turn- 
ne ony Exp _— 74 6.9 4 over and for inventory turnover, divide cost 
Advertising.......... 2.2 34 ° oe’ : 
Bad Debt Losses...... 0.0 17 za of goods sold by ” sapien opening 
Buying Expense...... 0.0 0.6 2 of and closing inventories. Credit and cash 
Depreciation, Fixtures 1.3 Ps ae oy jewelers’ figures can then be compared with 
eee Ie i 
All Other Expense.... 5.6 5.4 % figures in Table 1. Cash jewelers’ figures | 
en ee 40.7 41.7 ° NITY d with th 
Net Profit Before Income Taxes . 3.7 5.8 S Re Se ee rae 
© typical ratios of cash stores of similar size 
° 
Net Profit on Net Worth (%) . 5.2 9,7 —___—% and operating characteristics as shown in 
Net Worth Turnover (per year) . 1.6 1.9 fa =. og: 
Inventory Turnover (per year)... 1.2 1.4 X Tables 2 to 7. 


“Explanation of Terms” is given on foliowing pages. This should be read carefully so that the meaning of each item in the tables is clear. 


Compare Your Put and Take with National Figures time free from management to spend in the store. 
Table 1 shows that the typical credit jeweler trans- This is further suggested by the “owners’ compensation,” of 
15.3 per cent for cash jewelers against 10.1 per cent for credit 
I J 5 


acted more than twice the volume of sales as the cash 


: ‘ f jewelers. 
jeweler and had a more active turnover of inventory. The above might at first suggest that the cash jeweler is drain- 
He also obtained a higher gross margin, 47.5 per cent ing more cash out of his business than are credit jewelers. How- 


ever, the cash jeweler, taking 15.3 per cent of his “typical net 
sales” is getting $4,355 as “compensation” while the credit jeweler 
is getting 10.1 per cent of $84,130 or $8,500. It is also interesting 


as compared with 44.4 per cent, and earned a net profit 
of 5.8 per cent compared with the 3.7 per cent earned 


by the typical cash operator. ; pape ; 
i ‘ — P to note that the cash jeweler’s net profit of 3.7 on $35,000 is 
ait : $1,295 while the credit jeweler’s profit of 5.8 per cent of $84,130 
de. JC-K Editors’ Comments: comes to $4,850. 


From the above, the importance of greater volume in building 
profits for owners is quite clear. In other words, the only way 
you can hope to materially increase the amount you “take” from 


ash In Table 1 it will be noted that the “cost of goods sold” repre- 
sents 55.6 per cent of net sales for “cash jewelers” and only 52.5 
per cent for “credit jewelers.” Snap appraisal of this might 


ms 

ia suggest credit jewelers buy cheaper than cash jewelers. This your business is to increase the size of the “pot” involved in the 
is might yet be so, but these survey figures do not necessarily prove game. 

nnd that, for these figures are a percentage of the total sales. Inasmuch Note too the variance between “cash” and “credit” stores under 
vas as credit store sales are higher and their operating percentages “net profit on net worth,” in spite of the approximately similar 


“inventory turnover” of both types of stores. This means the 
credit jeweler is, dollar for dollar, making his money work almost 
twice as effectively for him as is the cash jeweler. 


in several categories are therefore also higher (wages for example) 
adit it would be natural that the relative percentage left to “cost of 
goods” would be less than that of smaller businesses. 


ere 

-_ Now let us look at the difference between the “gross margin” We could continue to direct attention to other interesting com- 
; of each type store. This is. of course, the differential between the parisons in Table 1—and thereon raise conjectures. However, as 
the so many of these excursions into the maze of figures have a value 


cost and selling price of goods, indicating a greater markup on 
ney the credit jewelers’ merchandise, than that of the cash jeweler. 
some of these differences, Table 1 indicates, goes into higher 


to each jeweler only as they compare with his business, it is 
suggested you write down your comparable figures in the space 
vey percentages for certain expenses. However, the “total expenses,” provided for the purpose in Table 1. Then, give the figures 
7m percentage-wise, between cash and credit jewelers is remarkably thought. Talk them over with your accountant. There may be 

close: 40.7 to 41.7. good reasons why your percentages break down differently—or 








the Note how differently the two type stores accumulated to such there may not be good reasons—and you may thereupon set about 
80 nearly similar percentage totals of “Total Expenses.” correcting a current costly weakness. 
om See the difference between the two percentages for “employees” 
wages,” It is generally true that the greater the volume in a Compare Your Put and Take with Others Having 
the Jewelry store, the more—and better help—is required. The higher Similar Sales Volume — (Cash Stores Only ) 
zs; Percentage of the credit jewelers is no doubt due to the fact that a in 
- : higher “net sales” ($84,130) volume, requires the owner to P je ence _ sa - vorume on “pene expenses, pre- 
spend more time in management and hire additional reliable help viously mentioned, is also shown in Table 2 where the 


for the floor, where the cash jeweler (net sales $35,000) has more cash stores have been grouped by sales size. Only cash 
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stores are analyzed hereafter—only cash stores are repre- 
sented in Tables 2 to 7. In the lowest volume group no 
help was used, but the owners took a fuli 25 per cent 
of net sales for salary. In 48 per cent of these stores, 
repairing and engraving was the main source of income, 
which could account for the high gross margin realized. 
Kighty-five per cent of the stores in the $80,000 and 
over group sold principally diamond and karat jewelry 
and ‘rings, silverware, and non-jewelry items such as 
appliances. Most of the stores in this group had liberal 
credit policies which accounts for the 0.6 per cent bad 
debt loss. Despite the small per cent net profit, dollar 
profits were larger for this group than any other. 


Compare by Form of Ownership 

Proprietorships in this survey earned a larger per cent 
net profit on net sales and net worth than did the part- 
nerships or corporations. (See Table 3.) Total expense 
for this group was greater but this was more than offset 
by the higher gross margin realized. Because of the 
substantially greater volume transacted, the corporate 
group earned the largest dollar profit despite the low 
per cent net profit. The latter group also had the most 
active turnover of inventory and net worth. 

There are many interesting comparisons in this volume break- 
down emphasizing the direct connection between volume and 
“take” and the solidity of the institutions. 


Credit Policy 

The grouping of the “cash” stores (by credit policy) 
in Table 4 shows that volume increased as the percentage 
of credit sales increased. Bad debt losses were greater 
for stores with the more liberal credit policies, as would 
he expected. 

However, remember that the stores with higher percentages of 
credit losses had 300 per cent to 400 per cent more volume; 
perhaps a low price to pay for additional business. 

[t is interesting to note (though not shown on table) 
how credit policy varied from region to region. The 
greatest percentage of the jewelers in the North East 
and Middle West were in the group making 10 per cent 
or less of their sales on credit whereas in the Far West 
more retailers were in the 11-41 per cent credit group 
than in any other. In the South, 44 per cent or 23 of 
the 52 stores surveyed were in the 41 per cent and 
Over credit group. 


Net Profit 


A comparison of the ratios of the profitable stores in 
Table 5 points out that the way to increase net profits 
is to increase gross margin, reduce expenses, or do both, 
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Taste 2 OperaTiNc Ratios ror Stores GrouPep. By SALES VOLUME Explanation of Terms 
-——Net Sales Volume in 1953, ADVERTISING—Net expenditure for news- 
$20,000 $40,000 $80,000 paper, radio and other forms of advertis- 
Under to to and YOUR See. ensbuiien at iene 
| $20,000 $40,000 $80,000 Over FIGURES Per ay ae ee 
| Number of.Concerns............ 50 70 43 - 46 
| Typical Net Sales per Concern... $12,065 $26,055 $58,740 $141,555 $ Bap Dest Losses—Receivables consid- 
| Net Sales.....----seeeeeeeeeeee 100.0% 100.0% 100.0% 100.0% 100.0% cues a : peasant 1m 2 
| Cost of Goods Sold............. 481 55.6 GL 582 _ of a ac — 
| Gross Margin......... se i as i 19 “A 389 41.8 4 
Expenses— Owners’ Compensation 25.0 158 9.8 95 yA Buyinc Expense—Cost of travel for buy- 
Employees’ Wages avn 0.0 6.3 119 13.9 » 4 ing purposes, or commissions paid to buy- 
Occupancy Expense... 11.1 8.3 6.0 6.0 of ing organizations. 
Advertising.......... 2.1 21 2.0 2.7 » 4 
Bad Debt Losses...... 0.0 0.0 0.2 0.6 te Cost or Goons Sotp—Opening inven- 
Buying Expense atin 0.0 0.0 0.2 0.3 Yo tory plus merchandise purchased (includ- 
Depreciation, Fixtures. 2.1 18 0.9 0.8 te ing inbound freight and cartage), less 
All Other Expense.... 5.7 54 48 6.5 Se closing inventory; after deducting cash 
ee 46.0 39.7 35.8 40.3 % discounts received. 
Net Profit Before Income Taxes 5.9 4.7 3.1 is y 4 
Net Profit on Net Worth (%).. 6.4 7.1 5.6 3.3 ny DepreciaTION ON Fixtures — Amounts 
Net Worth Turnover (per year) ‘ 1.2 1.8 2.1 1.9 a charged during the year to depreciation on 
Inventory Turnover (per year) 1.0 1.3 ES 1 | wee eine Detain 
Taste 3 OPERATING RATIOs FoR STORES GROUPED BY FORM OF OWNERSHIP ; 
Emptoyees’ Waces—Gross payroll of all 
Proprietor- _Partner- Corpora- YOUR employees, including amount withheld for 
= - os FIGURES income taxes. 
: CCM eeesig te vane areas 
Typical . per Concern... $25,000 $57,285 $119,895 § ; : 
al 100.0° , _ ° " Expense, ALL OrHer—Residue of mis- 
Peet SACS... 2... ees eeeees ° 7o 00.0% 100.0% 100.0% cellaneous expense items such as store 
Cost of Goods Sold. ........+.:. 54.4 37.5 38.4 70 supplies, telephone, postage, professional 
Gross Margin. NE of en o 45.6 425 41.6 Zo services; also all taxes except sales, excise, 
Expenses— Owriers Compensation 16.3 14.5 10.4 , 4 property and income taxes, 
Employees’ Wages.... 75 8.4 11.8 4 
Occupancy Expense... 79 6.2 7.9 % 
Advertising.......... 22 22 23 of Gross Marcin—The difference between 
Bad Debt Losses...... 0.0 0.3 0.3 Y net sales and cost of goods sold; also 
Buying Expense. . on, 0.0 0.3 0.3 % known as “gross profit on sales.” Even in 
Depreciation, Fixtures. 15 14 0.8 Y, a single store this is a composite figure, 
All Other Expense... 53 6.0 6.2 of the net result of selling different kinds of 
Total Expense.................. 40.7 39,3 39.9 o/ goods at varying markups. Cash discounts 
Net Profit Before Income Taxes. 4.9 3.2 1.7 o/ received, sop any rns perenne yas 
treated as a reduction of cost of goods an 
mn — Net Worth (%). : 6.3 5.0 3.3 ——_———% an addition to gross margin and to net 
“ie orth Turnover (per year) 1.6 1.4 2.0 profit. Where stores in the sample used 
Aventory Turnover (per year) a3 1.2 1.2 1.3 —__% the alternate method of considering dis- 





Taste 4 Operatinec Ratios ror Stores Groupep By CrepiT Poticy 


Credit Sales as % of Total Sales—, 








10% 11% 41% YOUR 
or Less to 41% and Over FIGURES 
Number of Concerns............ 79 79 51 
Typical Net Sales per Concern... $21,960 $38,240 $69,980 §$ 
ee er 100.0% 100.0% 100.0% 100.0% 
Cost of Goods Sold............. 54.8 55.9 55.6 5 4 
I 6.40 0's din acento Ei 45.2 44.1 44.4 A 
Expenses—Owners’ Compensation 198 12.9 10.7 yA 
Employees’ Wages.... 4.1 8.8 14.3 * 
Occupancy Expense... 8.5 7.3 6.5 % 
Advertising.......... 17 23 2.9 y 4 
Bad Debt Losses...... 0.0 0.3 08 > 4 
Buying Expense...... 0.0 0.3 0.2 yA 
Depreciation, Fixtures 15 1.5 0.8 A 
All Other Expense... . 46 5.9 6.3 yA 
ee ere 40.2 39.3 425 4 
Net Profit Before Income Taxes . 5.0 4.8 1.9 4 
Net Profit on Net Worth (°%) 6.5 3.7 3.3 salinities 
Net Worth Turnover (per year). 1.5 1.7 1.9 ee 
Inventory Turnover (per year) . 1.2 1,3 1.2 er 
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counts as “non-operating income,” an ad- 
justment was made to put these returns on 
the other basis. 


INVENTORY TuRNOVER—Cost of goods 
sold divided by average inventory (average 
of opening and closing inventories). A 
measure of the speed with which the re- 
tailer is able to reinvest his working capital 
in merchandising stocks. 


Ner Prorit Berore Income Taxes—The 
difference between gross margin and total 
expense; before deduction for Federal and 
State income taxes but after allowance for 
Profit before taxes is 
used, rather than profit after taxes, be- 


owners’ salaries. 


cause only on the former basis are the 


(Continued on next page) 
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if possible. The group earning the largest per cent net 
profit kept occupancy expense and miscellaneous ex- 
penses at low figures considering the moderate size 
volume transacted. In other groups the low volume 
stores have had considerably higher ratios for these 
expense items. 


Geographic Location 

The typical jeweler in the North East (see Table 6) 
was larger in net worth and transacted a greater volume 
than the average jeweler in other sections of the country. 
He realized a much smaller gross margin than retailers 
in other sections but kept closer control over expenses. 
The dollar return in salaries and net profit was highest 
for the group in the North East although on a percentage 
basis the combination of salaries and net profit was 
highest for the group in the Middle West. Jewelers in 
the Far West spent considerably more for occupancy and 
depreciation of furniture and fixtures, in relation to net 
sales, than the others. 

This is possibly accounted for by the tremendous population 


growth in that area and therefore more new stores constructed in 
the modern manner and at high post-war construction costs. 


Main Sources of Income 

In Table 7 cash jewelers have been grouped by lines 
of merchandise or services which brought in the major 
portion of the stores sales. The combination of mer- 
chandise items presented in Groups A and B were those 
found most frequently on the survey returns. Because 
of the considerably higher gross margins realized by 


jewelers who depend mainly on the income from watch 


and jewelry repairing and engraving, these retailers 
were grouped separately. 

A tabulation of the returns of all 209 concerns for a 
more detailed breakdown of sources of income disclosed 
that 54 concerns transacted most of their sales in dia- 
mond and karat jewelry and rings, 31 concerns sold 
principally watches and clocks, 15 sold mostly novelty 
jewelry, 23 listed silverware and other non-jewelry items, 
as the principal sales items, and 54 jewelers did a larger 
volume in repair work than in any one of the aforemen- 





tioned lines. 


Obviously, our interpretations here are only cursory. Webster 
defines cursory as: “passing hurriedly over or through something 
which invites exhaustive treatment.” 

However, as mentioned previously, any worthwhile study of the 
survey figures in comparison of those of any particular store 
depends upon analysis by the individuals in that concern who 
know the conditions peculiar to that business. 

It is hoped that this JC-K presentation of Dun and Bradstreet 
figures will justify “exhaustive treatment” by you and your 
accountants. 
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$64,460 $30,630 


100.0% 100.0% 
55.9 60.2 
1... SA 398 
Expenses— Owners’ Compensation 114 
Employees’ wee. 
. Occupancy Ex shige 
Advertising . . as 
Bad Debt Losses... 
_ Buying Expense... 
‘Depesaien. Fittiiee-: oad, 
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$16,505 


100.0%, 
47.6 
52.4 
21.6 
44 
107 
16 
0.0 
0.0 
23 


Eplanation of Terms 


{ continued) 


results of unincorporated enterpr 
parable with those of co 


-Ner.Saces—Gross sales less returns~a 
allowances, and less sales and excise taxes 
collected, if included in gross: wee net 
after all discounts allowed. : 


Ner Wonrts—The difference bach to. 
tal assets and total liabilities; in a cor-— 
poration, the sum of ie ie stock salts 


: Madsen 


Ner Wortn Turnover — Annual: ee 


_ per dollar of net worth; computed. by diy 
fo ughaprirapenn ge.” ; 


ae copii, a store building, whether he 
or owned. For renters, this item includes 
rent, utilities and leasehold improvements ; * 
Soe for owners, it includes utilities, property 
_. jysurance and property taxes, building -de- ~ 
pciaion and interest on montane “ 


WNERS’ + Ciaekiannn _Saliste 
wings of proprietors, partners or. 
Where no salary was: listed for d 
‘or owners on an individual repo 
amount for that size of concern: 
deducted from profit and added to 
xpense before the ratios were com- 
d; in order to put all returns on a 


“comparable ‘basis. This adjustment threw 
. into” the unprofitable class .a number. of 


concerns which had originally reported a " 


5 profit. 


fects The following regional group- 


ings were used for this survey: “North 


East”"—-New England plus N. Y., N. J. 
and Pa.: “Middle West”—IIL, Ind., Ohio, 
Mich., Wis., Minn. Towa, Mo. N. D. 
S. D., Neb., and Kan.; “South”—-The At- 
lantic coastal states below N. J., plus D. C., 


. W. Va., Ky., Tenn., Ala., Miss., La:,. Tex. 


Okla., and Ark.; “Far West”—the Recky 
Mountain and Pacific coastal . states. 


Tora Exrense-——The sum of all indi- 


~ vidual expense items. 


etic: Ficure or Rario—The: ‘me- 
dian”; selected by arranging the amounts 
in a particular group in order of size and _ 
taking the amount -halfway down the list. 
The median is therefore typical in | th 
sense that half of the reported or om 
puted figures in a given group are hig 
— the tnedian and half are lowers. 







































Interesting and Rewa rding 


TOP—Model No. 5520, called “Rhythm”, is made of 





natural walnut with brass case, superimposed 
black rings, pewter dial and black hand and hour 
indicators. Its dimensions are: 19” high, 


19” wide and 2 3/4” deep. 


CENTER—“The Sunburst”, model No. 5510, has 
dial and rays in antique green verdi-gris finish, 
copper hands and hour indicators. It is also 


available in black with brass markers and hands. 





The dial convex is 8” in diameter. This model 


is 3” deep and 30 1/2” wide. 





BOTTOM—*“‘Symphony”, model No. 5524, comes in an 





ebony case with mother-of-pearl hour indicators, 





brass overlay frame, hands and numerals. This 


model measures 18” in height, 18” in width, 





and is 3 1/4" deep. The three electric clocks 
illustrated here are from the Lifetime i 


line of the Howard Miller Clock Co., of 





Zeeland, Michigan. 











LEFT—“Fantasis” is an 
imported Westerstrand clock 
from Sweden. Distributed 


in this country by Porath 


& Magneheim, New York. 


A decorator clock 
from the Designer Line 

of Telechron clocks. It 
combines wrought iron and 
light wood. Called “Outline” 


it retails at $36 plus tax. 









OF Profit Makers By Maxine Elliott 


Decorator Clocks 


Years ago, no well-designed house was complete without its grand- 
father or mantel clock. These rather elaborate objects occupied 
prominent spots in the fashionable home—in fact, were considered 
an essential part of the stylish interior. 

But as the years go by, fashions change. Fireplaces were 
constructed without the familiar mantel-piece. And with the coming of 
the electric clock, designers and home owners discovered a marvel 
of accuracy . . . available at lower prices. So, the grandfather and 
mantel clocks were set aside and streamlined efficiency became 
the style of timepieces. 

Today, the trend is again being altered. Designers, architects 
and homeowners have become conscious of the great importance of 
a fine, well-designed clock (and an accurate one) in the decorative 
scheme of a room. 


Of course. our standards of design have changed; we demand smart. 


(Continued on following page) 





































LEFT —“‘Prestige” is a new 


version of the Tole clock, It has 





hand-painted gold ivy garland 
on claret red, forest green, or 
jet black. This decorative wall 


clock is by Seth Thomas. 


RIGHT—The “Willard Banjo” is a 
reproduction of an original 

Simon Willard Banjo clock. It is 
made of solid mahogany with 
hand-rubbed finish and polished 


brass trim. By Chelsea Clock Co. 


LEFT—Syroco’s No. 2980 wall 
clock is of modern fluted design 
coming in metalgold or black. 
About $30 retail; from Syracuse 


Ornamental Co., Syracuse, N. Y. 





RIGHT—Classic banjo design wall 


clock, with 8-day frontwind 
movement, solid mahogany case. 
Overall height is 22”; retailing 


at $25. From L. Harris Co., Inc. 





LEFT—Modern sunburst Junghans , 


wall clock with 8-day, 4-jewel 





lever movement. $49.50 Keystone, 


From Henry Coehler Co., N. Y. 








LEFT—An 8-day, 15-jewel Semca 
wall clock of modern design. Has 


lustrous hammered gilt-metal 


* 
ie 


p w 5 finish, $79.50 retail, plus tax. 
Le Old | ax \\ 






































Decorator Clocks continued) 


functional lines. Workmanship and mechanical perfection have 


come to the fore. Today’s well-designed clocks are a far cry from 





the grandfather and mantel clocks; yet they have in common one 

thing: a position of real prominence in the carefully thought-out 

home. In view of this rekindled interest in decorator clocks, 

we feel that the merchandising approach must be given new thought. 
In order to effectively sell decorative clocks, it is necessary to 


adopt a somewhat different approach from that used in merchandising 





the conventional clock. The major factor to be taken into 


consideration is the individual character of these clocks . . . the 





distinction which they lend to a room. As in the case of 
ordinary timepieces, you sell the qualities of accuracy, dependability 
and general workmanship. However, when you are dealing with the 


decorative clock, you have at your disposal many sales tools 


A in addition to these essential features. Your prospective customer 
\\ 

YY . . . 7 

Ni must be led to realize that he is considering the purchase not 


only of a clock, but of a beautiful and artistic object which will 





occupy a prominent spot in his home or office. 


(Please turn to page 114) 


LEFT—Model No. 66 is 





a filigree wrought iron 





electric wall clock. 


By United Clock Corp. 


RIGHT-_No. 7-TM-80, 


“New Huntington.” has a 





ie 


ornamental brass 










frame. An electric wall 


clock from Sessions. 











Suburban 


~l 
A) 








Store 


Complements Downtown Store 


This recently-opened shopping center store in Richmond, Virginia, has 
proved that a suburban store can have the quality sales appeal and the 
prestige of a downtown store when properly planned and merchandised. 


Can a quality downtown jewelry store operate a branch store in a suburban 
shopping center without affecting the business of the downtown store? Can it sell 
the same quality merchandise in the shopping center store as in the downtown store? 

Such questions, and a number of others, were recently faced by Schwarzchild 
Bros., Inc., of Broad and Second Sts., Richmond, Va., when they decided to open a 
second store in a shopping center in suburban Richmond. 

The decision to open the suburban store came when the Schwarzchild brothers, 
noting the trend in other cities toward shopping centers, also found that parking 
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space in the downtown section “was getting to be in the 
same class with the American bison—almost extinct.” 
The brothers’ first idea in merchandising the new store 


was to place emphasis on silver and giftwares. They 


were pleasantly surprised, however, at the amount of fine 
jewelry sold. As a result, they are planning to add 
still finer pieces of diamond jewelry and higher priced 
watches. 

Co-owner Sol Schwarzchild reports that sales volume 
in the newly-established store has far exceeded expec- 
tations. Equally important is the fact that sales in the 


FOR May, 1955 










Schwarzchild downtown store are at the previous level— 
unaffected by the additional sales of the new branch. 

This proves, to a large degree, that a suburban center 
jewelry store can have the same sales appeal as its 
downtown relative provided that careful consideration 
has been given to the location of the center and to the 
type of other stores it contains, 

Schwarzchild’s has also been pleased at the large 
volume of watch repairs at the new store. Sol Schwarz- 
child explains this as follows: “It is convenient for cus- 


(Please turn to page 96) 
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. . » how fitting it is that a man may express his joy and 


appreciation, record his proudest memories, in eternal 


diamond flames. ... For the diamond gift that cele- 


brates an anniversary, or other great moment... an 
important birthday, the birth of a child, a daughter’s 
debut, or a specially meaningful event . . . will recall 
the occasion always. A trusted jeweler should, of course, 
be consulted in making selections. 

The value of a diamond is determined by color, cutting, and clarity, as well as 


carat weight. A two-carat diamond, for instance, ranges from $1260 to $3350, 
plus tax, at representative jewelers. Exceptionally fine stones are higher priced. 


De Beers Consolidated Mines, Ltd. 








Most treasured gift— 
the diamond ring that marks 
an anniversary, or other 
great occasion. 











ift— 
that marks 
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New advertising 
to increase 
your sales of 


larger diamonds 


promotes the Diamond Gift Tradition 





in Time... The New Yorker...Town and Country 


In addition to the national advertising promoting the engagement diamond tradition... 
this distinctive new two-color advertising is promoting your diamonds for anniversaries, 
days-of-birth, and other family gift occasions. Stressing the emotional significance of 
diamond gifts, it is addressed to men and women of substantial means... men and 
women past engagement age, who comprise a big market for diamonds. It features the 
most popular jewel-piece for gift occasions, the diamond ring...it spotlights, and helps 


you sell, larger diamonds. Tie in to increase your diamond sales. 


The advertisement shown opposite appears in The New Yorker, May 7; 


Time, May 2; and Town and Country, June 


Advertising promoting the Engagement Diamond Tradition is working for you 


in leading national weeklies . . . Life, Look, The Saturday Evening Post, 


De Beers Consolidated Mines, Ltd. 











arte TICK ? 


A consumer cannot take his watch for granted; it 
requires periodic inspection by a trained watch- 
maker. By the same token, no jeweler should take 
his repair department for granted. If it is to 


function profitably, it too needs regular care. 


Most people treat the acquisition of a fine watch as 
an occasion of great joy and pride whether it is a pur- 
chase of their own or the gift of a loving relative. But 
once they are used to wearing it, it becomes, like so 
many other things which are an integral part of our 
everyday lives, something to be taken for granted—a 
faithful servant which should continue to run efficiently 
for as many years as its case remains in style! A dis- 
tinct feeling of resentment and irritation is the all too 
prevalent reaction when the poor little timepiece finally 
becomes temperamentally fast or slow or perish the 
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Window Displays ... « 


sell your repair department 


































by VIRGINIA DIXON 


A. This is an educational display to 


illustrate various points about the 





construction and performance oj a watch, 
showing watch movements disassembled " 
and some of the watchmaker’s tools with 
emphasis on those points which show 
the skill and precision required 


in watchmaking and repair. 


B. In this suggested window display the 
featured props are a top hat and a 


toy bunny. Copy on the large poster 





reads, “There is no magic in it, but 
there is sound knowledge and expert skill 
required in keeping your watch in 


°° 


good running order... . 


thought, stops altogether!’ Why should it happen? It’s 7 
a good watch isn’t it? 
Of all the many mechanisms which serve men and 





women in their daily lives, the watch is made with the 
ereatest care and precision and involves the most minute 
parts and adjustments. The jeweler knows this, but the 
average person wearing a watch does not know it and 
consequently treats his tiny timepiece with far from the 
respect it deserves. He practically never considers a 
periodic cleaning, oiling and check-up which he auto- 
matically gives his far more husky automobile. Maybe 
the difference is that the public has been educated to 
understand the need for maintenance care of their cars, 
but they have not been so educated about their watches. 

The most dramatic promotion of watch repairs which 
has been at all general was the spectacle of the watch- 
maker at work in the store window. Even though pri- 
marily done for a utilitarian reason, it did focus atten- 
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BAUMGOLD 
customer... 


YOU BENEFIT FROM MORE SALES AIDS 
TO HELP YOU SELL MORE DIAMONDS 


Baumgold Bros. help you with your sales promotion 
problems by giving you expert advertising 
assistance. Call any Baumgold office and ask a 
Baumgold representative to show you the many 
COMPLETE SALES-BUILDING PROMOTIONS 
available for your individual needs. You'll be 
amazed how quickly Baumgold promotional aids 


can make you the diamond leader in your community. 


BAUMGOLD BROS., INC., 62 West 47th Street, New York 36, N. Y. 
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tion on watch repairing in an interesting way. Since this 
has been largely eliminated, the watch repair department 
in most jewelry stores has had little or no visual promo- 
tion. And yet the watch repair department can be an 
extremely profitable department in its own right .. . it 
creates much to be desired store traffic . . . and it helps 
to sell new watches since no one but the jeweler can 
offer service with the watches he sells. 

There is no reason why watch repair department dis- 
plays cannot be as dramatic, eye-catching and sales com- 
pelling as any other displays in your windows. You 
may feel that you can devote only a small corner of a 
window to this promotion or you may be able to go 
all out with an occasional window devoted entirely to 
this theme. Combination displays promoting both new 
watches and watch repairs can be most effective. The 
important thing is to get across to your public what a 
really wonderful little mechanism his watch is . . . that 


78 





Window Displays . . . continued) 






C. In this sketch entarged cut-out photos 
or drawings of an hour glass anu a sun 
dial are entwined against the background 
with a copy ribbon which reads, “These 
timekeepers did not need periodic cleaning 


and check-up, but your modern watch does,” 


D. If possible, borrow an automobile poster 
from a local dealer or show a coilection 

of miniature automobile models. The copy 
card reads, “You gave your car a spring 
check-up—what about your watch? Remember 


it runs twenty-four hours a day and is 





















made up of parts a thousand times finer 


. “p99 
than any in your automobile. 


like all accurate mechanisms, it requires periodic care 
and that only an expert and qualified watchmaker should 
ever even open his watch case. 

Several suggestions are illustrated here for displays 
featuring watch repair service. New watches are in- 
cluded in some of them, but might well be included in 
all of them if you wish. Your ability to service the 
watches you sell can be a strong point in selling new 
watches and it is the one selling feature which you 
alone possess. We will soon be going into graduation 
a special watch selling season—so let’s get out 





time 
all the ammunition! 

Sketch A is planned as an educational display to illus- 
trate various points about the construction and perform- 
ance of a watch, showing watch movements disassembled 
and watchmaker’s tools with emphasis on those points 
which illustrate the skill and precision required in watch 

(Please turn to page 100) 
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Selected and Serviced hy Leading Wholesalers 


The striking contem- 
porary design of this 
set is meant to com- 
plement the latest in 
men’s fashions. 


Fine diamond tooled 
lines in shining 18kt. 
gold plated finish. 


Set retails for $7.50 





RIPLEY & GOWEN CO., 


1495-1496-1497 


Crucifix and chain in gleaming 1/20—I2K yellow and white 
gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. 


H. F. BARROWS CO. 
NORTH ATTLEBORO, MASS. 


i 
t 
i ea. = ee 


“IN STYLE” with PITMAN & KEELER 


This set of generous size links and matching tie bar in 
Sterling Silver is typical of the fresh design leadership 
shown in the Pitman & Keeler line. Sells for $16.75 
Keystone. Order now from your wholesaler. 


PITMAN & KEELER INC., ATTLEBORO, MASS. 














Feature | & R De Luxe EMBLEMS 


with this new Counter Display! 


Beautiful and compact 
this new De Luxe Emblem 
Display is an attraction on 
any counter. 

FREE with any six De Luxe 
Emblems. 


Shown with four Masonic, two 
Shrine (one with diamond), in- 
cluding individual gift boxes, 
$36.00 Keystone. 

Drop ship direct . . . billed 
through your wholesaler. 


IRONS & RUSSELL COMPANY 


PROVIDENCE, RHODE ISLAND 


Emblems Since 1861 through 


your wholesaler 





Gus or LEADERS IN GOLD FILLED HOOPS 


Over 200 patterns in 1/20 10K G.F. with 10K ear 
wires. Attractively mounted on luxurious display 
card. Priced to sell from $1.35 to $5.00 retail. 
Cheever, Tweedy & Co., Inc., North Attleboro, Mass. 















AUTOMATIC CHAIN CO. « 


AN AUTOMADE cHAIN FOR EVERY PURPOSE 


} Available in y~ 
“Jae Sterling Silver Ss 
c __._ 1/20-12K Gold Filled SOQ 
a ¢ 10K 14K 18K gx 
Oe i 
’ Mex. ‘ Y a 
Avr ity / Ye Arh 
Qo’ ( b a } WS 
j y dy Mop X 
; i 
4 % 
t * 4 
by f* c ‘< « 
; '. Wee t 
aay’) z 
Pa ree | . 
. \ sf 


PROVIDENCE, R. |. 











: 
| 
































Color as a Guide to Gemstones 






Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one of two alternatives. 


Part VII 


(79) The blue diamonds that now appear in the trade 
belong to several categories and must be subdivided in 
our classification. They can first be split into the natu- 
rally blue stones, and those in which the color has been 
induced by irradiation. The blues of the two groups are 
rather different, and those who are familiar with the 
blue of natural stones will probably find it relatively 
easy to distinguish them from treated stones. We can 
disregard the “blue-white” stones of the trade, for this 
is purely an advertising term, With no factual basis, and 
the stones belong among the whites. 

First. and least desirable among the blues are the 
“premiers,” stones which owe their color to fluorescence 
in response to ultra-violet light. In bright daylight and 
sunlight these stones may show anything from a pale 
blue cloudiness to an intense blue glow. Their fluor- 
escence masks the normal diamond brilliance, so they 
are not especially attractive stones. In artificial light 
the true color is revealed, usually light yellow or light 
brown, and at the same time they show more brilliance 
(because of the lack of ultra-violet rays in the incan- 
descent source to stimulate the fluorescent response). 

Secondly, we have the fairly common, truly light blue 
diamonds. They show a distinct blue tint, but are not 
fluorescent like the “premiers.” The crystals show the 
bluish color before cutting, and diamond cutters have 
come to recognize the characteristic appearance of the 
rough. Their blue color is subtle, and is most apparent 
when the stones are mounted with completely white 
stones for contrast. Bright blues, almost like a zircon, 
are occasionally found in very small stones. (It is gen- 
erally true that the most intense “fancy” colors in dia- 
monds are to be found in stones weighing under a half 
a carat.) 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


Thirdly, we have large, and very rare, deep blue dia. 
monds like the Hope, in which the blue color is intense 
and approaches the color we would expect of a sapphire, 

The Hope blue is slightly gray, in comparison with a 
fine sapphire, and this is generally true of the larger 
blue diamonds. Although they do not have the most 
beautiful blue tones of a sapphire, rarity and_ interest 
compensate for the less desirable color and make them 
more valuable. 

The second major division among blue diamonds 
encompasses the treated stones. One of the possible 
bombardments imparts a bluish-green color to some 
stones, and with proper subsequent manipulation, a dis. 
tinctly blue color can be attained. Depending upon the 
duration of the treatment, colors all the way from pale. 
aquamarine blue to a rich zircon blue, or deeper, are 
obtained. These blues are slightly richer and greener 
than any of the natural blues, and in most cases pre- 
sent no problem of recognition. The very pale stones 
might be deceptive; a test dependent upon the electrical 
response of the natural blue stones has been suggested, 
but, at the moment, it is not a very practical solution. 
The cutter, who sees the stones in the rough, is familiar 
with the appearance of the naturally blue stones, but the 
buyer of finished goods might encounter a little dif_- 
culty if blue treated stones become common. 

(80) Blue zircons did not become important stones 
for the jewelry trade until it was discovered that the 
rather abundant, red-brown, alluvial zircons of French 
Indo-China would respond to heat by changing to white 


(Please turn to page 102) 





TABLE VIT—BLUE STONES 


NAME REFR. INDEX HARDNESS 
Diamond 2.41 10 
ZIRCON 1.95 7, 
CORUNDUM (sapphire) ae 9 
SPINEL er 4 8 
TOURMALINE 1.63 714 
TOPAZ 1.62 8 
BERYL (aquamarine) 1.57 8 
Synthetics and imitations: 

Titania 2.19 7 
CORUNDUM (sapphire) es 9 
Doublets 1.80 714(6) 
SPINEL (Imitations of 

sapphire, zircon and 

aquamarine) tas 8 
GLASS 1.50-1.68 6 


REFRACTION SPECIFIC GRAVITY NOTE 
single * 3.52 79. 
double 4.69 80. 
double 3.99 81. 
single 3.60 82. 
double 3.10 83. 
double 3.56 84. 
double 2.69 85. 
double 4.23 86. 
double 3.99 87. 
single 88. 
single 

(anomalous double) 260 89. 
single 90. 
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ALIFO 


DIAMOND PHOTOGRAPHS COURTESY DE BEERS CONSOLIDATED MINES LTD. 
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Diamond Inclusions - 


WHAT DO YOU TELL YOUR CUSTOMERS ABOUT THEM? 


In selling diamonds many jewelers assume an apologetic attitude 
if the stone is not “flawless.” This attitude, the author notes, 
is really unnecessary. In his article, David Widess offers sugges- 


tions on selling diamonds which possess very slight inclusions. 


i If you were to grade a parcel of diamonds, you would probably 
spread them out according to size. The next step would be to 
segregate them as to their color. Then you would loupe them for 
clarity (their inclusions or imperfections) and end up by exam- 
ining their “make” or proportions of cutting. Although “make” 
is listed last it is certainly as important as the other factors. In 
fact, it is the combination of all four factors—size, color, clarity 
and “make’”—that governs the grade and price of a diamond: 

In this article we will discuss only one factor—that of clarity 
or the inclusions (imperfections) and see how they affect the 
grade and price of a diamond. We will also examine how the 
use, or misuse, of existing terms can work to your advantage or 
disadvantage. 

The most important factor in grading diamonds for clarity is 
the size of blemish (inclusions) ; next is its location. An inclusion 
in the center of the stone would depreciate the value much more 
than if it were located on a side where it would be less evident. 
Of much less importance is the nature of the inclusion. A “black” 
inclusion is a greater hindrance than a “white” blemish, such as 
a feather. 

Let us now proceed in grading diamond inclusions. “Flawless” 
is now the accepted term for defining the clarity of a diamond 
lacking any inclusions when examined by a trained eye through 
a 10-power magnification. 

(Please turn to page 105) 


ABOUT THE AUTHOR 
DAVID WIDESS 


Mr. David Widess is a Certified Gemologist and a past president of the 


Southern California Guild of the American Gem Society. He is a mem- 











ber of the diamond importing firm of I, Widess & Sons, 220 W. 5th 
Street, Los Angeles, California. His firm also specializes in other precious 


jewelry stones: emeralds, sapphires and rubies. 
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FOR 


Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 


os OS 
A 


/ 


TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements. 
Attachments are also 


available separately. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-29. 


FOR May, 1955 





Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


by Designs 
Technique 


This group of designs illustrates the use of round, 
baguette and marquise shaped diamonds in unique 
arrangements as clip pins and a necklace. A feeling 
of movement is apparent in the lines of the clips. 
These original designs are prepared exclusively each 
month for JC-K by Designs Technique. 











ESTASLIES WED 18 6 6 





IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20,N. Y. 
London: 32/34 Holborn Viaduct 























_DIAMONDS 


Emerald Cut 
and Marquise 


. - 


F/ EMERALDS 
A CAT’S EYES 
PEARLS 


‘ We have a large stock of 
Pee Precious Stones, mounted 
We are always interested in purchasing estates —or = sg and unmounted from which 
jewels which your customers submit to you for sale. = , to make your selection. 
Let us cooperate with 


J : . 0 M E R | C H H E | M E N q\ you on your special calls. 













DIAMONDS mounted of 





STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


















608 Filth Avenue New York 20, N.Y. 


Phone Circle 5-5673 
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Better Selling THROUGH BETTER PLANNING 


SS" 


OLD ENGLISH 
RAZOR BOX 



































Chine 


Razor 


1500 





EVEN IN JANUARY 


For most jewelers January is the 
downbeat month. But for the 
S. A. Meyer Co., a chain of 21 


jewelry stores in the East, this 





Ore is a month with great sales 
af? 


potential. Operating on a low 
budget—backed by a sound, 

well planned merchandising 
program and unlimited enthusiasm 
among its sales people—this 
jewelry chain had phenomenal 
success this past January 

with the promotion of a 


brand name electric shaver. 





Above is a blow-up of a section of display poster used during shaver promotion. 


Pictured below is the entire poster. 


Poet T. S. Eliot once wrote, “April is the cruelest month.” But for & 

America’s retail jewelers January easily walks off with this dubious dis- : a wd 
tinction. Repeated studies of the month-by-month distribution of sales ab SS 
through jewelry stores reveal an unhealthy concentration of sales in No- 
vember and December. January is the downbeat month, with a majority 
of jewelers doing roughly 4.8 per cent of their total annual business 
during this month. 

| But for the S. A. Meyer Co.—a chain of 21 credit jewelry stores in the 

| East—January is a challenge and an opportunity. During the past three 

(Please turn to page 108) 
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Iimperial’s 
“NAME THE PEARL (Contest 


Being Announced to your 





Customers in a full page ad in 
the May 27th issue of Colliers 


x wk kk * *& «st Prise=—A TWO WEEK ALL-EXPENSE 
PAID TRIP TO PARIS VIA 


T.W.A. surPeER G CONSTELLATION 
x *& *& & & & «300 ADDITIONAL WONDERFUL PRIZES 


xk *& & *& *& % = «Plus ~=EVERY ENTRY A WINNER OF AN 
IMPERIAL CULTURED PEARL ‘3.5 


x *& & *%& & *%& JEWELERS PRIZE OF A 2-WEEK 
ALL-EXPENSE PAID TRIP TO LAS VEGAS 


It's the Greatest Promotion In Jewelry History! 





Grand Prise Slogan in Imperial’s 1934 Contest 


"When a pearl is beautiful, that's quality! When it's inexpensive, that's economy! 
When it's guaranteed for perfection, that's satisfaction! When it's all three, that's IMPERIAL!" 


Winner Mrs. Jeanne Perkins Entered through Anderson Jewelry 
Salt Lake City, Utah Salt Lake City, Utah 
Judges Miss Martha Percilla Miss Marion Morris Mr. Lansford F. King, Editer 








Fashion Coordinator, Jewelry Industry Council Fashion Promotion Manager, Cosmopolitan The Jewelers’ Circular-Keystone 





Write for Complete Details 


Imperial Pearl Syndicate 


New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 N. Wabash 914 Michigan Theatre Bidg. 607 Hill St. 
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« Jewelry Gifts for the Graduate! 


Top—tThe high school graduate’s favorite 
gift choice, a fine watch, was featured 
last year in this window created by Peter 
Michael Jewelers, Seattle, Wash. A 

large pink card in a silver frame read, 


“For the Graduating Senior.” 








VETERANS OF 
FOREIGN WARS 





One of the best times of the year for jewelers to 
promote the sale of quality gifts is the graduation season. 
It is the high point in the lives of a great many young 
people, as it marks the time when they leave their books 
and go out into the world. Such an important event 
should be commemorated with a quality gift. 

First on the list of gifts desired by the great majority 


of both boys and girls is a watch. JC-K published some 
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Center—Realizing that some graduates 
already own a watch but would like to have 
a better one, Rupert’s, Santa Ana, Call, 
promoted their trade-in plan. Display 

card in right foreground read, “Trade in 


your old watch for a new one.” 


Bottom—The C. C. Lewis jewelry store in 
Long Beach, Cal., arranged this graduation 
display of jewelry gifts at popular 

prices. Display card in the center of the 
window read, “Gift Suggestions for the Girl 
Items shown included pearls, 


Graduate.” 


earrings, brooches, compacts, etc. 


by W. B. STODDARD 


time ago the results of a survey conducted by Senior 
Scholastic magazine which showed that 62 per cent of 
the boys and 57 per cent of the girls consider a watch 
their number one gift choice. 

Capitalizing on this preference, a number of jewelers 
create special “graduation” window displays. One of 
these is Weisfield’s, Portland. Oregon, which decorated 


(Please turn to page 112) 
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Hish Quality 
need not mean 
Hish Price 


in Diamonds 


DIAMONDS ENLARGED FOR DETAIL 






ACE YOUR CONFIDENCE IN : ; 


More and more leading jewelers are featuring 
Courtney Diamond Rings . . . They have discovered 
that the Courtney idea of heavenly quality 
at down-to-earth price increases their diamond 
sales in the ranges of greatest consumer demand 


... Courtney experts back their guarantee of 


Y 





quality by painstaking selection of diamonds and 
mountings . . . The diamonds must achieve the 

highest standards of brilliance and cut... The 
DIAMOND SOLITAIBES and WEDDING RINGS 
Gold or Platinum mountings must be exceptional for 

craftsmanship and design . . . For diamonds that 


can be sold with confidence—worn with pride 


—count on Courtney. 
JOHN J. COURTNEY & CO. 


452 FIFTH AVENUE, New York 








Keepsake-Our No 


Keepsake’ i 
Pr sani : Consistent national advertisi 
Fanon of local sales aids satan 
ring sales for Albuquerque aoa ; 
weler 


J d-W itz WATCHES CLOCKS 
Jeweiry Oo. SILVERWARE 


JEWELRY REPAIRING 


| AND MANUFACTURING 
402 CENTRAL AVE S.W. PHONE 7-9832 ALBUQUERQUE. NEW ol 


March 2, 1955 


















A. H. Pond Ca.-, Inc. 

120 E. Washington St. 
Syracuse, New York ¢ 
SuihSelte focahe rope 


bu ’ exic 
fe} 


It was about seven years ago that we wrote | 
you expressing our great satisfaction with 

the Keepsake line, your company and its 

policies. Because of our continued success with 
Keepsake Diamond Rings for 15 years, we felt it 

only fitting to say once again how pleased we are 


to be Keepsake Jewelers. 





Keepsake's consistent national aavertising is, of 
course, a tremendous help to any authorized 
dealer, but the complete line of local sales 
helps really makes that aavertising produce 


results in the store. 





We are aggressive newspaper advertisers, and your 
Keepsake Mat Service is tailor-made for our needs 
- a great help. Radio and movies are also used 
in our aavertising, ana here again Keepsake 

comes up with excellent material for us- 


The best way to conclude is to say that for 15 
years, Keepsake has peen our No. 1 line. 








Sincerely, 
JUDD-WEITZ JEWELRY CO. 























| 








Rings enlarged to show details 
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line for 19 Tears” 


CENUINE REGIS 











Authorized Keepsake Jewelers for 15 vears, the Judd-Weitz 
Jewelry Co. 1s prominently identified as Keepsake headquarters 
by two large neon signs. 





Revolving Display and full-color counter card draw 
attention to a large selection of Keepsake Diamond 
Ring styles in Judd-Weitz window. View shows 
only a portion of mass display of 54 Keepsake 
Ring Sets. 


Only Keepsake, World’s Finest Quality Diamond Rings, 
Offers YOU These Valuable Sales Aids 


@ NATIONAL ADVERTISING. The biggest in diamond rings, Keepsake “‘dealer-localized” 
advertising works directly for the jeweler with a Keepsake franchise. 


@ SALES HELPS: Newspaper mats, point-of-sale displays, radio and TV spots, full-color 
movie playlets, outdoor posters, bus cards, literature for mail or counter, and special pro- 
motion features. 





@ QUALITY OF PRODUCT: Keepsake guaranteed perfect quality makes sales easier. 


@ PROVEN SALEABILITY: Keepsake consistently outsells all other diamond rings and makes 
selling easier, especially in profitable higher-priced units. 


Hesnsske 


America’s Largest Selling Diamond Rings 


‘ —for details concerning the avail- 
ability of a profitable Keepsake 
Franchise in your area. 


A.H. Pond Co., Inc., Syracuse 2, N.Y. 
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TOP—-Light and lovely looped strands of 14K ye 


llow 


gold encircling cultured pearls form these circle pins 
by Maurice Goldman & Sons. Suggested retail price 

for large pin with 11 pearls is $72.00; smaller 

pin with 8 pearls is $62.00. Tax is not included in 

these prices. These pins are hand-crafted. 

LEFT—Bib necklace by Leys Christie & Co., in 

glowing strands of cultured pearls dramatically 
adorned with diamond and platinum circle ornaments. 
The clasp is also platinum set with diamonds. The 
Keystone price for this necklace is $1250.00. 
BELOW—Pin and earring ensemble by Deltah features 
cultured pearls in gold filled mountings with 

flame shaped design plus a circle motif in the pin. 

The earrings are $11.25; the pin is $14.50. These 
prices ure Keystone. 

BOTTOM—Prestige styling by Imperial Pearl Syndicate 
is featured in this multi-strand cultured pearl 


bracelet laced with diamonds and with an elaborate 
ho 


if 


| rrr iil Hl 


platinum, pearl and diamond clasp. The price is 


$2200.00. High fashion brooch in platinum and 


diamond with mabe center, priced at $1875.00. Both 


of these prices are Keystone. 











es 
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news from Paris. The Paris endorsement of any fashion 
is always a powerful selling influence, and Paris, this season, is giving 
pearls a big fashion play. Paris is showing pearls extensively in 

large, graduated sizes with evening clothes and several leading Couture 
houses also are showing pearls with day wear. White pearls are being 

used by Dior, Fath and Chanel; Balenciaga is combining pearls with 
colored stones; and Patou is reviving a trend for pearls in soft shades 
of old gold and soft-toned gray. 

In covering the American pearl market, | found that most of the important 
French jewelry trends already have been anticipated by our own 
manufacturers, and first rate fashion designs in pearl jewelry are 
available for immediate purchase and promotion to the consumer. Every 
retail jeweler expects to do a certain quota of pearl business during 

the spring weeks of proms, graduations and weddings, but plus sales 
will be the reward of those jewelers who take advantage of the fashion 
interest in pearls this season. 

Jewelers can take advantage of the Paris endorsement of pearls simply by 
writing three words on a placard and placing it in the store window. 

It will say: PARIS ENDORSES PEARLS! The placard should be big, boastful 
and proud, because women are proud of their top fashion purchases. 
Customers also will be interested in the news that Paris is going in for 
realism in jewelry design and that reproductions of little insects, 

birds, bees, butterflies and flowers are the current rage. 


Another phase of fashion which should give a lift to the sale of pearl 


There are new phases of fashion which retail jewelers can use 
to stimulate the sale of pearls during the spring and summer 


months of 1955, and among the most important is the style 






















ABOV E—Circlet pins by 
Coro in colored simulated 
pearls and outlined in 
rhinestone baguettes. The 
large pin, $2; medium $3 
per pair; small, $2 per 
pair. Choker about $5. 
BELOW —Trifari ensemble 
using simulated pearls 
and rhinestones. Necklace 
is $10; bracelet, $7.50 


each; earrings $5 Keystone. 

































TOP (l.)—Driftwood motif by Jason Raum is one of 
an imaginative design series. Pin and earring 
ensemble shown comes in 14K burnished gold 


featuring cultured pearls and red glowing garnets. 


The earrings are $72.00; pin, $110.00. Keystone. 


TOP (r.)—Genuine pearls and diamonds with 





platinum mountings form this precious jewelry 
ensemble by Maybaum Brothers. Fhe ring is priced 


at $2,500.00; earrings, $2,000.00. Keystone. 


CENTER (l.)—Floral leaf design earring by Z. I. 
Levkof featuring cultured pearls and 10 round cut 
diamonds in white gold settings. $190. Keystone. 
CENTER (r.)—A lovely cross is fashioned by 
Wefferling Berry & Co. in 15K gold set with 


genuine half pearls. The price is $28.00. Keystone. 


BOTTOM (l.)— Cultured pearls combined with 14K 





















yellow gold and genuine colored stones are used 


with dramatic effect by Maurice Spain & Son to 3 
form this unusual heart brooch. As shown, with hi 
amethyst hearts, the price is $120.00. Keystone. dt 

su 
BOTTOM (r.)—Lifelike clover design by Sloan & . 
Co., is reproduced in clover-green enamel with et 
an exquisite edging of oriental half pearls. The P 
brooch is $140; earrings are $120. Keystone. : 


Pearl Fashions... cominec : 


jewelry during the summer months is the pretty picture book look of late 





day dresses. Summer dresses for five o’clock and on into the evening 
come in gossamer organdies and fragile laces and are designed with an air 
of ingenue innocence. Pearls, with their delicate loveliness, are the 
perfect accessory for this type of dress and will complete the desired 


visual picture of sweetness and romance. 





The white accessory look for summer can be the basis for another pearl 
(Please turn to page 116) 
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American Nationat Reta Jewerers Association 


Organized in 1906 to serve and represent the Retail Jewelers of America 
551 FIFTH AVENUE *« NEW YORK 17, N. Y. 











' TO ALL RETAIL JEWELERS: 


Here are the details of a proposed insurance plan 


which will be made available to all ANRJA members. 


You can give your customer these coverages on 
his conditional sales contract: LIFE: If he dies from 
any cause, the insurance company pays the balance 
duc. DISABILITY: After the first 30 days the in- 
surance company pays for the remaining days of 
disability. PROPERTY DAMAGE: Damage or loss 
by fire, burglary or hold-up, damage by vandalism. 
etc, the insurance company pays up the contract 


or replaces the merchandise, AT YOUR STORE. 


ANRJA members can have all this protection for 
their customers at only 114% per annum of the 
balance of the contract. Specifically, here it is: 


Life insurance .. 14% per annum 


Disability insurance .....14% per annum 


Merchandise floater ..... 144% per annum 


For example, for all three coverages, on a $100 
contract to be paid up in twelve months, it would 
cost only $1.50. 


Lon) . . . . . 
There is no application to sign, no physical ex- 


¢ How would you like to be able to INSURE 


ALL YOUR CREDIT ACCOUNTS AGAINST... DEATH 
DISABILITY - PROPERTY DAMAGE... at no cost to 


you...and little cost to your customers? 


e And receive for yourself, at no additional 


cost... GREDIT ACCOUNTS RECEIVABLE INSURANCE 


amination to take, no age restrictions to age 66. Only 
one simple insurance form to fill out. 

AND FOR YOU, AT NO ADDITIONAL CHARGE: 
Insurance covering all your credit accounts receiv- 
able records against loss or damage by fire, burglary 
or any cause. If your records are lost or destroyed 
or damaged the insurance company will send you 
a check to pay up the accounts and they will collect 
from your customers. 


Dividends Will Pay Membership Dues 


These types of insurance always result in a substan- 
tial dividend. And the dividend, of course, is re- 
turned to the participating ANRJA members. Our 
insurance company estimates that the return should 
be 20-40% of the premium. This means that even 
the small retail jeweler stands to receive a return of 
more than his ANRJA dues each year. 


We believe that this will be one of the most valu- 
able services ever offered to ANRJA members. Do 
you like it? Would you like to have it? Then just 
sign the membership application form below and 
return it to us with your check for membership dues, 
and complete details about the plan will be sent 
promptly to you. 











Dues schedule is as follows: 
Annual Sales Refund to 
Annual Dues _ State Assn. 
Class A Less than $25,000 $10.00 $5.00 
Class B 25,000 to 49,999 15.00 6.00 
Class C 50,000 to 74,999 25.00 8.00 
Class D 75,000 to 99,999 35.00 10.00 
Class E 100,000 to 199,999 50.00 12.50 
Class F 200,000 to~ 349,999 75.00 15.00 
Class G 350,000 to 499,999 -100.00 20.00 
Class H 500,000 or more 150.00 25.00 


AMERICAN NATIONAL RETAIL JEWELERS ASSN. 
551 Fifth Ave., New York 17, N. Y. ene... ..... 


The undersigned hereby applies for membership in ANRJA 
and authorizes you to enter us in Class.............. mem- 
bership. Check is enclosed. 

If our application is accepted, we agree to abide by the Con- 
stitution and By-Laws of the Association and to conduct our 
business in keeping with the principles of the Association’s 
Code of Ethics, adopted at Cincinnati, Ohio, on August 27, 1922. 


MPN oaths os caret a glare Rad oben ace a eee na area 


Loi ee 
Street 
Ci Zeit SONG seca iene hie nd need eee 








[] We are members of ANRJA. Please send plan details. 


FOR May, 1955 
































Suburban Store 
(From page 73) 


tomers to drop in, free from worries about parking 
their cars.” 

As soon as you enter this store you know that here is 
something new and different in jewelry store layouts. 
Perhaps the most striking feature of the new Schwarz- 
child store is the absence of the customary display coun- 
ters along the walls. Instead, individual showcases are 
casually distributed throughout the store and placed on 
unconventional angles. These showcases, modernistic 
and simple in design, stand waist high on polished 
wooden legs. 

“Our reasoning in eliminating standard counters and 
substituting individual showcases is to allow us greater 
flexibility for any changes we should care to make in 
the future,” says Sol Schwarzchild. He also had the 
feeling, during the planning stage, that the absence of 
counters would make the store more intimate and more 
conducive to “browsing around” by customers. Cer- 
tainly this has proved to be a sound piece of planning. 
The brothers have received a good many compliments 
on the layout of the store. Customers find that the store’s 
casual layout allows them to look at the merchandise 
without feeling obligated to make a purchase, says Sol 
Schwarzchild. 

The new store, designed by a Richmond interior 








decorator, has a number of other interesting feat 
: ° mas ures, 
one of which is the arrangement of the fine ; 


; eae jewelry 

department. Located just inside the entrance this de 
A ’ e. 

partment is set up so the customer can concentrate 9 
n 


the particular piece of jewelry in which he 


fc is interested. 
This is made possible by recessed, eye-ie 


vel cabinets 
effectively illuminated by concealed fluorescent balliie 
which attractively display the merchandise. Denil 
each of the cabinets are drawers for additional stock, 
In this same “fine jewelry” area of the store is a small 
room in which a customer can enjoy privacy in the 
consideration and discussion of diamond jewelry, 


STAIRWAY TO LOWER LEVEL 


An attractive and inviting stairway to the lower level 
is conspicuous at the rear of the store. The stairway is 
in a very easy, circular design with an unusual wall lamp 
providing additional light and a suggestion of warmth. 
Rubberized, three-dimensional brick-like paper lines the 
staircase walls. The stairs are carpeted with the same 
wall-to-wall covering used on the main floor and lower 
level showroom. 

On the lower level, Schwarzchild brothers have a 
special room for prospective brides. Mrs. Josephine 
Blanks, a former bride-consultant for one of Richmond’s 
large department stores. offers customers advice on 
silver, china, crystal and bridesmaids’ and groomsmen’s 
gifts. Various patterns of hollowware, duplicated on the 
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OPALITE—AMERICA’S QUALITY 
CONVERSATIONAL GEM FOR 
“GRADUATION to GRANDMA” GIVING 


Opalite goes all out to make the “Gem 
With The Burning Heart” the best mer- 
chandised, smartest displayed, most 
attractively boxed in the whole world of fine 
costume jewelry. You'll be proud beyond 
words every time you show the Opalite 

line of genuine floating opals! 


Promote Opalite pins, pendants and earrings 
for every gift-giving season. It’s the 
smart thing to do . . . sales and profits will 
prove it to you. 








FOR May, 1955 











Available in sterling, gold-filled, 10 Kt & 14 Kt white or yellow gold. 


Please include the name of your wholesaler 
with your order. It speeds delivery. 


sy 
f Ud INC., 501 N. 19th STREET, PHILADELPHIA 30, PA. 
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main floor, are displayed on shelves running the length 
of the wall. 

In the center of this bridal room is an exhibit table, 
completely set up with a fine linen cloth and a setting 
of silver, china and glass. A mural with an ancient 
Greek motif complete the intimate atmosphere of the 
room. 

Illumination is provided throughout the Schwarzchild 
store by circular, recessed ceiling lights. Attractive 
chandeliers, one at the front and one at the rear of the 
store, add to its intimate homelike atmosphere. Spot- 
lights, suspended from the walls on curved metal rods, 
are used to highlight merchandise in four projecting 
display cabinets in the center of the main floor. 

Flower boxes, trimmed in the third dimensional brick 
paper which lines the staircase, are located beneath the 
projecting cabinets to fill with color what otherwise 
would have been “dead” space. 

In keeping with the store’s, intimate appearance, the 
walls are lined with dark wood panels from floor to 
ceiling. Concealed lights at the top of the panels provide 
the illumination necessary to balance the dark tone of 
the walls. 

Near the rear of the store are two “look through” 
partitions which are used for displaying merchandise. 
Fine pieces of silver are displayed on the two glass 
shelves of each partition, with recessed fluorescent tubes 
at the top of the case highlighting the items. 

Though the shopping center store has only been in 





operation for six months, it has already justified the 
Schwarzchild brothers’ optimism in opening a suburban 
branch. The store’s large sales volume also proves that 
high quality merchandise and improved design features 
need not be restricted to downtown jewelry stores, 





Can You Top This? - 


In their dealings with every sort of customer 
jewelers frequently find that on certain occasions 
their best strategy is the use of a little practical 
psychology. 

Such an occasion recently arose for Fellin’s Jew. 
elry, Hazleton, Pa., when a young man left town 
owing the store money. 

After some time, Fellin’s located the young fellow 
in Miami and wrote to him—asking for payment of 
his bill. The fellow replied that he was out of work 
and would send a payment as soon as he found a job. 

A year later, Fellin’s received a letter from the 
young man. He had established a Collection Agency 
and was anxious to solicit Fellin’s business in his 
new venture! 

After the initial shock, Fellin’s proved equal to the 
occasion by sending the fellow his own name for col- 
lection. The store promised further business if he 
could collect this difficult account. 

Fellin’s psychology worked —to date the young 
man has paid 75 per cent of his overdue account. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuseripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be wnt in story unless request is made to omit it. 
































Everything in Diamonds 











A complete selection of solitaires and fine mounted 
pieces. On memo by request of rated jewelers 


M. S. NELKIN JEWELRY + 31 WEST 47 STREET + NEW YORK 36, N.Y. + JUDSON 6-3851 
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Clock Merchandising Pays Off 
For St. Louis Jeweler 


Making certain that clocks are “the first thing seen 
upon entering and the last thing seen on leaving” has 
substantially increased clock sales for Hess and Culbert- 
con Jewelry, St. Louis, Missouri. 
~ The clocks are displayed in a series of polished hard- 
wood compartments near the entrance. Some 75 clock 
styles are shown, all of which the store is vigorously 
merchandising on a gift basis. 





Hess and Culbertson’s clock merchandising principle 
is “unique appeal.” Except for a few lower-priced mod- 
els, there are no duplications in the inventory—which 
gives each clock considerably more gift appeal. 

“The customer who knows that his gift clock won’t be 


easily found in another home in the city is far easier 
to sell than if our inventory was in the ordinary com- 
petitive range,” says Roy Culbertson. In addition, the 
store constantly plays up the theme that a clock, some- 
thing which everyone needs, is an ideal gift for the 
entire family. 

Except for small clocks in a 3-level locked case, all 
models are “out in the open” where the customer can 
pick them up, examine them and experiment with chimes, 
winding mechanisms and hand-setting knobs. The firm 
has found that this “openness” helps to sell outstanding 
models on “impulse appeal.” 

Hess and Culbertson has found the polished walnut 
compartments, shown in the photo, provide the ideal 
complement to the polished brass and crystal of the 
clocks on display. “We feel that they give a ‘library at- 
mosphere’ which causes the customer to visualize a clock 
under similar surroundings in his own home,” states 
Culbertson. 


Small Town Store Boosts Sales 
With Top-Flight Ad Ideas 


Faced with stiff competition in an agricultural area 
which has had three successive drought years, Eric 
Smith, owner of Clintsmith Jewelry, Portales, New Mex- 
ico, has come up with three top-flight advertising ideas. 

Clintsmith’s “Bride of the Week,” featured in each 
Sunday’s issue of the local newspaper, has become a 
local tradition. This ad includes a photograph of the 
bride, a few words of best wishes from Clintsmith’s and 

















All-Inclusive Selections of 


as | | Sows 














OVER 35 YEARS OF SERVICE 


TO LEADING JEWELERS 








Emeralds, Rubies, Sapphires, 


Star Rubies, Star Sapphires, Catseyes .. . 
Loose or in exclusively designed 


Platinum Diamond Mountings. . . 





BARNETT ROBINSON, inc. 


Formerly Robinson & Sverdlik 


Importers of Precious Stones 


610 FIFTH AVENUE, Rockefeller Center 
NEW YORK 20, N. Y. 
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2 illustrations of diamonds, silver, crystal or china, N x 
4 prices are mentioned. i hat 
Y) ‘ ne - 
Y The brides are chosen by Smith and asked for cra 

G " . ° a los 

iS coaluaudiseasisemeaenammanms _ photograph for use in the ad. The store m cle 


t ‘ ust be involy 

' in some way with her wedding plans (a shower Bs ful 

Offe rs th e W or ld S | before a girl is eligible for “Bride of the Week” “mia wal 
| For the girl’s cooperation, Clintsmith contributes a oift 


; | for 
Largest Selection of | for her shower. ft 


Clintsmith’s “Talking to Myself” ad a 


| ppears at recula | 
. oe . gular 

* | intervals on the sports page of the rival newspaper. This pos 

. . . . . S ; 

| n e ad, featuring various merchandise, includes a humorous tio 


paragraph with Smith’s byline. In using the sports 





a | 





For Every Purpose Smith is following his conviction that it is the “<a : 
reads the sports page who will eventually be a diamond ? 
buyer. it 

| Clintsmith’s “Inside Baseball for Little Leaguers” aq pa 
ee ee __uses a syndicated sports feature to attract readers. This sh 
ad offers expert advice on various aspects of baseball ™ 
The store serves Portales and Roosevelt county. which of 
total 14,000 population. . cit 
siains Sai tal 
Window Displays . 
(From page 78) 

making and repair. The window floor consists of a 

checkerboard pattern of black and white squares—the 

black squares being fabric covered panels on which the 
watch parts and tools are arranged—the white squares, = 
cards with descriptive copy lettered on them. Photo. . 


static enlargements of the photographs of two watches 
are used on the background panel to draw attention to 
the otherwise very flat display arrangement. Main copy 
line on the panel reads,“What makes your watch tick?” 
Smaller copy block invites customer in for free watch 
inspection. You will know better than I what points 
to describe on your copy panels. As a display designer 
I don’t know what makes my watch tick any more than 
any of your other customers, but I’d be interested in 
finding out! 








A top hat and toy bunny are borrowed as props for 
Sketch B. Copy on the large poster reads, “There is no 
magic in it, but there is sound knowledge and expert 
skill required in keeping your watch in good running 
order. Come in for a free inspection of your watch by 
our expert watchmaker .. . ” Colored chiffon handker- 
chiefs such as a magician uses, the top hat with the 
Write for the new Racine catalog toy bunny peeking discreetly over the brim and an 
of Timers and Chronographs of all assortment of watch parts are arranged on a fabric: 
covered floor pad. Watches on cylinder display stands 
are grouped on either side of the window. Small copy 
cards can identify the various watch parts. 

In Sketch C, enlarged cut-out photographs or draw- 


*& GUINAND and GALLET TIMERS ings of an hour glass and a sun dial are entwined against 
& GALLET CHRONOGRAPHS the background with a copy ribbon which reads— 


“These timekeepers did not need periodic cleaning and 
check-up, but your modern watch does!” Do’s and don'ts 
of watch care are lettered on triangular cards placed 

JULES RACINE & COMPANY , INC. on small elevations on each of which a watch is dis- 
Specialists in Fine Timers — Since 1890 played. These cards can consist of such pointers as— 

20 WEST 47th STREET. NEW YORK 36, N.Y. “Do remove your watch when washing your hands. . . . 
Moisture will rust vital parts.” . . . “Don’t open the 





types—in all price ranges—for 


every industrial and scientific use. 
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hack of your watch case. . . . Minute dust particles may 


harm the mechanism.” . . . “Do replace a broken or 
cracked crystal immediately.” . . . “Do have your watch 
cleaned and oiled regularly.” .. . “Do wind your watch 
fully once a day.” ... and so forth. An assortment of 
watch bands is displayed on the triangular pad in the 
foreground with the copy “Do dress up your watch with 
a handsome band.” 

For Sketch D, try to borrow a handsome automobile 
poster from one of your local deaters or show a collec- 
tion of miniature automobile models if these are avail- 
able. The copy card reads—‘You gave your car a 
Spring check-up . .. what about your watch. Remember 
it runs twenty-four hours a day and is made up of 
parts a thousand times finer than any in your car.” 
Show a watch movement, running if possible, in an open 
watch case under a magnifying glass in the foreground 
of the window. Show additional watch parts on the 
circular floor pad. Watch bands are arranged on rec- 
tangular pads in the foreground and watches in display 


boxes are arranged on step elevations around the poster. 


Shadow Bexes Help Change 
Store’s ‘Long, Narrow Look’ 


One answer to the “long, narrow look” that troubles 
so many jewelry stores has been found by Pond Jeweler’s. 
Manchester, N. H. 

Pond’s recently installed shadow boxes along one 


entire wall as a means of supplying the shop with much- 
needed vertical lines. These boxes are mahogany veneer 
with a picture-frame trim and measure four by four feet. 
They vary in depth from five to nine inches. The boxes 
have glass shelves and glass sliding doors and are 
flooded with light by concealed fluorescent tubes. 
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On the wall between each shadow box is a modernistic 
shelf in the shape of a square letter “S.” Each of these 
is just large enough to feature one item. 

In addition to providing an answer to the unbroken 
line of counters and lights, manager Pierce Pye finds 
the shadow boxes are an excellent means of displaying 
various lines separately. 
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Color as a Guide to Gemstones 
(From page 80) 


or blue. The new blue zircons were found most attrac- 
tive by the late Dr. George Kunz, who was quick to 
appreciate fine new gemstones, and marketed by the best 
stores’ under the name “starlite.” However, time and 
experience showed that some stones have a tendency to 
revert to their original hue, and that they could not 
resist wear like a diamond (what stone can?), so they 
have gradually lost favor. 

There are few stones with which zircons will be con- 
fused. The strong double refraction, visible as a doubling 
of the back facet edges when the stone is viewed through 
the table with a loupe, is the best single test. The char- 
acteristic nicking of the facet edges on the crown of any 
stone which has been worn at all, is reasonably diagnos- 
tic. The “card test,” made by reflecting the sun’s rays 
back from the stone onto a white card, is most effective 
in testing blue zircons, and permits a distinction from the 
rare blue titanias. Unlike the latter stones, blue zircons 
are strongly dichroic, blue and white. The pairs of spots 
reflected on the card from each back facet will show those 
two colors, we see two like spots, one blue, one white, 
moving together as we turn the stone. In the round blue 
brilliants that are customary (the result of very com- 
petent cutting in Siam, whence comes the common name, 
“Siamese zircons”) the dichroism frequently results in 
stones that are blue on two sides and white on the 
other two. 

Naturally blue zircons, often cloudy and very old rose- 


cut stones, will sometimes be seen in old and Indian 
jewelry. Apparently there are some naturally blue stones 
associated with other colors of zircon in Ceylon, but 
they are so much inferior to the beautifully cut and 
brilliant Indo-Chinese gems that they are never seen on 
commerce. 


(81) The range of blue that is found in sapphires jg 
very great, from the paleness of some Ceylon stones to 
the near black of the typical Australians. A refractive 
index determination is a sufficient test of the stone to 
distinguish sapphire from all other natural blue gem. 
stones, but one still has the problem of a possible syn- 
thetic origin. (See note 87.) The range of blues js 
roughly described by a geographic terminology. The 
“Ceylon” blue is likely to be delicate, and in artificial 
light many, particularly the deeper ones, becomes more 
or less violet. The finest sapphires are the rich blue 
“Kashmir” stones. They satisfy the prime requirement 
of sapphire: they retain their blueness and their beauty 
in artificial light. “Kashmir” sapphires have a velvety 
luster and a luminosity caused by the presence of micro. 
scopic droplets arranged in lines like the rutile needles 
that make “silk” (See E. J. Guebelin’s “Inclusions as a 
Means of Gemstone Identification”). Burmese and 
Siamese blue are also rich and retentive of color, but 
they are clearer. The rare and small Yogo Gulch, Mon- 
tana, sapphires are a deep, clear blue, tending occa- 
sionally ‘to violet; while the Missouri River (Helena, 
Montana) sapphires are a light greenish-blue, and are 
not especially appreciated because of the lack of a posi- 
tive color. 
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eep blue spinels share the faults of the other 
‘ have a blackish look, and even though they 

e clear, they are still fairly lifeless. By contrast to the 
blue of a good sapphire they show a greenish cast, 
athough a spinel by itself does not give this impression. 
Its single refraction and 1.72 index determine it as a 
spinel; the synthetic blue spinels (see note 88) have 
very different blues. 

(83) Blue tourmaline is likely to be very dark indeed, 
and is normally black when we look down the long 
direction of the crystal. This means that we will seldom 
see very big cut blue tourmalines. Occasionally there 
are lighter blues, shading up. into blue-greens. Nearly 
all, however, are so much darker at the ends of the 
stones that we need only to note the dichroism to identify 
it. The refractive index is distinctive, because, aside 
from glass, there is no common dark blue or medium 
blue stone that approaches it. 


BLUE TOPAZ COLOR RANGE 


(84) Blue topaz ranges from a very pale blue, practi- 
cally colorless, to medium aquamarine. The deepest 
colored stones, till now, have proved to be invariably 
so badly flawed that they could not rival aquamarines 
in popularity. The density of topaz makes the distinc- 
tion from aquamarine quite simple; in fact, an expert 
can tell which of the two stones he has by merely hold- 
ing a large stone and feeling its weight. The refractive 
index is typical and easily ascertained. Synthetic light 
blue spinel is often foisted off as aquamarine or topaz, 
but the pink color of the synthetic under an emerald 
filter immediately eliminates the imitations. 

(85) Aquamarine is always a fairly light blue, its 
value depends largely on the depth of the blue shown 
by the stone. It varies from quite a greenish-blue to a 
clear blue, but there should be no great distinction in 
value between the two; for the bluer color is commonly 
produced from the greener stones by mild heating. The 
heat removes a yellow cast from the stones, leaving them 
bluer and brighter. Aquamarine identification by means 
of a refractometer is very simple. (See note 84 for the 
imitations. ) 

(86) Titania, the new jewelry stone which attracted 
so much attention a few years ago, can be produced in a 
deep and magnificently rich blue color. This hue has 
not been widely used in the trade, for it is a little softer 
than the off-white stones commonly sold (and it doesn’t 
resemble a diamond, the unfortunate basis on which 
most has been promoted). It is a very attractive stone, 
nevertheless, and it should some day prove to be more 
popular as the whole group of jewelry stones produced 
by modern science, “miracle gems” or “wonder” gems 
as they are now being called, rise in the appreciation of 
the jewelry trade. Titania’s refractive index is too high 
for the refractometer, but the high density should make 
the identification of loose stones very easy. The blue 
is deeper than that of blue zircons, the dichroism is 
insignificant, and the fire (dispersion) is considerably 
stronger. The double refraction is easily apparent when 
the stone is examined with a loupe, revealing itself with 
a doubling of the back facet edges as they are seen 
through the table. 

(87) Synthetic sapphire has long been one of the 
mainstays of the synthetic stone market. It is actually 
much more difficult to recognize as a synthetic than is 
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its ruby counterpart. The curving growth lines are often 
placed so that they lie almost parallel to the table, and 
for that reason, they may be difficult to see. It is not 
infrequently necessary to stand the stone on edge and 
immerse it in oil, in order to see the lines. In case of 
doubt, or in a lack of testing equipment, it is safer not 
to make a positive statement about a sapphire unless 
one of the sure signs of a genuine stone is seen, such as 
straight lines or a small patch of “silk.” Of all the stones 
that a beginner has to test, synthetic sapphires can be 
the most difficult. 

The sapphire character of the material is determined 
by the refractive index and by the dichroism. The only 
problem will then be the natural or synthetic origin 
question. The common, lower-index, spinel imitations 
of sapphire are most rapidly spotted with an emerald 
filter, in which they look red. 


GARNET-TOPPED DOUBLETS 


(88) Garnet-topped doublets are frequently made in 
blue, and at first they may be a little confusing. The 
high refractive index of the garnet table usually makes 
a refractometer reading impossible The garnet top can 
be seen in the usual way, as a red ring when the stone 
is turned upside down, lying just inside the girdle. 
Since the blue glass that backs up these garnets is a 
cobalt glass, it shows the same rich red color of the syn- 
thetic spinel imitations of sapphire, under the emerald 


filter. 


(89) Spinel is one of the commonest of the synthetic 
stones, but not as a reproduction of any natural spinel 
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(except see note under red spinel). Cobalt, the pig- 
menting element used in blue glass, does not dissolve in 
alumina to make a blue synthetic sapphire. It was found 
however, that cobalt could be dissolved in magnesium 
aluminum oxide (spinel composition) and would then 
make a good imitation sapphire. Less generous allot. 
ments produce imitations of zircon and aquamarine, Al] 
are easy to spot, since in most of the properties they do 
not resemble the doubly refracting stones they imitate. 
Spinel is singly, not doubly, refracting. They show a 
erid-like, false (strain) double refraction (easily detected 
with a sensitive tint plate in the properly equipped 
polariscope), which is, by itself, diagnostic. The refrac. 
tive index of the synthetic is higher than normal spinel: 
1.73 instead of 1.72, because of a slightly greater 
alumina content than is normal for natural spinel. 

First, examine the unknown blue stone with an emer. 
ald filter! If the stone turns ruby red after being blue 
in ordinary incandescent light it cannot be a sapphire; 
it is either a spinel imitation or a glass imitation. Then 
get the index to narrow it down. The light blue zircon, 
aquamarine and blue topaz imitations are identifiable at 
once with the emerald filter, for the natural equivalents 
of these stones do net show the light pink color of the 
spinel imitations. 

(90) See note 88 for the method of spotting glass 
imitations of sapphire. Glass imitations of the paler 
stones do not invariably show a pinkish color in the 
emerald filter, they may be gray or bluish. They can 
be recognized by the refractive indices which do not 
coincide with those for any natural stones of this hue. 
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Mass Display Case Boosts 
Costume Jewelry Sales 


In contrast to the growing trend toward displaying 
costume jewelry “out in the open,” Kortz Jewelry, Den- 
ver, Colorado, is achieving better sales results with the 
mass display case shown in the photo. 

The case, occupying a prominent location near the 
front entrance, is four tiers high and displays the bulk 
of the store’s $5000 costume jewelry inventory. The top 
three shelves are glass, which permits a strong overhead 
light to illuminate each of the pieces in the case. 
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The main reason for the mass display, according to 
Phil Kleiger, is to prevent “traffic jams” in the aisles 
caused by a number of customers examining one piece 
of costume jewelry after another. Despite the lack of 
open display, sales volume is well above average for a 
similarly-located store, says Kleiger. 

“Costume jewelry has earned every inch of the space 
it occupies,” he states. “It is an important means of 
attracting trafic, and appeals to the gift buyer and the 
impulse buyer.” 

Most of the store’s costume jewelry items are in the 
$3 to $7.50 class as Kortz makes no effort to compete 
with “dollar jewelry shops.” “Instead, we handle well- 
made, hand-crafted pieces which give the wearer a sense 
of distinction,” says Kleiger. 

Another reason for the display case is the matter of 
pilferage, according to Kleiger. “The theft of one or two 
small pieces means that it is necessary to sell 6 to 10 
additional pieces to make up the loss,” he explains. 


Diamond Inclusions 
(From page 82) 


When you have difficulty in locating an inclusion 
under a 10-power loupe but nevertheless find one, it is 
more likely a diamond with a grade of “VVSI”—or 
very, very slight inclusion. Perhaps it is a pin point 
blemish or very faint line. 

To be graded “VSI” or very slight inclusion, a dia- 
mond would have inclusion or inclusions which are easy 
to find under 10-power magnification—perhaps a small 
feather, a tiny bit of carbon, small cloud, etc. 

A diamond graded “SI” or slight inclusion is one 
which may have a small cleavage crack, small carbon 
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Jeweler Thanks Business Friends 
With Highly-Attractive Card 





iy 
Wratitude 





sa 


> Is the soil on which 


Ne 


32 ele thrives eer 


“Gratitude is the soil on which joy survives,” is the 
cover headline on an unusual and highly attractive card 
of appreciation, shown in the photo, sent to business as. 
sociates by Alexander A. MacKinnon Jewelers, 17 North 
Willow St., Trenton, N. J. 

Under the title “An Appreciation,” the message on the 
second page read: “Folks like you have made our em. 
ployment possible. It’s true, we have worked diligently; 
never, never losing sight of two objectives: to serve well 
and to sell only fine merchandise at a fair profit. 

“But without your cooperation and goodwill we would 
not have been employed. You gave us the orders to 
execute, which not only necessitated employment . . 
they brought us happiness, too. 

“You can be sure we shall always work with utmost 
care to make ourselves worthy of your unending business 
friendship.” 





spot or a feather. Though not visible to the naked eye 
it is more prominent than a “VSI.” 

Ist PK (piqué) or Ist imperfect. This grade has an 
obvious inclusion or inclusions; yet it requires the help 
of a loupe to see it. Perhaps it is a big “white” flaw or 
a smaller carbon. 

2nd PK (piqué) or 2nd imperfect. The difference 
between Ist PK and 2nd PK is that inclusions in the 
latter are visible to the naked eye. One would mostly 
find black carbons or big white flaws in this category. 
Many of these blemishes begin to impair the brilliancy 
of the store. 

3rd PK (piqué) or 3rd imperfect usually have enough 
blemishes to obstruct the light and thus lack brilliancy. 
Or, the imperfections are so obvious as to make the dia- 
monds most undesirable. 

Having now covered all the diamond grades of clarity 
we can now proceed to discuss how you can use the 
above terms to your advantage in grading and selling 
of diamonds. 

First, you will note that I have listed the clarity grades 
of diamonds according to those used by most of the 
jewelry trade—with the exception of eliminating the 
term “imperfect” in the first four grades and substituting 
the term “inclusion (s) .” 
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Now, Webster's dictionary states that “imperfect” 
NOW, a ‘ 
ns “defective.” Since at least 99 per cent of all dia- 


mea / cee 
14 a carat have some degree of “imperfec- 


monds over ) 
tions,” the public might erroneously conclude that all 
100%, é 

reputable merchants sell “defective’ 


us impression can be overcome, I believe, by 


> diamonds. This 


erroneo ‘ ’ ‘ ss ” : 
wing the term “inclusions” instead of “imperfect” in 
jiamonds of grades of VVSI, VSI and SI. After all, 
hy should a diamond of excellent color and “make” 
with only a very minute inclusion (a VVSI) bear the 
jame imperfect which has the connotation of being de- 
fective! This same diamond of three carats might retail 
or $5,000. A customer paying that much money would 
be more apt to be satisfied knowing that her diamond 
has a very, very slight inclusion rather than having it 
called imperfect. 

Now, in substituting the word inclusion for imperfect, 
lt us return to the dictionary. It says that “inclusion” 
means, “That which or anything that, is included: spe- 
cifically a foreign body, gaseous, liquid or solid, enclosed 
in the mass of a mineral.” This definition encompasses 
“arbons,” knots, spots, clouds, etc. 

Edward J. Gubelin, Ph.D., G.G., '.G.A., in his book on 
inclusions writes, “Internal separation, although not in- 
volving substance foreign to the host mineral, are never- 
theless, considered a form of inclusion.” This explanation 
could cover such inclusions as cleavage cracks, fractures 
such as feathers, etc. Thus, the term inclusions would 
cover almost every known blemish found in a diamond 
which we now refer to as imperfections. 

There only remains a few surface blemishes, such as 
scratches and nicks. These surface blemishes have to do 
primarily with cutting and should come under diamond 
srading of “make” of the stone. 


IF THE PUBLIC KNEW 

If the public really knew how scarce flawless diamonds 
are—and also that many inclusions in diamonds are 
merely other gems crystallized within a diamond—they 
would react more sympathetically to diamond inclusions. 
The writer knows only of one store in the United States 
which actually sells only flawless diamonds. One can 
just imagine how many sales are lost in this store 
because the prices are beyond the budget of the prospec- 
tive purchaser. 

Jewelers advertising flawless diamonds will find them- 
selves in the same predicament. First, they might lose 
sales to customers who are today more price-conscious 
than ever. Second, they may have difficulty receiving 
enough flawless diamonds from their diamond importers 
or wholesalers because of scarcity. 

The following are suggestions for selling diamonds: 

Do not call a diamond flawless unless you are unable 
to find an inclusion under a 10-power loupe. This is not 
just a mere suggestion but a strict ruling of the Federal 
Trade Commission. 

Use the term “inclusions” instead of “imperfect” in 
describing diamonds with slight inclusions such as VVSI, 
VSI, or SI. 


In selling a diamond with any slight inclusions I 
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would suggest that you tell your customer about th 
inclusion. Honesty in the long run pays for itself, am 
out that it is minute; at the same time pointing out th 
favorable aspects, such as its color, its fire, its brillianes 
and its “make.” : 
In selling such a diamond to a budget-minded cus. 
tomer you are actually using good judgment, Yoy ia 
saving your customer as much as 50) per cent, dependins 
on the size, location and nature of the inclusion, After 
all, a very slight inclusion in all probability does not 
lessen the external beauty of a diamond; chances are it 
does not interfere with the color, its fire, or its brilliancy 
Remember: when you sell a flawless diamond or pa 
with slight inclusions you are selling the most precious 
of possessions. So, handle diamonds accordingly—with 


dignity—with esteem—and above all with enthusiasm 


Better Selling 
(From page 86) 


years, successive (and successful) January promotions 
have helped eliminate the depressed sales-period which 
traditionally follows Christmas in most jewelry stores, 
Each year the company has selected the same item on 
which to base the promotion; each year it has been a 
nationally known electric shaver. The results have been 
phenomenal. 

January, to the S. A. Meyer Co., is a month with great 
potential. This, because it is the month credit customers 
start paying their Christmas bills. Although buying is 
light, store traffic is fairly heavy. The basic concept in 
the firm’s thinking was that if they could convert even 
a small percentage of this store traffic into shaver sales, 
total sales in all 21 stores in one month would amount 
to a tidy sum, 

Before going into details of the shaver promotion it- 
self. let us look at the merchandising ideas and principles 
of the company’s president, Samuel A. Meyer. His mer- 
chandising philosophy may be summed up in the phrase, 


“op 


Setter selling through better planning.” Preparations 
for store promotions are made almost a year in advance. 
In fact, all store managers were advised last August of 


yromotion plans for *55. 
| 


SEEKS MERCHANDISING AID 

Once the program has been agreed upon, S. A. Meyer 
seeks the technical and merchandising advice of a pro- 
fessional organization, in New York City. This organiza- 
tion has a background of experience in the application 
of successful merchandising devices at the retail level. 
In addition to understanding the motivations of the 
public in relation to jewelry store merchandise, these 
specialists have the facilities for designing and producing 
the materials for activating the plans. Therefore, not 
only do they confer in the formulation of plans. but they 
carry through into the production of displays and pro- 
motional literature, and assist in the selling of the plan 
to the store personnel. 

However, if the promotion is to be a success, Meyer 
believes, it must have the unqualified support and en- 
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thusiasm of all the store managers and sales personnel. 
To accomplish this, Meyer and the head of the New York 
promotion firm explain the aims and goals of a specific 
promotion to all store managers. Letters are later sent 
to each manager, and sometimes to every salesperson— 
at their homes. Sales incentive is enhanced by offering 
special bonuses to the sales staff. 

Now, to see these ideas in action, let us return to the 
shaver promotion. Every store manager in early No- 
vember of last year was notified by letter from S. A. 
Meyer as to the details of the shaver promotion. About 
December 1, personal letters were sent to the homes of 
all sales people. On the evening of December 24—prior 
to closing—all Christmas displays were removed from 
the windows. In their place were put dramatic electric 
shaver displays. On December 26, the shaver campaign 
moved into high gear. 


UNIQUE WINDOW DISPLAY * ° 

Newspaper ads, radio commercials and window dis- 
plays played up the electric shaver. In the windows, 
incidentally, old fashioned buckets filled with out-dated 
shavers were placed on turntables. This was actually a 
dramatic presentation of all the various shaving devices 
used by man in the past 2,000 years. The new electric 
shaver featured by the stores looked even more desirable 
in contrast with the old-type shaving devices. 


Each salesman wore a bright blue card having a cut- 





out figure of an owl, on which was printed the Caption, 
“Ask Me Why?” This owl cut-out card was made ¢ 
that it could be slipped into the handkerchief pocket of 
the salesman’s suit, leaving the cut-out owl Projecting 
conspicuously. The purpose of this was to arouse the 
customer’s curiosity to the point where he would ask the 
salesman, “All right, [’ll ask you why.” 

If a customer failed to ask anything about the “owl 
card” and its cryptic message, the salesman would take 
the initiative, point to the card and break into a lively 
talk on the virtues of buying the electric shaver during 
the period of his store’s promotion. 

Further efforts to assure the success of the promotion 
required each salesman to make five telephone calls each 
day to prospective customers. Names were taken at 
random from telephone books and the stores’ mailing 
lists. Added incentive came in the form of a $1 com. 
mission on a siraight sale; $.50 for a trade-in sale, 

Only as a last resort did the salesmen offer to let the 
customer take a shaver home on a 14-day free trial basis, 

As S. A. Meyer pointed out, he was dealing with a 
national branded product having considerable consumer 
acceptance. A contributing factor to the success of this 
brand name shaver promotion was the special extra unit 
which converts AC to DC current. This new unit aided 
in creating greater desire for the shaver. The total re. 
tail price of the shaver plus converter is $32.50. 

What were the results of this promotion? Well, in 










ANNIVERSARIES - WEDDINGS - GRADUATIONS=~ BIRTHDAYS 
Suggest an attractive locket or charm bracelet for that 


memorable occasion. Many beautiful designs in 


Sterling Silver 
Bracelet $4, 

Lockets §2. | 

Keystone 


chains and charms in sterling,gold filled 


and 14K gold are available. 






Sterling Silver 
$4.50 
™,. Keystone 


198 Broadway New York 9,N. Y. 
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NEW LANTERN CLOCK FOR 
WALL OR MANTEL 


This Traditional Lantern Clock has a distinctive 
charm in its Coach Lantern design which will lend 
grace to any home! 





Beautifully encased in lacquered brass, it has side 
and rear panels of stained glass and a crystal clear 
front. 


It can be used artistically with bracket as an unus- 
ually fine wall clock, or without bracket on mantel 
or table. Handsomely designed, this is the newest im- 
port from Europe’s clock craftsmen. 





Unique adjustment allows leveling with case intact. 











5020 
Silver Silver dial with raised gilt Roman numerals. 
Br: Also available with white enamel dial and Arabic 
numerals. 
164-C4 
Silver Kundo 400 day spring wound movement. 
50 
Bie oe Clock size: 814” x 534” 
$29.95 retail w/o bracket 
SEND FOR 1955 CATALOG AND PRICE LIST $5806 sensi, laced 
f Contact your Wholesaler. If unavailable write for name of nearest distributor. 
“A 
Z 
: HEIRLOOM CLOCK COMPANY, INC. 
ii | West 34th Street 702 East 29th Street 
i New York I, New York Paterson 2, New Jersey 








STONE FOR May, 1955 111 



















oi jit” 


A NEW DESIGN SERVICE 


> Provides jewelers each month with three 
photographic sheets strikingly illustrating the 
latest ideas in modern jewelry designs. 










































> Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he.can sell more pre- 
cious jewelry. 


> Released monthly on a yearly subscription 
basis, this new design service is available at 
$3.00 per month. 


Write today, enclosing $3.00 for the latest 
issue and subscription form. 


DESIGNS TECHNIQUE 
62 W. 47th St., New York 36, N. Y. 











“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 























January of 1954, 1074 shavers were sold by the 21 Meyer 
stores. This past January, eight stores reported that 41] 
shavers passed over their counters. It is expected that 
when the complete sales figures are in, shaver sales for 
‘59 will top those of the previous year. 





Can You Top This? 


Just when a jeweler thinks he can understand the 
reasoning behind the zany actions of any customer 
along comes someone to cut down his overconfidence. 

A case in point involves G, R. Ivy, jeweler of Louis- 
ville, Mississippi, who tells of his experience with 
the man who came to him to buy a gift for his sister, 

The sister was very ill—and there was a strong 
possibility that she would die. His sister had always 
wanted a necklace, said the man, and he was going 
to buy her one before she died. He made the 
chase. 

A few weeks later, the man returned with the neck- 
lace and demanded a refund. 

His sister had gotten well again. 


pur- 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned: 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Promote Jewelry Gifts 
(From page 88) 


a window with pennants from all the Portland high 
schools. Watches for both boys and girls, ranging in 
price from $50 to $250, were displayed. Several of the 
finer watches were displayed on squares of black velvet. 

Knowing that even the younger boys and girls today 
want watches, Weisfield’s featured special watches for 
eighth grade graduates, which ranged from $15 to $30. 
These watches were shown in a separate window, with a 
simulated brick background on which were chalked two 
figures of graduates and the words “Watch The Grad- 
uate.” 

Realizing that many prospective graduates already 
have watches, Ruperts, Santa Ana, California, promoted 
the idea of their trading it in for a better one—applying 
some of the money they receive for graduation. Rupert's 
watch window, shown in the photo, used tan curtains 
as a background for a two-shelf display unit which 
featured a card reading “Trade In Your Old Watch For 
a New One.” 

In front of the display unit was a jumbled pile of old 
watches that had been traded-in. Several of the watches 
had cards beside them telling how much allowance had 
been given toward a new watch. Each card asked “How 
Much Is Your Old Watch Worth To You?” 

In the adjoining window, Ruperts used a photo of a 
graduate in cap and gown to highlight a display of nine 
watches. 

An effective advertisement which called attention to 
watches as gift items was run by Brock and Co., Los 
Angeles. The ad showed three watches, one for men and 
two for women, and was headlined “Time For Grad- 
uates.” The copy read “An event, well marked with the 
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e gift of a precision watch from Brock’s complete 


lifetim 
- ” 
selection. 


Another u 
North Dakota, with the headline “Class Prophesy— 


Voted The Handsomest Couple — Two Matchmate 
’ The ad showed a photo of a pair of grad- 
yates and illustrations of various boys’ and _ girls’ 


nusual ad was run by Madsen’s, Fargo, 


Watches.” 


watches. —— 
Madsen’s also focused attention on their gift watches 


by placing an eight-day clock in the window as part of 
a contest. The store offered a watch as a prize to the 
hoy or girl graduate who could come closest to guessing 
what time it would read when it stopped. A number of 
jifferent-priced watches were displayed in the same win- 
dow. 

INTERESTING WATCH DISPLAY 

Watches were featured in an interesting display by 
Peter Michael, Seattle. The window display highlighted 
a large pink card in a silver frame which was head- 
lined “Peter Michael Jewelers For The Graduating 
Senior.” Beneath this was a music staff with notes and 
words to the tune “Time On My Hands.” A number of 
watches were shown on a three-step display shelf covered 
with gold brocade. 

C. C. Lewis, Long Beach, California, realized that 
many friends and relatives would be unable to purchase 
awatch and so the store created an attractive display of 
other jewelry gifts at popular prices. A card in the 
center of the display read “Gift Suggestions For the 
Girl Graduate.” Displayed in the window were silver 
heart pendants, pearls, gold compacts, gold heart and 
cross lockets, silver brooches and earrings. Novelty 
charm discs were displayed on black velvet circles. 

LeRoys. Tacoma, Washington, arranged a display 
which featured diamond rings for girls, signet rings for 
boys and watches for both. Black linoleum was used for 
the background, along with white cutouts of graduates in 
cap and gown. Rolled-up diplomas tied with ribbons in 
the class colors of different schools added interest to the 
exhibit. Three large cards, made to resemble unrolled 
diplomas, read “How Proud She Will Be of Her Diamond 


From LeRoy’s,” “LeRoy’s Graduation Gifts of Beauty 
and Distinction” and “To Make The Day Live in Happy 


Memories Forever—Graduation Gifts From LeRoy’s.” 

Inside the store, wall cases were lined with costume 
jewelry, pens and watches. Above the cases were sil- 
houettes of half length figures of graduates in cap and 
gown with the headline “Gifts For Graduates.” 


GIFTS FOR BOY GRADUATES 

Feeling that emphasis is usually placed on gifts for 
sitl graduates despite the fact that there are equally as 
many boys graduating, Rosenzweigs, Phoenix, Arizona, 
arranged a special display of gifts for boys. A card in a 
silver frame read “Graduates Agree There’s No Better 
Gift to Commemorate Graduation Day Than a Gift 
From Rosenzweigs.” The window floor, covered with 
white satin, highlighted black velvet mats in the shape 
of mortarboard caps on which were shown a sterling 
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National Advertising 


in New Yorker, * Glamour * Vogue 


a 
High Fashion Styling 
a 


and A Modern New 
Stream-Lined Plant 





MAKE BOSCA THE BUY 





Write for Bosca’s 
42nd Anniversary 
feature specials! 


HUGO BOSCA CO. Ine. 


Springfield, Ohio 
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OVER:50 YEARS OF FINE JEWELRY 
TO LEADING RETAILERS 
FROM COAST TO COAST 





GEO. SCHULLER & Co., INC. 













Diamond 
and precious stone 


gold and platinum jewelry 


PREFORMED PARTS, INC. 
Modern Gold Jewelry 


Sales 
515 Madison Avenue 
New York 22, N. Y. 


Factory & Office 
520 Bedford Road 
Pleasantville, N. Y. 





Gister CHARM DISPLAY 


This display, with 24 tested charms will give you the variety and 


quality needed to start a growing charm business with your cus 
tomers. Why not have the best? They cost no more. Look close 
at the finish, the construction, the movable parts. Sterling and 14K 


Ask your wholesaler for Fisher charms. 


J. M. FISHER COMPANY, Attleboro, Mass. 








silver pencil, a signet ring, a sterling silver mone 


li 
a black onyx ring and rolled gold cuff links, These rs 


were also advertised in Rosenzweigs local newspaper ads 


ee 





Can You Top This? 


A negro woman was looking at a $36 i 
ring at Ralph W. Novin Jewelers, Dalle fe 
She then asked to see a $29.50 ring set. Y 

“I like this better,’ she said, “but I ’ 
afford no $29.50.” ; an 

Only then did Novin realize that the woman 
thought the first ring sold for $3.65. He explained 
the difference in price and passed the mistake off 
casually, 

“Did that price floor you?” he asked the woman 
genially. 

“No sir,” said the woman placidly. “It just bent 
me a little.” 


Texas, 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St., New York 17, N. Y. No manuscripts returned: 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it, 











Decorative Clocks 
(From page 71) 


The very nature of these timepieces makes effective 
display one of the most important factors in building 
sales. It has been proved that individual treatment pays 
off in an increased volume of business. Give them 
dramatic settings, unusual lighting. Let your imagina- 
tion take over. Make your stock of decorative clocks a 
display by itself{—group them together, apart from your 
other merchandise, as a single, eye-catching unit. In 
short, give them the feature position they deserve. 

In talking with the prospective customer, ask him 
about his home: its color scheme, the style of furniture 
used, the construction of the rooms, his lighting arrange- 
ment, etc. This information will help you determine 
the clock style in which he will be most interested. What- 
ever the decor of the house, you can offer a wide variety 
of suitable and attractive designs. Here you may point 
out to the customer the fact that a clock should be 
chosen for its enduring qualities: that is, functional na- 
ture, beauty, and ability to harmonize with its surround- 
ings. Show him that the decorative clock is not only a 
fine timepiece, the result of superb skill and careful work- 
manship; it is also a thing of beauty, an object which 
will be a constant source of enjoyment and even inspira- 
tion to the family fortunate enough to own it. 

Theoretically, these intangibles are difficult commod- 
ities to market, but actually they are the motivating 
forces behind most of the purchases made today. Again. 
let me emphasize: in the case of the decorative clock, 
you start where other timepieces leave off. You estab- 
lish the complete reliability of these fine clocks. Then 
you take a big step forward, into the realm of gracious 
living. And here you have the greatest selling aid of all 
. . . your product, the decorative clock, whose beauty 
and perfection of design, properly displayed, make it its 
own most eloquent spokesman. 
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St. Joseph of Copertino 
Flying Medallion 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travelers, 
is available again for the first time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 


§.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 


§.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 56th St. New York 22, N. Y. PL. 5-4818 


_ THE FINEST JEWELRY 


(IW AMERICA 
18 OENTIFIED BY | 


PLASTIC * PARCHMENT * COLORS 





METALLIC FOIL STRING 











Slash Mailing Costs 


A completely new low cosf-lightweight corrugated 
mailing box. 


¢ Ideal Gift Box and Mailer ¢ New Strength 


IL'T 


SAF-T-MAILER ; 
CJ LY T  wo.0r ROSNER CONTAINER CO. 


< 
~ Pad 
“see. - er” 


Featuring exclusive Label-Sealer for Parcel Post and Pre- 
formed-Sealer for Registered Mail. (pat. pend.) 


Write for descriptive brochure 


143 Greene St. New York 12, N. Y. 
Tel. GRamercy 5-2306 














STERLING LINGERIE 


SILVER 


RHODIUM FINISH 


CLASPS 


McKenna Lingerie Clasps hold straps firmly where- 
ever they're placed with an ingenuous pinched 
back that prevents slipping on nylon and rayon. 


Dainty and slender — they're hand-engraved 





available 6 pair per attractive counter display card. 
$] 00 per pair Keystone 


SOLD ONLY TO RETAIL JEWELERS 


Walter H. McKenna & Co., Inc. 


Actual Si 
ctual Size PROVIDENCE ® RHODE ISLAND 
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Fast Selling — Now necessary with the new sheer blouses. 
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ARLEN’S 
“CONTROLLED 
INVENTORY” PLAN 
Plus 


| Dealer-!mprint 


*SUPER CATALOG! 


...be the leading trophy dealer 
in your community...carry the 
Arlen Trophy ‘‘Controlled Inven- 
tory’’ of fine trophies and 
awards... for every event! Arlen’s 
1955 Super Catalog contains 68 
pages of new designs in: 


| e Genuine onyx, black-and-gold 












Italian Marble, white Pedrara 


e General line of trophies in 
smart new walnut woods. 
e ‘‘Marblette,’’ gem-like plastic. 
All available with ‘‘Rich-glo’”’ 
figures for every sport and every 
| event and Priced Right! a 


| *Sold only through Authorized Dealers! SE ARUN trope 


Mn nannannenaaesaaananansanshe sn ** — ~—_ sae 
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| 1 ARLEN TROPHY CO., INC. a aa 
| . 50 Gold Street, Brooklyn 1, N. Y. : 
; Please rush me FREE— details of your new “Selected Inven- : 
- tory Plan,” plus the super 1955 catalog, and how | can use it : 
| : in quantity with my own imprint. : 
| 5 FIRM NAME - 
|} NAME , digs 
: ADDRESS 24 

2 CITY ZONE___ STATE x 
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| ODD SIZE MOVEMENTS 


Available for Immediate Delivery 





STEVEN MAYER, Inc. 


Watch Importers of Quality Movements 
580 FIFTH AVENUE NEW YORK 36, N. Y. 








































big profits 


no investment 


Can you top this? No stock to 
carry ... only a few inches of 
counter space for a display .. . 
AND YOU'RE in a MONEY- 
MAKING RING BUSINESS! 


Only with College Seal’s fast 
delivery service can you ring 
up consistent profitable sales 
and be sure that your cus- 
tomers will get what they 
want, when they want it! 
Show our beautifully  illus- 
trated catalogue to students 
and alumni. Rings available 
for any accredited 4 year col- 
lege in the United States. 


No Die Charge! No Minimum Quantity! 
Send for counter display card, 
\ FREE! selling catalogue, complete selling 
§ © information. 
Also available—14K College seals and charms 


= COLLEGE SEAL & CREST COMPANY 


acl -W -1-10) 42) 2-0 Aeon Wi -1,4001C) ec -  e 


Dept. 555 
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Pearl Fashions 
(From page 94) 

fashion promotion. White jewelry, always good bee 
summer, is stronger than usual this season, and pearls 
hold the prestige position in the realm of white ador 
ment. White collars in froths of exquisite lace or bol 
puritan linen types are topping summer dresses like White 
frosting. Pearls are lovely, worn with these collars, or 
they can be promoted as a flattering substitute for them 
because pearl radiance gives the most flattering white 
effect possible. 

Style details which are giving an impetus to all jewelry 
sales and which can be featured to advantage in pearl 
promotions include: 


(1) The neckline story. Necklines have never been 
prettier nor in greater variety than those coming up for 
summer. They are designed, not for bareness alone, but 
to make a portrait of the head and shoulders. Necklines 
are round, square, scooped, bateau, triangular, and may 
be either high or low. Some are close fitting, others 
standaway from the throatline. Many are high in front 
with low, scooped backs and backswept pearl necklaces 
will make an interesting style story with these. These 
portrait necklines provide pretty settings for classic pearl 
necklaces, matinee pearl strands, pearl ropes and pearl 
bibs. The various contour effects can also be outlined 
delicately with pearl pins. 


(2) Sleeveless dresses and sleeveless coats in slim sil- 
houettes should give stimulus to the sale of pearl brace. 
lets. (Paris favors bracelets in wide cuff designs and 
multi-strand treatments. ) 


(3) Waistlines which are placed anywhere from di- 


rectly beneath the bust (Empire style) or to the knees 
(tunic effects) call for pins to focus attention upon 


them. Long torso lines need the accent of hip placement 
pins. 

(4) The ensemble look of matching dresses and coats, 
etc., can be carried out with complete ensembles of pearl 
jewelry. 


Gem Display Draws Customers 
To Niagara Falls Store 


Capitalizing on the, average person’s interest in gems, 
E. C. McKelvey Jewelers, 908 Niagara Ave., Niagara 
Falls, N. Y., stimulated considerable consumer interest 
with an extensive store display and educational program. 

McKelvey’s set up a display of a wide variety o! 
genuine and synthetic gemstones and used newspaper 
advertising and other media to invite Niagara Falls resi- 
dents to look at the collection. 

The newspaper ad read “The creative magic of science, 
the breath-taking enchantment of nature, that you own, 
wear and enjoy in the permanent beauty of gemstones. 
Included in the display were genuine jade, tiger-eyé, 
hawk-eye, moonstone, bloodstone and synthetic sapphire, 
star ruby, star sapphire and rutile. 
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ACTUAL SIZE 


Restores 
Lustre and Beauty le 


to Rings 
like Magic 


7 






O 


DROP IN RING 


TIP ON TOP 


A NEW DOLLAR ITEM 


that’s sure to 
be on your list of “Best Sellers for ’55”’ 





EVERY WOMAN WHO OWNS A RING 
WILL WANT TIP ’N TWINKLE for herself, for her friends, for bridge prizes 


and as gifts the year round. It’s a proven big profit self-seller that will ring 
up sales for you from January to December. 


TIP ‘N TWINKLE IS USEFUL, 


ATTRACTIVE, UNIQUE—a crystal container with the new scientific solution 
‘‘“Gemane”’ that cleans and restores original lustre to diamonds and other 
gem stones. ‘“‘Gemane’”’ is absolutely harmless for gold, platinum and all 
gem stones. Cleans quickly and safely in a matter of minutes. 


TIP BACK 
Lf 
i 
A) 
ea cal request. Versatile—For department stores, jewelers and better gift shops. 
$7.20 doz. less 2% 10 da N T <i 
ee ; ¢ ys IN Oo HIS F \N 
pst AST-SELLER NO 


$86.40 gross less 10% C 


advertising 


JOBBER INQUIRIES INVITED 





PACKAGED TO SELL... Tip ’n Twinkle comes in this gay, colorful gift box that 
has real eye-appeal and sales-appeal. 


TESTED FOR SALES— Market Tested for six weeks, Tip ’n Twinkle has sold wher- 
ever it has been shown. Counter display, glossies, and newspaper mats on 


ORDER 





Or From Your Jobber 





FOR May, 1955 


FROM Tip "m— Twinkle. Ine. 


BOX 86 e ROANOKE, VIRGINIA 
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Hamilton's graceful features 
“Cordette," dainty cord decoration that 


echoes the motif of the watch design. In 


"Carolyn" 


14K yellow or white gold, sterling silver 
dial, 19 jewels. Retails at $72.50, FTI. 





Zodiac's 'Powergraphic" 


has an automatic 
cut-off that, when fully wound, disengages 
the mainspring from the winding mechanism, 
thus preventing gear stripping. In gold- 
filled or stainless $79.50 


steel, retail. 





Two new diamond models added to the 
Gruen line are the “Senorita,” left, with 
eight diamonds, retailing at $135, FTI, and 
the “Twilight with six diamonds, $125 re- 
tail. Both are 10K gold filled with 17 jewels. 





Described by Croton as one of the "thin- 
nest, flattest'’ water-resistant watches 
ever made is its "“SeaLine" with 17 jewels. 
Shock-resistant, back, 
$37.50 $39.95. 


in chromium steel 


retail. In all-steel case, 





Jacoby-Bender's "Golden Armor," No. 7290, 
is a watchband bold and masculine with 
wrist-conforming or straight ends inlaid 
with fine golden mesh. In yellow or white 
$10.95, FTI. 


gold filled, it 


retails for 


K . a Y ee 

The handsome Wittnauer “Skipper,” design- 
ed for rugged service, is shock, dust and 
stainless steel, the 
model has a leather and expansion combi- 
nation bracelet. It is $49.75 retail, FTl. 


water-resistant. In 
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From new costume jewelry watches by Ben- 
Pearl,” left, 17 
with simulated pearls and sapphires, for 
$45 retail. "Miss Vogue,’ $49.50, also 17 
jewels, features an antique jewelry motif. 


rus are "Miss jewels, 


Gold applied figures on an engraved motif 
dial create interesting texture patterns 
as the light strikes it in this self-wind- 
ing model by International Watch Co. With 
21 jewels, model 583GS, $250 retail, FTI. 





New Longines automatics feature the Lon- 
gines 360 degree, full swing self-winding 
rotor. Models shown, shock-resistant and 
water-resistant. The "Aslo," at left, re- 
tails at $195, FTI; the "Marathon," $105. 


This Vulcain Cricket wrist alarm features 
a new "Duo-Back" that gives a remarkably 
distinct ringing alarm. A 17 jewel model 
with two unbreakable mainsprings, stain- 
less steel back case, for $89.50 retail. 






Two daintily feminine self-winding Eterna- 
Matics are No. RD8-1401, left, with eight 
diamonds, at $225 retail, FTI, and No. RD 
6-1401, with six diamonds at $195 retail. 
Both feature high style in 14K white gold. 


Wyler's “Jupiter” is a shock and water- 


resistant model, featuring the Incaflex 
balance wheel and a dimensional sun-burst 
dial. It is $45 retail, with q graduation 


promotion price of $39.95 until June 30. 
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Reed & Barton's new silverplate "Silver 
Blossoms" has a smart tapered outline and 
off-center decoration of spring flowers. 
52 piece service for eight at an_ intro- 


ductory price of $74.50 retail to June 15. 


Fine, hand forged six piece steak set by 
Kirk's Ltd. has handles and is 
newly packaged in an ebony teakwood dual- 


"Pearlex' 


purpose chest, lined in red, standing on 
its own legs. Priced to retail at $19.95. 





From the 16 pieces in the new "700" Heir- 
loom line of hollowware, contemporary in 
design and highly styled, is this smart 
salt and pepper set, 5!/2 inches high. From 
Oneida Ltd., retailing at $17.50 per set. 






This smart cuff link set is made in 10K 
yellow gold and is $15.75 retail. From 
Barrasso & Blasi, 31-33 Governor Street, 
Newark, N. J. Also, a charming 10K yellow 
gold rosary bracelet retailing at $37.50. 





New "Mayfair" sterling from Frank Smith 
Silver Co., Gardner, Mass., is a modern 
pattern, featuring fine, different floral 
motifs, adding points of subtle beauty. 
Six piece place setting is $32.75 retail. 





Smith & Smith of North Attleboro, Mass., 


introduces a new size in their line of 
sterling silver cigarette boxes. It is 8!/, 
long, 3/4" wide and I'/" high, and has 


three compartments. Retails at $55, FTI. 
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Lending dignified embellishment to this 
smart cross are five matching scarab-cut 
stones. In 1/20 12K gold filled, it is 
No. 299, $10.50 Keystone, made by Albert 
Adler, 714 Sansom St., Philadelphia 6. 


A new concept in ladies’ wallets is from 
Hugo Bosca Co. Styled like a man's pocket 
secretary, it features a roomy, gussetted 
coin pocket, memo pad, gold pencil and a 
commodious currency pocket. Retails at $6. 





"Cypress" sterling is contemporary in its 
feeling of lightness, yet classic in its 
simplicity. Place setting suitable for din- 
ner or luncheon. From Georg Jensen, N. Y., 
six piece setting is $47.50 retail, FTI. 


Bretton's new combination offer features 
the "Medalist" watchband and a matching 
man's jewelry set. Band is with either 
curved or straight ends. In yellow, with 
brown alligator, for $19.95 retail, FTI. 





From Karlan & Bleicher's re-styled and 
re-designed line of ladies' fancy wedding 
bands are Nos. 529 and 44085/6, top row, 
left to right; Nos. K44035/5 and 44085/5, 


bottom row. Made in two tone or all white. 





Steene ten 
ee. 
bana Tee P Pp bbos 


Steve 





A new transistor radio, weighing only 12 
oz., operates on a standard battery and 
is adaptable to earphones for private lis- 
tening. It is $49.95 retail from Regency 
Div., I. D. E. A. Inc., Indianapolis 26. 
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Coming to the Jewelry Show in Providence? 
Why not make your reservations with us? 


, Ki Zax 
on LK CORA Gs 
Ma apy rn On SG, 


i r 0 , as 
i Npull Onjoy or 


E Gay Nineties S) 


7 Ss 5 and the added et 
46@) s TEcHNiques oF THE FIFTIES §©=§(@ J 

, Fs Moasnally . a Peasant 4 ( 
ed Cea) 
“as Fea Selid Comfort py 


Ry * % ROOMS fhe 
HOTEL 


NARRAGANSETT 


Providence 2, Rhode Island Phone GAspee 1-6320 
TRADITIONALLY FAMOUS for fine foods 


GS 





and an exceptionally well-stocked wine cellar 











| CUCKOO CLOCKS 


wide selection of sizes and 
| designs. Shown: 3-bird design, 
available: 
13”, blonde or dark finish 


1544”, with 24-hr. or 8- 
day movement 


18”, with 8-day movement 
or 24-hr. music move- 
ment, or ‘%4-hr. quail 
movement. 
LARGE SELECTION OF 
@ 400-Day Clocks @ Wall Clocks 
{ @ Novelty Clocks @ Alarm Clocks 
j FRED J. KOCH !mporter and 
; e Distributor 
65 Madison Avenue, New York 16, N. Y. 
PACIFIC COAST SHOWROOM 
Space 271, Western Merch. Mart, San Francisco, Calif. 





Many other styles 
available 
Send for illustrated 
catalog and price list 














DIAMONDS 


Member: jewelers Board of Trade, New York. 


Prices 


WRITE AIRMAIL FOR PRICE LIST N°28 


JOACHIM GOLDENSTEIN 


Diamond Club, Antwerp, Belgium 
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Bridal Registry Service 
Promoted by Clever Ad 


“What Every Bride Should Know,” was the attention. 
getting photo caption used by Neumann Bros., Toledo 
Ohio, in its recent advertisement of its Bridal Registry 
Service. . 

The photo showed a bride looking over wedding sifts 
displayed on a table. In the ad, Neumann Bros. asked 
prospective brides to come in and register their pref. 
erences for silver pattern, and other gift items, in the 
store’s Bride’s Book. 

“In this way,” said the ad, “we will be able to assist 
your friends and relatives to avoid duplications, and 
make everyone happy.” 


stry 


Veteran Watch Repairman Makes 
Two-Faced Pocket Watch 


What is possibly the only two-faced watch in existence 
has been constructed by Emil Fornas, watch repairer, 
4531 Main Ave., Ashtabula, Ohio. 





The unusual watch, shown in the photo, has a 
standard face on one side and a military face (with 
numbers from 13 to 24) on the other side. It has 154 
parts, most of which were hand made by Fornas, a vet- 
eran of 35 years of watch repairing. 

He estimates that construction of the novel watch took 
him two hours a day for six months—a total of 364 
hours. 

The watch was made from an Elgin pocket watch. 
Fornas rebuilt the whole movement thickness, cut the 
back face crystal fitting, added four more jewels to the 
movement and fitted a new stem. This second stem en- 
ables the user to set different times on each face. 

In the first assembling, the watch lost 114 minutes a 
day. Fornas’ later adjustments cut this to a loss of 30 
seconds a month. 

Fornas is now planning to make a two-faced wrist 
watch with the body on a swivel so the wearer can “turn 
to either of the faces as desired.” 


The York, Neb., Chamber of Commerce has printed 
10,000 cardboard keys, listing facts about the city, tts 
stores, churches, institutions and sight seeing spots. 
They have been placed in hotels, restaurants, motels, 
taverns and business places throughout the county 
area. Businessmen say that customers get a big kick 
out of these “Keys to the City.” 
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Jewelers lead test market sales! 


ency 


Ready to roll with World’s 


First Transistor Pocket Radio 








Now available to 
jewelers everywhere! 









Cash in on this 


ROMOTIO 





Nation-wide 


Set for summer ¢ift season! 
Sales kit offered FREE! 


@ Jewelers led Regency sales in Indianapolis and Los An- 
geles, test markets for this fabulous new pocket radio! Now 
Regency is available to jewelers everywhere . . . backed by 
one of the most exciting sales events in radio history . . . the 
May-June Regency promotion! The amazing Regency uses 
tiny transistors . . . no bulky tubes. Set measures 3” x 5” x 
14”, weighs 12 ounces! Receives all standard broadcast 
stations, plus Conelrad (Civil Defense) frequencies on ONE 
standard 2214 volt battery (NEDA 215). Molded plastic 
case in black, ivory, mandarin red, cloud gray, mahogany, 
olive green. Retails at $49.95, less battery. Leather carrying 
case, $3.95, earphone, $7.50. 


Ask your distributor —or contact 
REGENCY DIVISION - 1.D.E.A. INC. - INDIANAPOLIS, INDIANA 
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New! 


CONSTELLATION SETS 
for budget-buyers 


Set No. 5746 


plus two new hit items 
pace new Carvel Hall line 


THEY LOVED US IN CHICAGO—Even our most 
ardent imitators (of which there are quite a few) were 
excited when they saw the new Carvel Hall line. 
You could almost see the buyers mentally calculating 
their increased volume and profits. It figures, too. 
Carvel Hall's new, imported Colonial Chests lend 
new prestige, new sales luster to the line. Sales- 
minded buyers stopped dead in their tracks when 
they saw the new Knife Sharpeners and Constella- 
tion Sets. And so will you. Get the complete story 
today. See your Carvel Hall distributor or write 
us direct. 


poretiMe ® PD GUARANTEE 
SERVICE 


CHAS, D. BRIDDELL, INC., CRISFIELD, MD. 


electric 
KNIFE SHARPENER 


The only electric sharpener 
by a quality cutlery maker 


New! 
COLONIAL CHESTS 


Imported, 
distinctive 


Set No. 5166 


SET NO. 6163—Mat. Carver, slicer, fork in Classic 
with new Colonial Chest, $37.50 retail. 


SET NO. 5166—6 Steak Knives, Classic Handles with 
new Colonial Chest, $33.50 retail. 


SET NO. 7700—New Knife Sharpener, UL Approved, 
fully guaranteed in smart Black-copper, $14.95. 


SET NO. 5746—6-pc. Constellation Set in Black- 
copper with Tray-Pak, $9.95. Also in Ivory. 
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A Sterling Approach to Flatware Sales. . . . 

Self-Service Encouraged in This Store 

Speaking of China, Glass & Giftwares.................0.0.0...... 
Table Top Fashions and Home Accessories . 
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At Feder’s jewelry store, El Paso, Texas, the customer is seated 


at the silver counter before any patterns are shown or discussed, 


The saleslady, who is also a bridal consultant, uses no selling 


pressure. The customer is later shown crystal and china patterns, 


by SCOT IRWIN 


The simple combination of low pressure selling and 
expert guidance has earned Feder’s Jewelry of El Paso, 
Texas, the enviable position of an area leader in silver- 
ware sales. 

“There is more to selling silverware than showing it,” 
states Arthur Cohen, president of the firm. “Silverware 
by itself is not an entity,” he contends. 

This belief is responsible for an important part of the 
firm’s merchandising program—the weekly sales meet- 
ing presided over by Cohen. In these meetings with his 
three salesladies, he discusses pertinent material fea- 
tured in such fashion magazines as Brides, House Beauti- 
ful, Charm and McCalls. This results in the salesladies 
having a knowledge of the material on which customers 
will base their silverware purchases. 

Feder’s believes that it is important for the salesladies 
to be on “common ground” with the customers in dis- 
cussing silverware. 

The firm handles only one iine of silverware, which 
might well be a serious disadvantage to a store. Feder’s 
is happy with the arrangement, however. “The advan- 
tages far overshadow the disadvantages,” Cohen main- 
tains.” 

A number of customers, after looking over Feder’s 
designs and patterns, want to shop elsewhere before 
buying. They are urged to do so by the salesladies, for 
Feder’s experience has shown that more than 90 per cent 
of these customers will return to make their purchase. 

“We know, too, that these customers will be happier 
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and better satisfied after seeing other lines and patterns,” 
says Mr. Cohen. 

The answer to why such a large percentage of cus- 
tomers return to buy at Feder’s lies in the low pressure 
selling techniques of the salesladies and the expert guid- 
ance they offer customers. 

When a customer enters Feder’s to “look” at silver- 
ware, she is comfortably seated at the silver bar facing 
the saleslady, who is also a bride consultant. The sales- 
lady shows a few pieces of flatware, but does not attempt 
to “talk it.” At this early stage, Feder’s maintains, the 
saleslady does not know what to talk, and she is not there 
to “pitch” the merchandise. 

The saleslady next engages the customer in conversa- 
tion and learns who she is, her social position, some- 
thing about the coming event (if she is a prospective 
bride) and something about her social obligations. 

“If the customer is to be the bride of a young execu- 
tive, for instance,” says Mr. Cohen, “the saleslady learns 
the number of formal affairs coming up, whether she 
leans toward the strictly formal dinner or the semi- 
formal, and something about her personality.” 

She then leads the conversation into the customer's 
home decor, finding out whether it is provincial, colonial, 
early American, contemporary or modern. She learns 
about the furnishings, coverings, draperies and color 
schemes. 

“Only with this background of information is the 


(Please turn to page 140) 
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T'S HERE! 
WALLACE 


CUSTOM STAINLESS 


Extra Special Quality 


At an extra special 
key price 










BALLET... 16 piece starter set regularly $24.95 
SONNET... 16 piece starter set regularly $21.95 


a es Both American 
| Modern Designs 
Here is your big tableware deal—the biggest in NOW FOR A LIMITED — 






the market! 
It’s Wallace’s 120th Anniversary Sale of stain- 

less and it means custom-made profits in pane TIME ONLY reas JUST 

tableware ... For You! 


« Best-Selling Patterns in the Wallace Custom line. Both 4 $1.00 Advertising allowance coupon packed with every 
Sonnet and Ballet are the finest fully graded, satin finish set. 
Stainless. They have proved to be the fastest-moving 


patterns of their kind. *« Also envelope stuffers packed with every shipment. 
«x Quick-turnover sets of 16 pieces. This is the unit that *« Also beautiful counter or window display. 

sells fastest and stays sold. It’s the set that has earned 9 

| ' i 

its name “Starter” for it’s bound to bring good repeat Don’t delay! Get in on the Wallace 

business your way. Anniversary Special before it’s too late. 


SEE YOUR WALLACE JOBBER OR YOUR WALLACE REPRESENTATIVE TODAY 


WALLACE, the greatest name in American tableware since 1835 
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No. 3217 Heavily Silverplated Two Tiered Revolving Lazy Susan (Bottom tray is 16” diam., top trav is 12” diam.) : Retail $60 


VUOLE 


A TRADITION N SILVER SINCE 1893 
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1TWiebs YOU SERVE [ima 
(BRIDAL MARKET | 


Federful sterling bridal gifts . . . to be treas- 
id for years. Poole has made available a varied 
sof the most popular of all serving pieces. 
sare sure of extra sales and profit when 
feature the Poole line for the bridal market. 


“ease 
“S | 
OK 

a ‘ 3 








RVING PIECES [—_——_c 


size. When ordering 


The ageless beauty of sterling silver is ex- 
specify pattern. 


pressed at its peak in these useful and 
decorative serving pieces. 

Each piece has a substantial sterling silver 
handle of deeply modeled design which 
will accentuate most famous silverware 
patterns. 

Each piece is available in three patterns 
(shown at right). The elegant Lancaster 
Rose, the classic Georgian or the tradi- 
tional Old English will lend an air of 
graciousness to any table setting. 

All blades are forged Sheffield stainless 





2 PIECE SALAD OR 
CHAFING DISH SERVING 
3 PIECE CARVING SET SET 
No. 1 Retail $25.00 No. 3 Retail $18.00 





All prices subject to Federal Tax 


PUNCH LADLE BRIDAL CAKE KNIFE BAR KNIFE PIE or CAKE SERVER 


CAKE BREAKER ROAST HOLDER 
No. 9 Retail $8.00 No. 7 Retail $8.00 No. 8 Retail $8.00 


No. 4 Retail $8.00 No. 5 Retail $9.00 No. 6 Retail $15.00 

















































The broad center aisle at Bliss’ is kept open so customers can circulate freely. 


MERCHANDISING 





by BEN KRUSE 


Taking a cue from food stores... 


Self-Service Encouraged in This Store 


isisiies shoppers have so impressively 
demonstrated their preference for self-service displays 
that the jeweler who wants to sell the mass market in 
his community can no longer overlook the advantages 
of self-service in his store, according to Malcolm Strauss, 
manager of Bliss Jewelers, Phoenix, Arizona. 

“Putting it another way,” Strauss states, “the more 
merchandise handled by prospective customers, the more 
we sell.” 

In going into self-service, Strauss has found the jeweler 
must apply a considerable amount of thought and logic 
to the layout of his store. 

First of all, he feels a move toward self-selection 
techniques does not require that the jeweler sacrifice any 
of the distinctiveness or decor of his store. Also, in a 
jewelry store, policy and sales training are as important 
to sales increases due to self-selection as to any other 
phase of the selling operation. 

The Bliss store itself, which moved to new and larger 
quarters in 1953, serves as a good illustration of what 
Strauss is talking about. 

Most of the street level section of the store is devoted 
to jewelry displays in simple but handsome show cases 
and wall displays. Among the noteworthy features is the 
fact that Strauss has taken a strong stand against the 
setting up of tables or other displays in the middle of 
the store. The broad aisle down the center, he feels, 
plays an important part in keeping traffic circulating and 
spreading interest through the store’s two floors. 

Under the Bliss setup, items commonly classified as 
“traffic” merchandise are shown in the rear of the store 
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The completely self-service basement with a big selection of 
appliances, clocks and gifts is staffed by only two people. 


and in the basement. Displays of hollowware, silverware 
and dinnerware at the rear of the store are designed 
especially so that customers can get at them and handle 
the merchandise without the assistance of a salesman. 
There are two chief reasons for the thinking behind this 
arrangement: 

This is the type of merchandise which has to be han- 
dled to be sold anyway. Accessibility has proven that it 
creates customer interest. 

Such displays hold customer interest at times when a 
salesman cannot take care of their needs immediately. 
When merchandise is available in open display, cus 
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if you think 
juliet had romeo 


on a String... 





meet the girl under 2O 


She has everyone on a string... 
... her mom and dad who come thru with watches and jewelry at the drop of a hint 
.. her beau who’s all tied up in knots over her, brings her bracelets, necklaces, charms, and, 
if it’s the right boy, a diamond engagement ring 
.. her friends (the most gifted crowd in town) whom she has going ’round in circles from 
Christmas to birthdays to graduations to showers back to Christmas again. 


She names it! She gets it! 


More girls marry at the age of 18 and 19 than at any other age and her family and friends go all out 
buying her china, dinnerware and glassware... then there’s the $4 billion of her own money which 


she spends as she likes...and she likes to fill her hope chest. 


So if you play your cards right... you can have the young lady under 20 on a string... for a lifetime. 


She represents the fastest growing population group in the country. Place your story where 2% million 


seventeen 
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girls will see it, read it and ask for it... 


Put your story in a gem of a magazine... 

















A McUall’s Report on Report Card 


F 


VOL. 1,NO.1 


~ Rate Your Mate ae a Parent 
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Pocket-Size Guide to King-Size Profits 


McCall’s ‘‘Merchandising Guide for Tableware and 
Accessories” is designed to help merchandise and 
sell more silver, china and glass, clocks and other 
small home furnishings accessories. This pocket-size 
Merchandising Guide, reporting on new products, 
latest trade information, news about patterns, de- 
scriptions of manufacturers’ sales aids, retail sales 


McCall’s 230 PARK AVENUE, NEW YORK 17, N. Y. 

DEPT. JB-1 
Please send me ‘‘McCall’s Merchandising Guide for Tableware and 
Accessories,” without charge. 


Name 





Firm 
Address 
City Zone State 
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training tips and point-of-sale recommendations— 
as well as featuring editorial and advertising mes- 
sages that appear in McCall’s—will show jewelry 
retailers and department store buyers how to capi- 
talize on the pre-selling job McCall’s does each 
month to over 12,000,000 readers. Write now for 
your free copy. 


Look for June McCall’s—with 10 full pages of 
editorial features, in full color, on‘Tableware:’ 


MeCalls 


230 PARK AVENUE, NEW YORK 17,N.Y. 
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tomers tend to browse and examine it rather than grow 
impatient and leave the store because the sales people 
are busy. 

In Bliss’ basement store, which handles a full line of 
dinnerware, gift items, clocks, radios, small appliances 
and luggage, all displays are set up on a self-service plan. 

This portion of the Bliss store offers a striking exam- 
ple of the labor-saving value of a self-service setup. 
Containing a total of about 3000 square feet of mer- 
chandising space, the traffic here can almost always be 
handled by a maximum of two people. It is only in the 
busiest holiday seasons that extra help is needed. At 
slower times, the store can retrench and assign just one 
person to handle this large department. This is excep- 
tional when it is considered that, in addition to selling, 
the people in this department also arrange the many 
displays and keep them tidy. 

It goes without saying, of course, that the finer items 
in the store must be kept in show cases accessible only 
to the sales staff. 











Watches and rings are kept in single shelved cases 
which fittingly accent their quality and caliber. How- 
ever, items like lighters, compacts, costume jewelry and 
men’s jewelry, are arranged in cases with tiered shelves 
which stimulate a maximum amount of browsing and 
selection activity. 

It is the keynote of Bliss policy that even in shopping 
for rings, watches and other jewelry items the customer 
Is given a maximum range of self-selection. Showing 
tings, for example, the salesman brings them up to the 
top of the counter a full tray at a time. The customers 
are encouraged to examine and try on as many as they 
please. This practice, Strauss feels, gives them the satis- 
faction which inevitably comes with handling quality 
merchandise and also tends to create comparisons and 
evaluations between one piece of Bliss jewelry and 
another. With comparisons centered around different 
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pieces of Bliss jewelry this way, customers are less: likely 
to want to see merchandise in other stores. 

Similar practices apply to watches and other items. 
The sales people at any Bliss store will keep on spreading 
out items as long as the customers keep looking. 

To operate effectively in this manner with these small, 
relatively expensive items, Strauss feels he needs a rigid 
training program among members of his sales staff. It 
is an inflexible rule in the store that show cases and dis- 
play pieces are full at all times. If a ring is sold, the tray 
is not put back into the case until another ring has been 
taken from stock to replace it. Similarly, if a watch is 
sold, another similar item is placed immediately in the 
empty spot in the show case. Strauss admits readily that 
his self-service approach creates a situation where his 
staff must spend more time in cleaning, arranging and 
dusting the often-handled merchandise. However, he 
feels strongly that this is not a drawback. The idea of 
having merchandise in the store in the first place is to 


(Please turn to page 144) 


Even silver is set up in a display that 
allows the customer to examine flatware 
and hollowware on a self-service basis. 


Through these casual, inexpensively-set-up 
displays at the basement stairs, self- 
service sells “every step of the way.” 
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China, 
Glass & 
Giftwares 


by MADELINE LOVE 





SOPHISTICATED TV _ supper party setting is 
A shown here in one section of the re-decorated 

showrooms of Haviland & Co., Inc., at 270 Park 
Avenue, New York. The platinum-rimmed “Shelton” 
pattern was used by Pat Kelly. who arranged the set- 
ting, combined with Royal Netherlands glassware and 
“Royal Danish” sterling flatware by International, with 
an unusual old French coffee maker as a point of in- 
terest. 





Free-form floating displays spotlight each of the 60 


patterns in the Haviland collection of French and Amer- 
ican china. This is effected not only by a dramatic use 
of color but by new cantilevered display units which 
permit groupings as large as five-piece place settings to 
be displayed without the use of shelving. Panels of light 
French blue and Bristol blue back the display units, the 
panels edged with woven silk giving the effect of table- 
cloths. Other display units are painted apple green in- 
side, and are divided into sections by bandings of yellow 
maple. The American patterns are shown in these units, 
which give a subtle effect of a Colonial dining room 
table, and are outlined in white-painted Colonial frames. 

The entrance area display units, where both French 
and American designs are shown, have been made lively 
with color and form. Painted mat white, they are dec- 
orated with abstract trees drawn in pure orange, branch- 
ing in the direction of different Haviland shapes which 
are balanced on invisible mountings. Lighting is done 
with a system of spotlights, creating unobtrustive ef- 
fects without altering the traditional atmosphere of the 
showroom. 

Alfred Auerbach, merchandising counsellor, acted as 
advisor to Design & Display, Inc., in developing the 
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Haviland display. Formal opening took place April 6 
at a press party in the showroom. Called “A Festival 
of Lighthearted Springtime Table Settings,” there was 
display of eight new table setting ideas, with Haviland’s 
newest designs sharing the scene with treasured heir. 
loom china. All of the tables were set by Miss Kelly, 


* * % 


ENE HENN, JR., formerly with the Cambridge 
Glass Co. and more recently on the Midhurst China 
sales staff, has joined the Hudson Art Importing Corp., 
of New York, as sales manager. Hudson Art is the im. 
porter of Royal Vienna Augarten china and other lines, 


CHET HUNT 





HET HUNT has been appointed director of adver- 
tising for Shenango China, Inc., of New Castle, Pa.. 
manufacturers of Castleton China and Peter Terris 
Casual China. This is a new position with the company, 
and its responsibilities include merchandising, sales pro- 
motion and general publicity as well as advertising. Mr. 
Hunt comes from Cleveland, where he was an account 
executive with Mildrum & Fewsmith, Inc., and served as 
advertising and merchandising manager of Kem Prod- 
ucts with the Sherwin-Williams Co. 





; red scene showing a paintress enameling a Spode 

plate is taken from the new 27-minute color movie 

called “Masters in Art and Clay” which was given its 

initial showing at a cocktail party given in the New 

York Advertising Club March 29. Guest of honor at 
(Please turn to page 146) 
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Now in wholesale stock in New York... available for immediate delivery 





BROWN FLEUR DE LIS s.2:; 


The Empress Theodora of Rome back in 500 B. C. was the one who first used the Fleur de Lis 
as a symbol of royalty. Napoleon adopted it and after his defeat by the English at Waterloo, 

this charming motif was used extensively in England for textiles, wallpaper, furniture — and then, 
by Spode, for dinnerware. 

Long popular in soft Saxe blue, this delightful pattern is now available from New York Stock 

for the first time in the currently top demand color of brown. 

Spode Brown Fleur de Lis S. 2833 is available in full dinnerware for immediate delivery 

from New York Stock. 


WHOLESALE DISTRIBUTORS 


Copeland & Thompson, Inc., 206 FIFTH AVENUE, NEW YORK 10, NEW YORK 


FOR May, 1955 135 


FLT TD TIT CAR 




















new table top fashions..}. 








"Sinfonette''—new traditional pattern in 
fine Franconia china from Bavaria; shows 
sprays of garden flowers in blue, yellow, 
and beige; 5-pc. setting, $8.95 retail. 
From Herman C. Kupper, Inc., New York. 


New "Regal" decoration is cut by hand on 
the "Lyric'' shape in handblown lead glass 
stemware; the goblet may be retailed for 
$27 a doz.; matching 7" plate, $30 a doz. 
By Fostoria Glass Co., Moundsville, W. Va. 





"Mandarin'—gold rimmed dinnerware in 
fine Schumann china from Bavaria reflects 
the Oriental spirit with its Tree of Life 
motif; 5-pc. place setting retails for $I. 
From Ebeling & Reuss Co., of Philadelphia. 





Ice-lip pitchers in Swedish glass made by 
Strombergshyttan are in four sizes—half- 
pint to retail for $5; | pint, retailing at 
$7.50; | quart, $10; 2 quarts, $12.50. 
From R. F. Brodegaard & Co., Inc., N.Y.C. 








"Reverie''—modern treatment of traditional 
floral, shows spray of white flowers against 
pink, blue or gray, with platinum line; 5-pe. 
setting may retail at $15.50. By Flintridge | 
China Company, of Pasadena, California. ! 














Distinctive double candleholders in solid 
jewelers’ bronze with bronze wire bases 
are modern in styling, retail for $6.50. 
Matching wedding-ring bowl is $10 retail. 
Sold by The Stephens, Los Angeles, Calif. 
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Eight-piece martini set in Bavarian glass 
has 34-0z. jug and stirrer in crystal and 
4-02. glasses in six assorted pastel colors. 
The set may be retailed for $8.00. From 
Geo. Borgfeldt Corp., of New York City. 





Fashioned in rich sterling silver with a 
black handle is this triangular, covered 
iug from Denmark, which may be retailed 
at $420; designed by Sigvard Bernadotte. 
From Georg Jensen, Inc., of New York. 


In bright, fresh tones of pink with gray 
leaves is this "Bridal Rose’ pattern on 
coupe shape in china, finished with plati- 
num line; 5-pc. setting retails at $8.95. 
From Syracuse China Co., Syracuse, N. Y. 


On coupe shape in English earthenware is 


"Desert Star,"' modern star design in brown 
with turquoise accents against background 
of textured sand; 5 pe. setting is $7.95 
retail. From Doulton & Co., Inc., N.Y.C. 


New glass-lined vacuum pitcher—one-pint 
size in brass or copper combination of 
metals or decorator colors, retail $24; sil- 
verplate, $32. Made in quart size, too. 
From Maxwell-Phillip Co., Inc., New York. 


For the bridal toast—two handsomely gift 
boxed hollow-stem champagne glasses with 
hand-cut hearts and arrows, decorated with 
pompoms and lilies; boxed, retail $5.95. 
From Hunt Glass Works, Inc., Corning, N.Y. 
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One show window is devoted to religious objects: jewelry, paintings, statues and figurines. 


A profitable additional line... 


Religious Paintings and Statues 


J EWELER E. P. Mapore, Salem, Massa- 
chusetts, wanted to add an extra line to his stock, but 
he didn’t have space for anything large. Since he carried 
some rosaries and crucifixes, he decided to add a few 
religious medals, pictures and statues. This was because 
Salem is predominantly Catholic, and these gift items 
were rather difficult to find. 

The first additions were made twelve years ago. The 
stock and demand have increased steadily ever since. 
As the two lines are completely compatible, Madore 
divided his store in half with jewelry on one side, and 
religious items on the other. And best of all, neither 
runs to large objects. 

The two show windows of equal size are also divided 
with half given to the religious stock and half to the 
jewelry. 

The Madores report that the majority of these religious 
items are purchased for gifts. They have a Christmas 
rush, but the gift sales run pretty evenly throughout the 
year aside from this and a few other holidays that step 
up the demand. Often they are purchased for birthdays 
and weddings which keep sales uniform throughout the 
year. 

One of the most regular purchasers are young married 
couples. When they get their first home, they often wish 
to have a crucifix, a statue or two, and some religious 
pictures for their walls. Such young people were accus- 
tomed to seeing them at home and feel happier when 
duplicates are present in their new home. Many such 
items are purchased for young people when they are 
married and given to them by friends. 

Statues of the saints are stocked in the store, and these 
are purchased to be given to people who desire an image 
of their patron saint. 

One of the most popular of all their religious items 
is the Infant Jesus of Prague.’ This statue is believed to 
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by HAZEL PALMER 


ensure that its owners shall never know want, but must 
be a gift, never purchased for oneself. In addition, it 
is artistically exquisite, and adorned with colorful robes 
of luxurious fabrics making it highly ornamental. A large 
stock of many sizes of these images are carried with glass 
bells to protect them from dust. Mrs. Madore felt those 
she purchased were not properly attired and long ago 
started making the robes herself—sewing them by hand, 
She estimates she has now made at least 300. She works 
on these at odd moments in the store, and in the evenings 
while watching television. Undoubtedly she has made 
their stock of the images more desirable with her fine, 
tasteful needlework. 

Madore did not confine his stock to the statues and 
other emblems of Catholicism. He put in Protestant 

(Please turn to page 150) 


At the rear of the store is a large display of crucifixes. 
In the foreground note the display depicting the nativity. 
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COAST-TO- COAST 

REPRESENTATION 

SHOWROOMS: 
CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St. 


LAVABOES 
FINEST IN ITS FIELD 














Wheat motif... hand decorated in 
coin gold. Removable top for extra 
planting. 16 inches high over all. 


ae No. 6607 — 3 pc. set . . . $6.60 per set 








’ GEO. ZOLTAN LEFTON, Imports 
All lmports are shipped: Thi mie) Mel MAIN OFFICE and SHOWROOMS, 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or 1550 Merchandise Mart 


COMPLETE CATALOG . 
F.0.B. Lefton-Pacific Inc., Los Angeles Warehouse Chicago 54, Illinois 












































it in a place setting with silverware and crystal that 
match it. 


is? . ; 
Can You Top This? “At no time,” declares Cohen, “is the saleslady put 
Gene’s Jewelry, Indianapolis, recently displayed into the position where all she can say is: “This is popu 
“Liberace Charm Bracelets” in its costume jewelry 2 —_ on oe ‘ P 
Fione- img lar’... ‘Isn’t this gorgeous?’ . . . or ‘Don't you think 


2 M4 " 9? 9 
One day, a little old lady, quite bent and gray, this is adorable’ 


saw the bracelets in the window and came into the 
store to look at one at a closer range. 

She bought a bracelet, and as the clerk was plac- 
ing it in a box for her, she said contentedly, ““Mom 
will sure love this gift.” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 















A Sterling Approach 
(From page’ 126) 
saleslady ready to discuss silverware,’ Cohen contends. 
Feder’s has found that with this complete background, 








the saleslady can suggest patterns and sell them with a Arthur Cohen, president of Feder's Jewelry of El Paso, T 





exas, 


minimum of resistance from the customer. For a “spring- regularly discusses editorial and advertising material appearing 
: in women's consumer magazines with his three silver salesladies, 


board” to her sales talk, the saleslady shows one design 


or pattern which would fit in well with the customer’s Salesladies at Feder’s are never allowed to point out 
home furnishings. to a customer that “such-and-such” a pattern was pur- 

This automatically leads into a discussion of crystal chased by a wealthy customer. “We don’t place one 
and china, according to Cohen. If the customer already customer second to another and thus insult them directly, 
has china, the saleslady selects a pattern like it and uses or by inference,” states Cohen. 

















Nationally Aduitiel 
PASCO CHINA 


The outstanding 
china from Bavaria 
by 
LORENZ 
HUTSCHENREUTHER 


he a hwellee 


Pattern No. 7703 


Available in open stock, 
5 piece place settings, 
94 and 64 Piece Sets 


PAUL A. STRAUB & CO., INC. 


OUR FORTIETH YEAR 
19 EAST 26TH STREET (NEAR 5TH AVENUE) NEW YORK 10, N. Y. 
LOS ANGELES SHOWROOM: BRACK SHOPS, 527 W. SEVENTH ST. 
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Young couples, with a taste 













out for the contemporary and an eye 
pur- 

one to their budget, choose Arzberg. 
ctly, 


They love its exciting design... 
its long lasting quality... 


the way it adapts to every setting. 


_— Fa 





TRANSLUCENT WHITE, 5 PC. SETTING 6.95 








H.E. LAUFFER CO., INC. 


O FIFTH AVENUE, NEW YORK 1, N.Y. 
















































5-piece place setting $18.75 retail 


Castleton’s famous Museum Shape handsomely 
decorated with free-flowing lines of color, stud- 
ded with stars. The star centers of raised enamel 
sparkle like tiny, precious gems and each piece 
is circled in gleaming platinum. 


delightful new consumer- 
selected patterns by 


CASTLETON aa 


These two newest additions to the choice —— 
of Castleton contemporary and traditional = 
were chosen as favorites by consumers . ~ 
after hundreds of tests. Feature them or aie 
sales. They are nationally advertised ~~. 
Ladies’ Home Journal, McCall Ss, ae ri : 
Magazine, House Beautiful, Better =a 
Gardens, Seventeen and The New Yorker. Write 


free advertising mats. 


CASTLETON CHINA, INC. 


NEW CASTLE 29, PENNSYLVANIA 


The shoulder is Castleton'’s popular dove grey, 
circled with twin platinum bands. Center deco- 
ration features pink spring blossoms enclosed in 
fol ol-lalale Mec hVAR igelalo is 

accented with white 

raised enamel. 


5-piece place 
setting $19.75 retail 








Feder’s uses a great deal of newspaper advertising to 
help merchandise its silverware. “But never in the store’ 
history have we discounted sterling silver,” Though the 
store sends letters to brides-to-be, it has never hina 
any free gift to draw them into the store. 


“This store shies away from gimmicks,” he explains 





Illustrated above is a section of the silver flatware and hol- 
lowware department of Feder's jewelry store in El Paso, Texas, 


In recent years, a growing number of Feder’s custom. 
ers have started buying silverware for their daughters— 
some of whom are only six to eight years old. Under 
her mother’s supervision, a girl selects the design and 
pattern she likes. 

“Instead of buying her a useless toy on birthdays, 
Valentine’s Day and Christmas, she is given another 
piece of silverware,” says Cohen. In addition to build. 
ing up her silverware for future use, this is “part of the 
child’s cultural training.” 

“We have one 10-year-old girl who already has a 
dozen silver goblets,” Cohen points out. 

“Instilling an appreciation for beautiful and practical 
things early in life is a new trend,” he adds. 





Can You Top This? 


A surprising number of people never quite under- 
stand what daylight-saving time is all about. 

F. J. O’Neill, Taunton, Mass., recently cleaned a 
watch for a woman who turned out to be one of 
these people. Two weeks after having her watch 
cleaned at O’Neill’s, the woman returned to the 
store, complaining that her watch had gained an 
hour. 

She was asked if her watch had run correctly when 
she picked it up after cleaning. 

“Yes,” she replied. “It ran very well until day- 
light-saving time and now it has gained an hour.” 

To satisfy the woman, Mr. O’Neill took her watch 
and kept it for two days. When she returned to pick 
it up, she was very pleased to see that it had been 
“adjusted”? and was now keeping correct time. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit U. 


_— 
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Kensington sales are really 
going places... 


wittn tals full-color 


?ull-oage HOLIDAY 
nromotion Y 


COME ON ALONG!... The June issue of Houiway will feature this 
full-page, full-color Kensington ad, giving your customers a “‘taste”’ 
of America’s most distinguished line of giftware. 

Come on along with this big Hotmay promotion. Add glamour, 
prestige, and extra profits with Kensington. 

Stock Kensington NOW—Display Kensington for big profits— 
repeat sales! 

Complete merchandising kit is available on request. 


KENSINGTON is a special alloy that will not 
tarnish nor stain and never needs polishing. 
KENSINGTON creations are styled on simple, 
graceful lines of good design that will always 
be correct, always be admired. 


Kensington 


New KeEnsINGTON, PA. 


A Division of the Aluminum Cooking Utensil Company, Inc. 























Self-Service Encouraged 
(From page 133) 


create customer interest. The merchandise is 
handled. And he has no complaint, therefo 
being handled. 

Another important advantage to self-service is that it 
enables the jeweler to take maximum advantage of th 
impulse sales potential of his merchandise. This : 
| especially true, of course, with the jeweler’s lower-priced 
items. With this in mind, the store set up, when it 
moved to its new quarters, a counter top costume jewelry 
section. Almost all sales here are made on impulse 
through creating interest while customers pass by we 
getting them to try on the items. In this single depart. 
ment alone, Strauss reports, open display accounts for 
between $50 and $100 in sales almost every day. The 
self-selection method is here of prime importance, hold. 
ing the customer’s interest and selling her. 

With the self-service method of display, customers 
never walk out of Bliss Jewelers for lack of merchandise 
to handle and hold their interest. Self-service in the 
jewelry store can greatly increase its sales potential 
because it capitalizes on customer interest—the desire to 
handle the merchandise—directly and completely. 


there to be 
re, with it 























































Crazy-Mixed Up Customers? 
Just Laugh Them Off 


Every jeweler knows them—those crazy-mixed up 


Stark simplicity in heavy'¥ customers! 
Stainless Steel. Complete i A Philadelphian who prefers to remain anonymous 


ee tells of several of his customers who fall into this cate- 
dare. ‘‘Vienna Modern’’ gory. There was the woman who came into his store 
ee carrying a banjo clock in her arms. “Oh, my clock is 
ep peeping broken,” she wailed. “Can you fix it and let me have it 
Be 010 Fifth Avenue, New York 10, N. Y. back by tomorrow night? I’m having company and 


there is the awfulest faded space on the wall where the 
clock hangs. I can’t have my company see it.” 

One day a man called up and inquired “What do you 
charge to repair a brand new clock that was bought 
wholesale?” 

A woman once brought back a new watch that “just 
stopped running” though she “didn’t do a thing to it.” 
A moment later, the woman clerk noticed bandages on 
In the New Yorker...as we interpret the — s and ankle. “What did you do to your 

—v ; eg?” she asked. 
pease sipniidia ea ipainius The woman replied “Oh, I had the most terrible fall. 
Stainless Steel patterns for the modern | 1 fell flat on my face and my watch landed across the 
buyer. But one of a series of unique | room.” 


advertisements to run in the New Yorker | One afternoon a man phoned to find out if his clock 
through the year. Showing list price. | was ready, only to discover that the jeweler had to send 


A.J. Van Dugteren & Sons, 210 Fifth | away for repair parts. He demanded the un val 
PRE ae SN | diately and refused to wait for the parts to arr ive. When 
? ? | the jeweler offered to give him the partly-repaired clock, 
| the man demanded—amidst a shower of invectives—that 
he be given the clock completely repaired immediately. 
What can a jeweler do about these customer head- 
aches? If you follow this Philadelphian’s advice, you'll 
laugh and shrug them off. The jeweler who lets such 
people bother him will wind up with an ulcer or high 
blood pressure, he explains. 
So just laugh them off—those crazy-mixed up cus 
| tomers! 
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adio designed 


A portable r 
welers! 


especially for je 
beauty in Ebony or Ivory— 


A sparkling 1 
from the world’s largest manufacturer ° 
-m and famous Motorola 


radios! 
Golden Voice S r. Can be personal- 
ized, too, Wt h name or initials on the plate 
in front. Retails at $49.95, plus batteries 
SOUND GOOD? READ ON ..-- 
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Star Sapphire 


a new portable radio 


by Motorola 


designed for you! 


Sparkling vacuum-plated gold trim and smart sil- 
houette put it in the jewelry class. Motorola pre- 
cision construction makes it as dependable—and 
easy to handle—as your finest watch. Golden 
Voice speaker and other famous Motorola features 
make it a traffic-builder—not only for anew and 
profitable line, but for your entire store. And priced 
to give expected jewelry profit! 

















Tee ont ) 
At] PORTas.ia Padios.. 















Motorola 
Star- Sapphire 


PORTagLe Radios 








T 
& Mite, cone APPEAL k 
2 % Mote monrs fe 
Only Motorola gives you semmeyy/ ) SPECIALLY FOR JEWELERS! 
all this / See the handsome full-color display in T 
7 the photograph above? It’s yours, P 
Brilliant long-range reception— with with your first shipment of Star Sap- 
super-sensitive pro os phire portables! tl 
core antenna and concentrated- ae 
power chassis. Plays where other And with it comes a complete mer- f 
sets fail. 5-tube performance. chandising kit, created for jewelry 
Full-season batteries — 4 longer store promotions. Window and store 
battery life! Uses one 90-volt ‘‘B”’ - ‘ : ‘ 
battery, two 1% -volt “A” batteries papio WITH FAMOUS — material i - + direct = - 1 
—available everywhere. wororoiA FIDE andout material . . . specification 
Three-way power—AC, DC or bat- sheets and how-to-sell folder . . . news- L 


tery. Instant warm-up. Shock- 

roof interlock for extra safety. 
Sdetevchs Golden Voicesound speak- 
er and Automatic Volume Control. 


paper ad mats... all kinds of.zefail- | 
selling aids. 

You can get the Motorola Star s 
Sapphire portable radio and this spe- | 
cial merchandising kit—through your 
nearest Motorola distributor. Order | 
today. Make this year your profit year 
for portable radios! 


Handsome jewelry styling—Lus- 
trous Hi-Impact polystyrene Cabi- 
net with rich gold-plated trim. 
Snap-down handle and top-side 
controls for sleek silhouette. 


For full details on the only jewelry-portable by a 
leading radio manufacturer, send this coupon to: | 


Motorola 


Atenas - 4545 Augusta Bivd., Chicago 51, Illinois 
World’s largest exclusive electronics manufacturer 





Sounds good! Please rush 


(] Name of my nearest Motorola distributor 
(] Advance copy of the Motorola Jewelry Portable Merchandising Plan 
[_] Attached order, drop-shipped through my nearest distributor 
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The United States Glass Company offers the most comprehensive 







and diversified line of quality stemware and / 


originally-styled decorative and accessory crystal in America... 





















A COMPLETE LINE OF LEAD GLASS STEMWARE 


of exceptional range in style, pattern and price. Designs to match 





or complement virtually all leading silver and china patterns. 


THE “TIFFIN MODERN” LINE 


featuring authentic designs at very moderate cost. 


slay in | THE FAMOUS “TIFFIN OPTIC” LINE 


_— of superbly crafted bowls, vases and decorative pieces. Many of 

















r Sap- 

these pieces are prized collectors’ items and have been chosen 
_—_— for museum exhibit. 
welry 
_ store 
il and 
chiles THE AUTHENTIC LINE OF PENNY CANDY, 
news- APOTHECARY AND HEINTZ JARS 
retail- | : ° ° ° 

~a solid, smash hit with consumers everywhere. One of the biggest- 

Star selling glass innovations in years. 

S spe- 5 
your | 
Order| A COMPLETE LINE OF PUNCH BOWLS 
t year ; , ; 

featuring a wide range of sizes, styles and cuttings. 

WAV 

bya 
in to: ...and the United States Glass Company’s 


policy of restricted franchises and protected 





patterns serves your best interests. 







UNITED STATES GLASS COMPANY TIFFIN, OHIO 


MAKERS OF TIFFIN AND GLASSPORT FINE GLASSWARE 
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NATIONALLY ADVERTISED 


FRANCONIA CHINA 


One of Europe’s Finest.......... 
MNCS 


Kéa 
Sas shai) 


OtReane 


BEAUTY 
AND 
QUALITY 


JEWELERS 
DEMAND 





"“BARCAROLE" 


Scrollwork and tiny blossoms in Pearl Grey and Jet Black, 
accented with fleurettes of Platinum and bands of Grey 
and finest Platinum . . ..on pure white translucent china. 
5-pc. Place Setting with 10!/." dinner plate: $12.70. 


(Slightly higher South & West) 


. thythm in Platinum 
ON FRANCONIA’S TRANSITIONAL SHAPE 


© INQUIRE about our new Illustrated 16-page booklet, “The 
Romance of Fine China,” available for point-of-sale distribution. 


39-41 West 23rd St. 
oe cee OO ae 


If it’s f 





ine. 


Flanboie Chana 


Brocade 


A luxurious garland of gossamer white blossoms on a soft 
pastel coupe background. Fine translucent china with a 
rich finish of sparkling platinum. Equally at home with 
malete(cldimelm@mineleliitelalel ime (-taclaaw 0 Zell (elo) (-Mvdiiile lial oam ol lUI— 

or grey backgrounds. 
$15.50 a five-piece place setting. 


As Advertised In: 
LIVING FOR YOUNG HOMEMAKERS * HOUSE BEAUTIFUL 
HOUSE & GARDEN ¢ SEVENTEEN 
BRIDE’S MAGAZINE * MODERN BRIDE 
House Beautiful’s GUIDE FOR THE BRIDE 
FLINTRIDGE CHINA CO., 350-380 S. Raymond, Pasadena 1, California 


61 
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Speaking of China 
(From page 134) 
the preview was R. R. J. Copeland, chairman of W.T 
Copeland & Sons, Ltd., of England, manulacturers of 
Spode china and earthenw are, who, with Mrs. Copeland, 
was completing a six weeks’ visit to this country and 
Canada. 

The film combines pictures taken at the 185-year-old 
pottery at Stoke-on-Trent with story material photo. 
graphed in New York. It uses a Gainsborough painting, 
borrowed for the occasion, as a basis of comparison for 
the hand-painting of china decoration with the technique 
of the great masters. To quote Mr. Copeland: “No 
mechanical means of decoration has yet been devised 
that can equal the delicacy of touch and the brilliance 
of color that the artist can give to fine china.” He went 
on to say that Spode is a craft factory, not a production 
factory, and so has different problems than those of 
mass producers of tableware. “With the perspective of 
185 years, we are inclined toward the long-term view of 
design and we find that some of our oldest patterns are 
in the greatest demand today.” 

The new movie was produced for Copeland & Thomp. 
son, Inc., American wholesale agents of the Spode works, 
It will be available to stores and will be distributed to 
clubs, schools and colleges throughout the country, and 
has been completely cleared for television. It is booked 
through Copeland & Thompson. 


% * * 





Left: Leerdam vase from Holland, designed by lep Valkema. Right: 
Orrefors vase from Sweden, designed by Ingeborg Lundin. 


ERE are two pieces from the exhibition of con- 


temporary European glassware which opened 
March 23 at Georg Jensen, Inc., New York. More than 


200 items are included in the exhibit, each of them se- 
lected by the designer, himself, thus representing the 
design viewpoint, rather than the commercial one. 
Austria, Denmark, Finland, France, Germany, Hol- 
land, Italy and Sweden are represented in the exhibit, 
and many of the pieces are not only being shown for 
the first time but are the first works of the artists ever 


to be shown in this country. They reveal a great variety 
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...it’s no fairy tale with Zippo! 


T.. beauty of Zippo is a delight to every 
man or woman who receives one! 

The quality of Zippo is proved supreme 
by the world-famous Zippo guarantee: If a 
Zippo ever fails to light easily and perfectly, 
we fix it free! 


Wonderful style and superb quality! 








Sterling silver, 


10-kt. gold-filled, 
deeply engraved. 
$20, plus Federal tax. $17, plus Federal tax. 





delicately engine-turned. 





Don’t they add up to a natural for fine jewelry 
store sales? 
Stock special Jewelers’ Gift <ippos, with 
cases of precious metals... high-polish chrome 
rich, colorful leathers and true-color 
sports designs for men and women. They’re 


lighters that shoppers won’t find everywhere! 





Rich, real Colorful ceramic 


leathers, choice designs on high-polish 
of colors. $6. chrome. $8.50. 


Other Zippos from $3.50 to $192.50, including Federal tax. 


g 


e 


) o J 
8 


. 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
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(GY ZIPPO 





with the famous Zippo guarantee 








in form and technique and unusual uses of color. Also given in March 17 at the Hotel Astor, New York by the 


included in the display are the basic tools of glass-work, China Glass and Pottery Association of America jn 
essentially unchanged for hundreds of years, and the honor of the ninetieth birthday anniversary of Paul 4 
original prints showing the steps in glass-making from Straub. Mr. Straub, head of the company which ees 
Diderot’s 1752 encyclopedia of the arts and sciences. his name, is seen at the right, holding his birthday gift 
These were shown through the courtesy of the Corning from the Association, while E. Monroe Fisher, president 
Glass Center. of Fisher, Bruce & Co., of Philadelphia, toastmaster, ap- 

Selections from the collection will be circulated by the pears at the left. In the center is Fred Kolb, chairman 


Smithsonian Institution. 


of the board of the Geo. Borgfeldt Corp., of New York. 
%* * & 

ARRY HOLDING, head of Gense Import, Ltd., of 

New York, importers of Gense stainiess steel flat- 
ware and hollowware from Sweden, has announced the 
removal of the offices and shipping rooms to Branchville, 
N. J. The move, which took place April 15, gives Gense 
a three-story building with five times the space occupied 
in New York, and its stock contro] and shipping advan. 
tages have already enabled Gense to remove most pack- 
ing and handling charges on the line. 


oe magazine has just brought out the first 

issue of its new “Merchandising Guide for Table. 
ware and Accessories,” designed to help retailers sell 
more silver, china and glass, clocks, and other small 
home furnishing items. The pocket-sized publication 
will be issued periodically and sent to a selected group 
HE heads of three well-known china and glass import of jewelers and department store buyers, giving trade 
houses appear here at the head table at the luncheon information. news about patterns and sales aids, retail 
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ROOSEVELT HOTEL RADDISON HOTEL deLIDO HOTEL 








ATTENTION BUYERS! 


SHOP THE NEW FALL LINES THE EASY WAY 
SELECT YOUR NEEDS FROM THE COUNTRY’S FINEST LINES BOTH DOMESTIC & IMPORTED 


THE ABOVE SHOWS ARE DESIGNED FOR YOUR CONVENIENCE & COMFORT, WITHIN EASY 
TRAVELLING DISTANCE OF YOUR RESPECTIVE LOCALS. 
SAVE TIME — SAVE MONEY 


WATCH FOR FURTHER ADVERTISEMENTS AND OUR DIRECT MAIL FLYERS FOR SPECIAL ANNOUNCE- 
MENTS OF VITAL INTEREST TO YOU. IF YOU ARE NOT ON OUR MAILING LIST PLEASE WRITE US. 
THANK YOU. 


Directed By 


HELEN BRETT TRADE SHOWS, INC. 6 East Monroe, Chicago 3, Ill. 
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STAMP NAMES or 
MONOGRAMS 









NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 











ART MONOGRAMS 


and LETTERING 
BY 
J. M. BERGLING 
18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 


The Jewelers’ Circular-Keystone 
100 E. 42nd St., N.Y. 17, N. Y. 


SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 














EARRINGS & BRACELETS 


Sold Through Wholesalers Only 


JMs> JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 


For May, 1955 
















“BRETTON WOODS" 





New this Spring from 
HEINRICH & CO. 
Contemporary in styling —leaf design in 
subtle tones of purple, gray, blue and brown 
done on coupe shape in pure white china, 

with platinum edge line. 
5-pe. Setting: App. $9 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 





44 York St. 
Toronto, Ont., Canada 




















SHEFFIELD STAINLESS STEEL 


-makes Customers Stop...Look...and Buy! 


The trend is to quality merchandise, and those dealers who 
feature the Kirk’s Pearlex line know that they can sell easier, 


offer a lower price and make a better profit. 


Luxurious ((feavles CUTLERY SETS 












SIX PIECE STEAK SET 


Tapered Sabre Steak 
Knives with Serrated tips. 
Shaped, Matchless Pearlex 
handles. Blue leatherette 
gift cased. 





















Order from your jobber 
or write direct. 
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sales training tips, and point-of-sale recommendations. 
In announcing the new series, John A. Bolster, McCall’s 
home furnishings promotion manager, said: “We hope 
this new merchandising guide will serve as one more 
link to solidify the reader, the retailer, and the adver- 
tiser.” 





Can You Top This? 


One morning a woman came into Gipprich and 
Son Co., Reading, Pa., carrying a bundle wrapped in 
old newspapers. 

She explained that her clock wasn’t working prop- 
erly and asked if the store could repair it. The clerk 
told her that he thought so, and began unwrapping 
the newspapers. He was amazed to find the bundle 
contained nothing but a pendulum. 

Quite puzzled, he asked the woman why she hadn’t 
brought in the clock if she wanted it repaired. 

The woman blandly replied “Oh, the clock runs 
fine—it’s only the pendulum.that doesn’t work.” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Religious Paintings 
(From page 138) 
items, Jewish and other religions. And to handle such 


religious lines, Mr. and Mrs. Madore studied the other 
religions. They know the stories of each of the saints, of 








the Infant of Prague, or the religious paintings hun 
upon the store walls, and can always find time to relate 
them to interested customers. 

Bibles seemed to fit into the scheme, and a wide 
variety of sizes and bindings are carried for all religions, 

In addition to themselves, the Madores employ four 
women clerks. It is necessary that these girls be familiar 
with the religious line. To train them, both Mr. and Mrs. 
Madore systematically instruct the new employee in each 
of the different objects during times when the store js 
not filled with customers. It is necessary that, for ex. 
ample, a girl know, when someone asks for a statue or 
painting of St. Cecelia, that she was the Patron Saint of 
Music and a few other facts about her. It does not take 
long to instruct a clerk. Nor have they found it neces. 
sary or even advisable to seek employees with religious 
training. On the contrary, any young girl who is inter. 
ested can learn. Since they themselves have read a lot 
on the different religions, they have available many 
books. Without exception, the girls have soon started 
reading the books on their own. 


THE PRESENCE OF COLOR 


One important point of this sideline that should not 
be overlooked is the presence of color. There are enough 
reds, blues and greens in rich deep shades to make the 
store fairly glow with the darker hues holding it to a 
sunset effect. 

Since religious cards are sought by many, and sparsely 
stocked in most card stores, the Madores carry a very 
complete line, and find they sell readily. 











Strictly Refiners 


Not Manufacturers 








Metals of Guaranteed Purity 


GOLD ¢ SILVER * PLATINUM ° PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


| | W. solicit your Sweeps — 


Filings—Scrap Gold and 


Platinum—Metals 


of Jewelry Your OL Gold Shipments 
WILL RECEIVE 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. JU 2-2320 New York 36, N. Y. 
Eset. 1895: 
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Another line of items that is quite compatible to the 
religious line are Hummel’s figurines. While these are 
not the same, they were created by a nun, and the profits 
gill go to the convent where they are manufactured. 

Some of the statues sell at rather high prices because 
of the fine art work that goes into them. But the stock 
moves well due to the fact that such gifts are often pur- 
chased by several members of the family for one or for 
he home. It is an object they will keep and cherish, and 
therefore they desire that it be the best obtainable. 


Back-To-School Campaign 
Increases Luggage Sales 





The success of “back-to-school merchandising has resulted 
in the addition of this new luggage department at Bauman's. 


An aggressive merchandising pian has resulted in 
such increased back-to-school luggage sales during the 





past five years that Bauman’s, Dothan, Alabama, was 
recently remodelled to provide a new luggage depart- 
ment. : 

“Most back-to-school luggage is bought as a gift,” 
says manager Theodore Bauman. “Our sales theory is 
based on suggesting matched sets of luggage as gifts for 
sons and daughters who will return to college . . . and 
to continue this suggestion throughout the entire sum- 
mer vacation period.” 


SUGGESTIVE SELLING 


When an older couple makes a purchase at Bauman’s, 
it is a routine step for the salesman to inquire whether 
they have children who are attending college. If they 
do, the salesman suggests that they “select now” for 
their children’s back-to-school luggage requirements. 
“It is almost a certainty,” says Bauman, “that they will 
recollect this conversation when the time comes for 
planning their children’s fall wardrobes and equipment.” 

In line with their emphasis, Bauman’s maintains a 
Luggage Registration service. When younger customers 
come into the shop they are asked to make a selection of 
luggage. This is registered by the store and a salesman 
later telephones or uses direct-mail to inform the parents 
of the choice. Parents who come into the store are 
usually quite surprised to discover that their children 
have already indicated the luggage of their choice. This 
makes it easier for Bauman’s to sell the luggage to them 
as a gift. 

Bauman’s also ties-in its window displays with the 
luggage campaign. From mid-summer until the opening 














Generations of @ld English Styling as adapted by American 


Masters—enhances the Tradition in Silverplated Hollow-ware 





Trade Mark Reg 





Priced right at 
$125.00 


(your cost) 


Style #117 GR/7 


Beautifully sculptured patterns and Graceful Body Lines, characteristic of 
Birmingham Silver, Inc., Creations. As illustrated by the Hintage Pattern 
Tea & Coffee Service of Large Capacity on 30” x 19” Tray. Swinging Tea 
Kettle features our new Adjustable flame control Alcohol Burner. 


SHOWROOM 
A. C. Hirsch 
342 Sth Ave., New York I, N. Y. 


Birmingham Silver, Jue. 


1000 GRAND STREET, BROOKLYN I1, N. Y. 


SHOWROOM 
H. Hirsch 
315 W. 5th St., Los Angeles, Calif. 

















FOR May, 1955 
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Here’s the sensational 


N Ew 


PILLIOD DECORATOR 


so attractive and convenient as a 
wall cabinet—for finest sterling 


om ee 


Efe 
ee at a 4 








so modern and handsome on the buffet or in 
a drawer—for everyday silver 





so functional in design—with a 
roll-away top and contemporary lines 


- : IF YOU LIKE A LOOK OF 


QUALITY...HERE’S A WINNER! 


Designed for modern-minded America, the 
striking new Decorator with functional roll-away 
top holds a basic service for twelve—with 
individual racking for butter spreaders. Washable 
laminated plastic in delicate blond tones, contrasts 
distinctively with the burnished mahogany 
finish and the PACIFIC SILVER CLOTH 
interior. Every line, every fabulous 
feature says ‘buy me!” And they will. 


Retails at $1695 / 





Send coupon for a trial order—and ask for 
our complete line catalog along with it. 


THE PILLIOD CABINET COMPANY * SWANTON, OHIO 


[_] Please send me one Decorator Chest on memo billing. 
[_] Please send me a complete line catalog. 














of colleges in the fall, a window is devoted to “back-to. 
school luggage.” This display includes photographs of 
leading southern universities and colleges, collegiate 
banners, railroad time-tables and airline posters. Smalj 
signs, scattered among the luggage, urge shoppers to 
take advantage of the store’s layaway buying plan, and 
to arrange for gold-leaf monogramming and other per. 
sonalized services well in advance. 


NEWSPAPER AD CAMPAIGN 


About six weeks before colleges open, Bauman’s 
launches its newspaper advertising program. Their ad. 
vertisements feature photographs of durable luggage and 
again suggest the store’s layaway plan. 

This idea of making a “second sale” of luggage js 
prominent in the thinking of Bauman’s sales staff. Every 
customer is a potential purchaser of luggage, either for 
himself or as a gift, and manager Bauman has found 
that “a few extra moments devoted to suggesting a pur- 
chase of luggage can produce a highly-pleasing second 
sale volume.” 





Can You Top This? 


A woman with a rather thick foreign accent 
brought a Duber Hampden watch into the Antique 
and Modern Clock Shop, Los Angeles, to be repaired. 

The watchmaker examined the watch and told 
the woman that it needed cleaning and polishing of 
the pivots. He then checked these items off on the 
repair ticket so she would know what was being 
done to her watch. 

“By the way,” said the watchmaker, “this watch 
is now being manufactured in Russia as the entire 
factory was moved there from the United States 
some years ago” 

The woman, who was looking at the items checked 
off on the repair ticket, suddenly snatched up her 
watch. 

“Who ever heard of a Russian watch with Polish 
pivots,” she said indignantly as she stalked out of 
the store. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











‘Mystery Packages’ Sale 
Brings New Customers 


A clever promotional idea involving the sale of “mys- 
tery packages” was recently used by Reiley’s Jewelers 
of Oscaloosa, Iowa. . 

Reiley’s filled a window with brightly-wrapped, but 
unlabelled packages, large and small, and priced them 
all at $1. Articles in the “mystery packages” ranged 
from $1 to $100 in value and many contained silver, 
diamonds, watches and other valuable items. 

The packages were sold at a special “Dollar Days” 
sale that brought many new customers into the store. 
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. Austin, Minn., held a “Courtesy Days” program, 
Store and stimulated good business from people outside the 
lite city, as well as from residents. Retailers learned that 

‘ customers like to shop in Austin because of larger 

City State stocks, better window displays, variety of merchandise 

sit iat chat i aa teatime nai malta ante inicualaial eaaiaiailiidal 3 | and courteous sales clerks. 
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Humor Used in Jeweler’s 
Two-Watch Campaign 


A touch of humor is being used by Pohndorf’s Jewel- 
ers, Denver, Colorado, in its campaign to show cus- 
tomers why they should own two watches. 

The firm’s opening advertisement featured a sketch 
of a middle-aged man starting off on a hunting trip 
dressed in a tuxedo. “Would you go hunting in your 
tuxedo?”, asked the ad. “Then why wear your fine 
dress watch for active sport? Every man needs two 
watches!” 

The ad highlighted sketches of two watches: a “ser- 
vice” watch selling for $30.25 up and a “dress” watch 
gelling for $44 up. 





— 


Can You Top This? 


A jewelry store in Dayton, Ohio, catered particu- 
larly to a wealthy clientele. One society woman, very 
friendly with the owner, would occasionally get car- 
ried away with enthusiasm and get behind the counter 
and sell to her society friends. 

One day she bought for herself a $700 watch. 
The next day she came back to the store and said 
she was unhappy with the watch’s performance—it 
didn’t work! 

The jeweler examined the watch and noticed a 
dent in the back of the case. He said, 

“It appears that this watch was dropped. Did you 
accidentally drop it?” 

“On, yes,’ she said gaily, “but I picked it right 
up!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Can You Tell Them Where to Buy? 


Jewelers, whether they are located in a town or city, 
are always confronted with the matter of securing maxi- 
mum volume of business from their trading area. In an 
effort to get this business, many merchants have resorted 
to “trade at home” campaigns, in which they appeal to 
local trade area residents to support home industries and 
stores. Such campaigns have been widespread, particu- 
larly in some middle western states. 

A mail survey to various chambers of commerce 
showed that the “trade at home” campaign falls into two 
distinct classes. 

The first asks citizens to support local stores because 
it is a duty to do so: for local merchants pay taxes, par- 
ticipate in civic and community work, etc., and thus 
deserve the business more than outside concerns. 

The second type of “trade at home” campaign is more 
subtle. It stresses the many products and services which 
are available for customers in a certain town—compara- 
ble or better than in nearby towns or cities. The wide 
variety of cheerful, friendly service is also stressed. There 
is no attempt to tell the consumer where he should buy. 
Rather there is the attempt to win his trade through 
persuasion. 


FoR May, 1955 





















the flame you aim... 
the Beattie Jet Lighter 


out in front for jewelers’ profits! 


TILTED jet 


flame for pipes 






UPRIGHT 
for cigars and 
cigarettes 


The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 


The Flame 


you aim 





Why Beattie Jet Lighters sell so easily... 


1. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

. The only jet lighter that works on standard 
lighter fuel, always at hand. 

. Wick lasts indefinitely. 

. Longest flint. 

. Easy to fuel—holds more, too. 

. Guaranteed to work. 

. 10 models retailing from $6.85 to $27.50. 

. Consistently advertised. 


For full information or display material write to 


BEATTIE Ta BP rncovers, INC. 


19 East 48th Street, J New York City 


Write to us for our plan in regard to 
cooperative advertising. 


CONAMARwW bdo 
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NEW 84" long. Retail, tax inc. $95.90 
S | Z F 1 3 compartments — king size and regular 





A personalized lifetime remembrance 


STERLING CIGARETTE BOX 


Never-to-be-forgotten gift for the groom, the president of 
your club, the retiring executive, the tournament winner 
—and for a thousand other appreciations and occasions. 


IN 5.SIZES 


#1—4" long, 34%" wide, 12" high $27.50 
#2—6%"' long, 344" wide, 1/2’ high $38.50 All prices 
#3—4"' long, 3%" wide, 2%" high $35.00 retail and 
#4—64"" long, 344" wide, 244" high $50.00 include tax 
#5—8'" long, 314" wide, 12" high $55.00 


Newspaper mat of this advertisement is available. Your 
newspaper will add store signature and facsimile engrav- 
ing hin to copy above. Use it to bring profitable gift 
business to your store. We can provide engraving service. 


Write for catalog of complete Smith & Smith line. 


smith & smith 


NORTH ATTLEBORO, 
MASSACHUSETTS 








ih soil. 


Stainless Steel Blades 


by Vboethampton 


For New Goods or Repairs 












A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


B. Cap Lifter (Hook Type 
D. Cheese Scoop 








NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS: =e 








ESTABLISHED 1871 
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Herewith are some typical comments by secretaries of 
chambers of commerce in some middle western states 
on the trade at home campaign. ; 

From the secretary of Sycamore, Illinois—“We have 
made arrangements with a local radio station to include 
ten spot announcements per day, five days a week, {or 
at least a three months period, in their broadcasts, at 
which time “Shop in Sycamore” is continually empha. 
sized. There will be slogans such as “Make Sycamore 
Your Shopping Headquarters”; “Shop in Sycamore for 
All Your Needs”; “If You Want It You Can Get ft in 
Sycamore,” etc. 

“This is an overall program and no one merchant js 
mentioned. Our aim is to make the trading area con. 
scious of Sycamore—first, last, and always—as their 
trading center.” 

Another secretary stated, “For many years we have 
been running ads periodically in which we urge citizens 
to patronize only Chamber of Commerce members. We 
point out that these merchants and professional men 
donate time and money toward making ihis a better 
community and usually have merchandise and service 
comparable or better than other towns and cities. The 
merchants feel this advertising campaign has helped 
their business.” 

Practically all secretaries mentioned that a good “Wel- 
come” program to new residents of a town or city, in- 
forming them of products and services and organiza- 
tions available to them, is vital to any community. Some 
pointed out that in advertising a “Welcome” to new resi- 
dents via newspaper advertising, the merchants were 
actually “inviting them to buy in their new home town 
first.” 

Opinions vary as to the effectiveness of trade at home 
campaigns. But most secretaries realized the need for 
getting more business from the home trade area, espe- 
cially through informing the public of products and 
services obtainable at home. 

In other words, you can “lead the customer to the 
merchandise counter—but you can’t make him buy, 
unless he really wants to.” 








Can You Top This? 


It is usual for prospective mothers to make plans 
for the happy future of their offspring. But rarely 
are they as thorough going as the sweet young thing 
who visited the store of Klivans Bros. Co., Youngs- 
town, O. 

She wanted to see ladies’ birthstone rings. Then 
she asked many questions about the birthstone colors. 
Since her inquiries covered all the months, the sales- 
person curiously asked her when her birthday was. 

“Oh, it’s not for me! I want to know the month 
with the prettiest colored birthstone. That’s the month 
I'll have my baby!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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You must have a 


-FLAIRG 


for gift volume 


CRYSTAL-AND-STERLING BOWLS 


The new all-occasion gifts that 
exoluoTat-Mial-Mel >) ole] Molar lela dilile 
crystal with the prestige of sterl- 
ing silver. Strikingly simple in 
design to blend with any table 
setting, any decor. Modestly 


priced, for volume. 


Your cost $7.50 A ; 
Your cost $5.00 National ly Advertised 


Your cost $3.75 in 
The New Yorker 


House and Garden 


. Centerpiece Bowl, 10” long, 4%” high 

. Candlesticks, 7” long, 3” high, per pair 

. Small Mayonnaise, 7” long, 3” high, with sterling ladle 
. Partitioned Mayonnaise Bowl 742” long, 4” high, with 2 sterling ladles Your cost $6.25 
. Mayonnaise Bowl, 712” long, 4” high, with sterling ladle Your cost $5.00 
. Sugar and Creamer 3” high Your cost $3.75 


tHE SHEFFIELD SILVER COMPANY 


17 Crosby § Street, Now York N.Y [ITT nes 


House Beautiful 


mm on FS > 














NEW! Reduces Your Diamond Inventory 











VARI-HEA 


PATENT PENDING 

















INTERCHANGEABLE 


DIAMOND RING MOUNTINGS 



































WALLACH Jewelry Mfg. Co. 


LOS ANGELES 13, CALIFORNIA 


315 WEST 5TH STREET 


For May, 1955 














EAD CAN LESS THAN 
" SAFELY 2 MINUTES sHOPWORK 
4 DIFFE RENT REQUIRED OR SPECIAL 
ATTACHED FOR A SKILL 
S ; Z 7 M4 & A D S BY ANYONE PERFECT JOB REQUIRED 
From 1/16 to 1/2 Carat NO NO NEED TO SAVES TIME 
a" / SOLDERING SEND RINGS MONEY 
INTERCHANGEABLE NO HEAT TO OUTSIDE AND 
WITH 1 MOUNTING APPLICATION SHOPS DELAYS 
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> & FOR FULL DETAILS... 


BUSINESS WEEK calls it... 
“The Biggest Boom in America Mining 


history!” The uranium fever is everywhere! 





400 YOU, 700, 


r 
E BIG PROFITS BY 
ne b GEIGER IGER COUNTER! 
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SELLING F- 


nly a few minutes 
pusa 





READ WHAT 
a: BILL BARBUS, F 
- pasadena dealer, ¥ 
 says:“I never rea- 7 
lized how much 
money there is in 
'. selling geiger 
| counters. | sold 
"en, 2 | $3237.31 worth in 
we % one month!” 


, just 
— goex a 


it takes © 
of your time to dro 
line and it may mean 
thousands of dollars’ profit 


to you! 
























Write mtn 


prices, discounts, free 
promotional aids etc. 







140 West Providencia Ave. 
Burbank, California 








SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
ast; and you can set any date you wish, to 
egin your course. 

A very fine new book of facts about B.T.S. 

and its work: Your Future and Our School, 

tells how you can benefit supremely by a 


B, T:S; course, and will be mailed you, free: 
write for it. 


B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 
maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 








JEWELRY 
ENGRAVER’S 
MANUAL 


By John J. Bowman and Allan Hardy 


A sensation when if ran serially in JC-K. 


Now in permanent book form for shop 
and home reference. From basic elements 
of drawing to the fundamentals of the 
use of tools, this book takes the beginner 
through the necessary steps of learning 
to be an accomplished engraver. Also 
contains a wealth of material for the 
practising artisan. A must for anyone in- 
terested in the art of engraving, particu- 
larly as it applies to its application to 
Contains 152 


jewelry and silverware. 


pages, many illustrated. 


Price $3.50 a copy — Postpaid 


Send check or money order—no charge accounts 
opened for book purchases. 


The Jewelers’ Circular-Keystone 


100 EAST 42nd STREET NEW YORK 17, N. Y. 








school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 
Courses in Watchmaking, 
Jewelry Repairing. 


oa free book! Your Future and Our 
ool— 


Engraving and 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


John J. Bowman, 
Director 


Charles Ezra Bowman, 
Registrar 
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‘SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


Sold Through Wholesalers Only 
JMs> 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 
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-.. were REALLY 


sorry! 





Yes, really sorry that 22,000 copies of THE 
JEWELERS’ BUYERS GUIDE were not enough 
to satisfy the demand of jewelry buyers 
coast-to-coast. Result: we’re sold out — six 
months before our next publication! 


We're also thrilled that the tremendous acceptance 
by the most important buying companies in the 
field has been greater than our print order 

for the last issue. 


TO BE CERTAIN OF RECEIVING YOUR 
“GUIDE”—THE MOST VALUABLE SOURCE 
OF REFERENCE FOR THE BEST BUYS 
AND OPPORTUNITIES — Do the following: 


4 it you are not on our “Automatic Subscriber List,” 
reserve your copy now. That will put you in a 
preferred position, certain of getting your copy 
regardless of how great the demand may be. 


9 Mail your check for $3.75 with your reservation. 


4 Or if you prefer, merely ask us to send the next 
issue and we will bill you later. 


The demand for THE JEWELERS’ BUYERS GUIDE 
has grown greater year by year, and it’s quite 
possible we might have to say “SORRY — SOLD 
OUT AGAIN!” 


SEND FOR YOUR COPY NOW ... 
AND ASSURE YOUR PROFITS LATER 





Warning— 
Deadline! 





Final notice to progressive, far-sighted companies who want 
to sell the retail, wholesale and manufacturing companies 
who buy 80% of the total purchases in the jewelry field: 


You have only until June 3rd for deadline to insert advertisements 
presenting your products in the biggest-of-all Tenth Anniversary 
JEWELERS' BUYERS GUIDE. 








JEWELERS’ BUYERS GUIDE 


1475 BROADWAY, NEW YORK 36, N. Y. OXford 5-5151 


FOR May, 1955 





Briefly | 





ANTI-JEWELRY TAX IN ALABAMA DEFEATED. The united efforts of members of the Alabama 
Retail Jewelers Association, and its president, Garfield Goodwin, resulted in 
the temporary scrapping of a proposed bill that would have caused immeasurable 
harm to Alabama jewelers. To help finance an old age pension plan, Alabama's 
governor tried to push through the legislature a tax bill on jewelry, furs, 
luggage and cosmetics. Under the proposed tax bill, jewelers would be penalized 
with a 10 per cent state excise tax in addition to the present three per cent 
sales tax, in addition, of course, to the 10 per cent Federal Excise Tax. The 
alert action of Alabama's jewelers stopped passage of this bill--for the pres- 
ent time, at least. 


CONGRESSMAN SCORES WATCH TARIFF. Rep. Emanuel Celler, (Dem., N. Y.), aS Spokesman 
for a bloc of 16 Democrats in Congress, is calling for a thorough review of 
the administration's decision to increase the tariff on imported watches. 
Singled out for criticism by the group is the sharp difference between the 
final administration decision that protecting the domestic watch industry is 
"essential" to national defense, and a prior Defense Department study conclud- 


ing that "no special treatment" is necessary for the industry from a mobiliza- 
tion standpoint. 


MINIMUM WAGE BOOST GAINING MOMENTUM. Jewelers are faced with the prospect of still 
another jump in operating expenses--this time in payrolls--if proponents of a 
higher and expanded minimum wage win the current congressional battle. The 
current drive to increase the minimum wage is one of the strongest in recent 
years. The labor department and labor unions are seeking an increase in the 
minimum wage from the present 75¢ an hour to $1.25 an hour, and extension of 
coverage to include retail and service workers. President Eisenhower has agreed 
with their basic arguments, but asks for only a 15¢ an hour increase and cover- 
age of some retail workers. 


INTERESTING SESSION PLANNED FOR NWJA CONVENTION. The 48th annual convention of The 
National Wholesale Jewelers' Association will be held at the Edgewater Beach 
Hotel in Chicago on June lst, 2nd and 3rd. A highlight of the convention will 


be a discussion of current problems by a distinguished panel of leading man- 
ufacturers. 


FAIR TRADE STILL UNDER ATTACK. Fair trade may be groggy from the punishment it's 
been taking in the last year, but it is not down. Attacks on fair trade, cen- 
tering around the Justice Department's contention that fair trade "throttles 
competition" and "facilitates horizontal price fixing," will be tempered with 
a proposal that fair trade be replaced with some new laws specifically aimed 
at preventing loss leader sales and selling below cost. Meanwhile, last month 
the Greater Detroit Jewelers Association and Jewelers Association of Greater 


Chicago passed similar resolutions "favoring the immediate discontinuance of 
Fair Trade Laws." 


NICKEL SUPPLY FOR CIVILIAN USE TIGHTENING. Nickel supplies for civilian uses are 
continuing to tighten up, and the forecast for the remainder of this year and 
the immediate future are bleak. Government officials added about 1 million 
pounds of the scarce metal to industry's allotment in April, but at the same 
time cut supplies available for the month to producers of non-defense products. ' 
Increased demand for the metal for jet engines and other military equipment, 
on top of the world shortage, was given as the reason for the cut. 
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Sreruing FLATWARE 
PATTERN INDEX 
In use daily 
Here Are All the by leading 
All Books are sold Jewelers 
Remittance With Order ANSWERS everywhere 
An absolute necessity in tracing patterns to be matched. An excellent means of 
suggesting pattern names to customers. 
The illustrations are printed exact size on fine coated paper. The pattern names. Order 
printed on ledger paper, are arranged alphabetically under one combined index— Yours 
and again according to companies using them. It is arranged im loose leaf form : 
with a durable cowhide leather ring binder. To day i 
| THE JEWELERS’ CIRCULAR-KEYSTONE ll SSS SS 
100 East 42nd St., New York 17, N.Y. Re rome Ae) : 
Chestnut and 5éth Sts., Philadelphia 39, Pa. ‘ 
| Send THE STERLING FLATWARE PATTERN INDEX. Remittance $00 ooo. is enclosed 
We want the complete set with binder i” 
| We want the complete set without binder [J ‘ 
IR iiiitedscasilenss rg RAs eae cuaagteerameenie 
Without binder, $15.00 EEE 
PRICE With binder, $20.00 RT ee ee ee TL 
Binder only, $6.00 a Nee ata ate 
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Interesting and Educational Lab Sessions 


Highlight 20th AGS Conclave in Boston 


Nearly 300 jewelers from all parts of the 
country assembled in Boston April 2-to-5 for 
the 20th annual conclave of the American 
Gem Society, where the New England Guild 
was host at the Hotel Statler. * * 

Friday, April 1, was given over to regis- 
tration, and the international committee held 
its that night and on Saturday, 
April 2, followed by a special get-together 
of certified gemologists. During the after- 
noon, attendants toured the new Boston Mu- 
seum of Science, and then heard G. Robert 
Crowningshield, C. G., director of the Gem 


meeting 


Laboratory, Gemological Institute of Amer- | 


ica, present part 1 of “Simplified Gem Test- 
ing for the Modern Jeweler.” A reception 
followed, with Quentin W. McCaffrey, presi- 
dent of the Boston Guild; Walter Bain, vice- 
president; Mrs. Ella Bird, treasurer; and 
Donald Bethany, secretary, heading the com- 
mittee. That evening, various committees 
met, outlining plans for advertising, examina- 
tions, membership, et cetera. 

Sunday morning, members were welcomed 





to the conclave by H. Paul Juergens, master 
of ceremonies; Oscar Kind, Jr., president of 
the AGS; Mr. McCaffrey, and John Brown, 
representing Mayor John B. Hynes of Bos- 
ton. Following a buffet luncheon, the first 
session of laboratory instruction was cen- 
ducted by Richard T. Liddicoat, Jr., C. G., 
with members grouped at separate tables for 
diamond grading. A merchandising panel 
of diamonds followed, illustrated with col- 
ored slides. 

Election of officers took place Sunday 
night, along with a review of AGS develop- 
ment during 1954 and plans for 1955. 

On Monday, the second session of the 
laboratory instruction group on _ colored 
stones and gem testing were held, with later 
sessions devoted to enameling on fine jew- 
elry, gemstones and jewelry, and the mer- 
chandising of colored stones, the latter a 
panel discussion. 

Conclave speakers during the various ses- 
sions included Dr. A. E. Alexander, assis- 
tant treasurer of Tiffany’s, New York; Lester 





Wilson's Leading Jewelers 
Selected as Brand Name 
Retailer-of-the-Y ear 


Jerome M. Wilson of Wilson’s Leading 
Jewelers, Inc., Syracuse, N. Y., was honored 
on the evening of April 13 as the natiun - 
outstanding jewelry store merchant in Brand 
Names Foundation’s annual Brand Name 
Retailer-of-the-year competition. He received 
a bronze plaque as the top award winner in 


the jewelry field. The award was made at | 


the Brand Names Day Dinner in the grand 
ballroom of the Waldorf-Astoria Hotel in 
New York before an overflow audience of 
key figures in government, industry and re- 
tailing. 

Four other jewelry stores shared the spot- 
light with Mr. Wilson as runner-up Certifi- 
cate of Distinction winners in the competi- 
tion. They were: Barr’s Jewelers & Silver- 
smiths, Philadelphia, Pa.; Charles Schwartz 
& Son, Washington, D.C.; Howard Weiss 
“Your Quality Jeweler”, Greeley, Colo.; and 
S. A. Meyer Co., Washington, Pa. Both 
Wilson’s and Barr’s were Certificate of 
Distinction winners in last year’s competi- 
tion. 

The awards ceremony brought to a close 
the three-day program honoring this year’s 
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Brand Name Retailer-of-the-year award win- 
ners for their outstanding presentation of 
manufacturers advertised brands to the 
public during 1954. One-hundred-nineteen 
merchants in 24 categories of retailing were 
honored. A bronze plaque was presented 


to the Brand Name Retailer-of-the-year and 
up to four Certificates of Distinction were 
granted to the runners-up in each category. 

The winners came from 92 cities in 33 
states, Canada and the District of Columbia. 
They were selected by a panel of judges 
composed of 23 of last year’s 25 top winners. 





Jerome M. Wilson (left), of Syracuse, N. Y., 
received top honors in Brand Names Founda- 
tion's 1954 Brand Name Retailer-of-the-Year 
competition. Certificate of Distinction runner- 
up honors went to Charles Schwartz (second 
from left), of Washington, D. C.; Howard 
Weiss (second from right), of Greeley, Colo., 
and S. A. Meyer (right), of Washington, Pa. 








——— 


Benson, director of resident training; My 


| Crowningshield, and Mr. Liddicoat. 


Keynote speaker for the four-day session 
was Dr. Miles J. Martin, head of research 
for General Electric Co., who discussed his 
company’s new synthetic diamond on Mop. 
day evening. 

The final day, Tuesday, was devoted to the 
third session of the laboratory instruction, 
diamond grading, gem testing, and later the 
fourth and final laboratory instruction ses. 
sion, devoted to colored stones. 

During the four-day program, special trips 
to historical shrines of New England were 
arranged for women by a committee headed 
by Mrs. John S. Kennard, and comprising 
Mrs. Donald Bethany, Mrs. Quentin Me. 
Caffrey, and Mrs. Richard Chesley. 

George J. Sloan, C. G., Registered Jeweler, 
of Sloan’s, Tulsa, Okla., was elected presi- 
dent for the coming year; Harry R. Gerber, 
R. J.. of Bramley & Co., Inc., White Plains, 
N. Y., was elected vice-president; Richard 
T. Liddicoat, Jr., C. G., was re-elected di- 
rector of the educational committee; and 
Alfred L. Woodill was re-elected executive 
director. 


Sixteen Congressmen 
Ask for Thorough Review 
Of Watch Tariff Issue 


Rep. Emanuel Celler, D., N. Y., as spokes- 
man for a bloc of 16 Democrats in Congress, 
is calling for a thorough review of the Eisen- 
hower Administration’s decision to increase 
the tariff on imported watches and watch 


movements. 
Singled out for criticism by the group is 
the sharp difference between the final 


Administration decision that protecting the 
domestic watch industry is “essential” to 
national defense, and a_ recently-released 
Defense Department study concluding that 
“no special treatment” is necessary for the 
industry from a mobilization standpoint. 
The group points to testimony of Dr. 
Arthur E. Flemming, head of the Office of 


Defense Mobilization and the _ interdepart- 
mental committee which made the final 
watch tariff recommendation, before 4 
Senate Armed Services subcommittee in 


which Dr. Flemming “emphasized the very 
essentiality which this Defense Department 
report negates.” 

“We must assume that you were familiar 
with the Defense (Department) findings, 
and are, therefore, most interested in the 
source of the facts upon which you based 
your differing conclusions,” the group says. 
“Undoubtedly, the report of the Senate 
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Armed Services subcommittee, which was 
forwarded to the President, was influenced 
by your testimony . .. Thus, we look forward 
to receiving your comments on this situation 
and trust that any damage resulting from 
your statement will be ameliorated at the 
earliest possible date.” 

The report, filed with the new Advisory 
Committee on the Watch Industry, set up by 
the Office of Defense Mobilization, suggests 
that other direct aids such as defense con- 
tracts and technical training could have 
been used to avoid the necessity for tariff 
increases, and urges the advisory committee 
hold full public hearings on the watch tariff 
problem. 

Finally, the congressmen complain that the 
new watch tariff is causing severe injury to 
the watch importer-assembly industry, which 
it says “brings over $250 million yearly into 
the New York area and their purchase of 
goods and services result in further circuia- 
tion of $150 million annually in the region.” 
The group alleges that the jobs of “tens of 
thousands of workers, many of whom are 
highly skilled, are jeopardized by the cur- 
tailment of imports.” 


Nearly 125 Attend 
Indiana Jewelers Confab 


The Sheraton-Lincoln Hotel in Indianapo- 
lis was the site for this year’s convention of 
the Indiana Jewelers’ Association which was 
held on March 27 and 28. Because of ad- 
verse weather, attendance this year was lim- 
ited to approximately 125 persons. 

The business portion of the convention 
was divided into three panel discussions, the 
first of which was on “The Discount Epi- 
demic.” Speakers at this session and the 
titles of their addresses were: Stanley Gold- 
berg (Steinberg’s Jewelry Co.), LaPorte, 
Ind., “Is Fair Trade Worth Fighting For?”: 
Robert C. Walton (General Electric Co.), 
Bridgeport, Conn., “What the Manufacturer 
Is Doing About Enforcement”: and Matthew 
Salonger, who is with the New York law firm 
of Walsh, Arons & Salonger, “What the Re- 
tailers Can Do About Enforcement.” 

“The Use and Control of Credit” was the 
subject discussed at the second business ses- 
sion. Leonard Berry, educational director of 
the National Retail Credit Association, St. 
Louis, Mo., covered “Collection Procedures” 
in his address. “Credit Sales Promotion” 
was the topic handled by Charles E. Feffer 
(Charles C. Peek, Inc.), Indianapolis, and 
“The Jewelry Industry Council” was the 
litle of an address given by the chairman of 
that group, Irving N. Chayken (Armstrong's 
Jewelers, Inc.), Hammond, Ind. 

“Diamond Roundup” was the title given 
the third business session at which Jean H. 
Van Praag, (Van Praag Diamond Co.), New 
York, gave an interesting address on “Min- 
ing, Manufacturing and World Distribution 
of Diamonds.” He was followed on the pro- 
gram by Dr. Carl A. Ludeke of the Univer- 
sity of Cincinnati whose technical talk was 
titled “Illustrated Discussion of the Refrac- 
tive Qualities of Diamonds and Other Gems.” 
The final speaker at this session was Sol 
Blickman (Rogers Jewelry Co.), Indianapo- 


FOR MAy, 1955 











lis, who discussed “The Importance of Dia- 
monds to Retail Success.” 

Elected as association officers were: Leon 
Engel (Brightwood Jewelers), Indianapolis, 
president; Ralph Simon (Simon Jewelry 
Store), Vincennes, first vice president; Irv- 
ing N. Chayken, second vice president; and 
Stanley Goldberg, treasurer. 

Named as directors were: Earl F. McCon- 
nell (McConnell’s Jewelry Store), Oakland 
City; E. J. Welp (Welp Jewelers) , Hunting- 
burg: Hershel Monroe (Monroe Jewelry 
Store), Princeton; Charles Feffer (Chas. C. 
Peek, Inc.), Indianapolis; Gunner Bertelsen 
(Bertelsen’s Jewelry), Martinsville; Leo Si- 
mon (Simon’s Jewelry Store), Vincennes: 
Sol Blickman (Rogers & Co.), Indianapolis; 
C. J. Beavers (Robert Koerber Co.), Fort 
Wayne, and William E. Harrison, Evansville. 


A. Rothstein, N. Y. Jeweler, 
Honored for Philanthropic Work 


Despite a busy work schedule operating a 
New York jewelry shop, Al Rothstein, jew- 
eler at 2495 Seventh Ave., still finds time to 
engage in philanthropic endeavors. 

One of his favorite and most time-consum- 
ing activities in this connection is his work 
with the Hebrew Home for the Aged at 
Riverdale, N. Y. Mr. Rothstein has worked 








for the institution for many years as a mem- 
ber and officer. The time and energy given 
by him and his associates have enabled many 
older men and women to avail themselves 
of the home’s facilities. 





Al Rothstein (left), New York jeweler, awards 

the "Al Rothstein prize" to Harold P. Orens, 

vice president of the Royal State Bank of 

New York, for his outstanding work on behalf 

of the Hebrew Home for the Aged at River- 

dale, N. Y. The prize was a silver platter 
in the "Well and Tree" pattern. 


For their efforts on its behalf, Mr. Roth- 
stein, and his wife, were honored by the 
institution at a party held February 20 at 
which time they were awarded a “grand” 
fellowship plaque for the second time. 





New and Canphute Credit Innmonee Plan 


Offered at Low Cost to ANRJA Members 


A low-cost credit insurance plan which 
prevides valuable insurance coverage for all 
member jewelers has been announced by the 
American National Retail Jewelers Associa- 
tion. 

The new plan provides complete protec- 
tion for the jeweler on all his conditional 
sales contracts. It protects him if his cus- 
tomer dies before completing payments or is 
unable to work because of injuries. It pro- 
tects him if his customer discontinues pay- 
ments because his purchase was damaged 
or lost. 

In addition, the credit plan 
provides—at no extra cost—coverage for the 
jeweler’s accounts receivable. If his records 


proposed 


are damaged or destroyed, the insurance 
company will send him a check to pay up 
the accounts. 

Under the ANRJA credit plan, the insur- 
ance company would pay the jeweler the 
balance due him if his customer died from 
any cause, including suicide, during the life 
of the contract; it would pay the balance 
due him or replace the merchandise at his 
store if his customer’s merchandise was dam- 
aged or lost by fire, lost through burglary 
or hold-up, dam2ged by vandalism or injured 
during transportation; it would pay his cus- 
tomer the funds to make payments on his 
account if he became disabled by sickness 
or accident. 

This unusual coverage is possible on at- 
tractive terms because ANRJA was able to 
secure group rates. The complete protec- 
tion will cost 144 per cent per annum of 
the balance of the contract. On a $100 con- 
tract to be paid up in 12 months, for ex- 
ample, insurance for all three coverages— 


death, disability and property damage 
would cost $1.50. 

There is no application to be signed, no 
required physical examination and no age 
restrictions to age 66. Only one insurance 
form is necessary—and it takes less than 
one minute to complete. 

An idea of the value of such a credit in- 
surance plan in promoting credit sales can 
be gained from a talk given by William J. 
Cheyney, Executive Vice President of the 
National Foundation for Consumer Credit, 
at the annual ANRJA convention last Aug- 
ust. 

Cheyney told ANRJA members then that 
there are still 10 million American families 
which have not established any habit of pur- 
chasing products on installment or any other 
credit plan. 

He listed the two most important fears 
that have kept these 10 million families from 
the credit market: (1) the fear that one 
may lose his job while still under contract 
obligations and (2) the fear of sickness, ac- 
cident or death in the midst of paying out 
an installment contract. 

The proposed ANRJA credit insurance 
plan is designed to alleviate these fears with 
the purpose of capturing a sizeable segment 
of this untapped 10-million-family group for 
the retail jeweler. 

As an additional incentive to members, 
ANRJA has stated that the insurance divi- 
dend, which is estimated at 20-40 per cent 
of the premium in this type of insurance, 
will be refunded to the participating jeweler. 

This credit insurance is offered to all 
present (and any new) members at the 


ANRJA offices, 551 Fifth Ave., New York 17. 
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Plans Are Being Formulated 
For ‘Watch Inspection’ Contest 


Paul A. Tschudin, director of The Watch- 
makers of Switzerland Information Center, 
Inc., reports that plans for the seventh an- 
nual Watch Inspection Time contest are in 
the discussion stage with leaders of the jew- 
elry and horological industry. Preliminary 
meetings indicate this year’s contest, tying-in 
with the industry-wide Watch Inspection 
Time and Watch Fashion Parade promo- 
tions will be expanded. 

‘Inspection Time is scheduled for Septem- 
ber 8-17, with the Fashion Parade set for 
October 27-November 5. Retail participation 
in these events has increased considerably 
each year because of the store traffic stimu- 
lated during the promotions. The Contest 
attracted a record number of jeweler and 
watchmaker entries in 1954. 

In an interview, Mr. Tschudin stated, “The 
Watchmakers of Switzerland have greatly 
appreciated the trade attention given, Watch 
Inspection Time Contests in past years. Cer- 
tainly it proves that timepiece inspection, 
repair and service are of extreme importance 
in maintaining a successful jewelry store 
operation. 

“We are planning to expand the scope of 
the Contest, and look for an even higher 
number of entries this year, because of trade 
emphasis on efficient repair, repair merchan- 
dising and management three of the 
main points in the Official Swiss Watch 
Repair Parts Program of The Watchmakers 








| of Switzerland as an aid to American jewel- 
| ers and watchmakers. 


“Further details will be released as soon 
as they are completely formulated and en- 
dorsed by the American jewelry and horo- 
logical industry.” 


Jewelers Are Invited to Enter 
Electric Housewares Contest 


The Electric Housewares Section of the 
National Electrical Manufacturers Associa- 
tion stated recently that it expects record 
response to its fifth annual window display 
contest. 

This competition for the coveted industry 
plaque is open to all dealers of electric 
housewares and there is an award made in 
each of five categories, including jewelry 
stores. 

To be eligible, windows must tie-in with 
the 1955 theme of the Electric Housewares 
campaign—* Electric Housewares for Modern 
Living—and for Modern Giving.” They can 
be geared to the promotion of electric 
housewares as gifts for a particular occasion 
such as Mother’s Day, Father’s Day, Grad- 
uation Weddings; they display 
electric housewares as gifts for all occasions; 
they can show how electric housewares fit 
into today’s scheme of living by providing 
“a host of servants” for the modern home- 
maker. 

Each dealer may submit as many photo 
entries as he Windows will be 
judged on the basis of their ingenuity and 


and can 


wishes. | 


C. D. Ellbogen Predicts Record Attendance 
At 50th Rotary Convention in Chicago 


Thousands of members, representing clubs 
in 89 countries, will gather in Chicago dur- 
ing the month of June for the golden anni- 
versary convention of Rotary International. 
Charles D. Ellbogen, president of Stein and 
Ellbogen Co., Chicago, states that this will 
be Rotary’s largest gathering. 

Rotary was founded in 1905 by a young 
Chicago attorney as the answer to his lone- 
liness in a strange city. His four-man 
Chicago club was based on “mutual helpful- 
ness” and the desire to expand their circle 
of friends and to know more about other bus- 
inessmen. His idea caught-on at once and 
quickly swept to California and abroad. 

Today, the organization has 8500 clubs and 
400,000 members in 89 countries. 

The purpose of the organization is sum- 
med-up in the following provisions of the 
“Object of Rotary”: To encourage and foster 
the ideal of service as a basis of worthy 
enterprise and, in particular, to encourage 
and foster: (a) high ethical standards in 
business and professions and (b) the appli- 
cation of the ideal of service by every 
Rotarian to his personal business and com- 
munity life. 

These precepts are carried out through 
such diverse projects as evening entertain- 
ment for teen-agers and aid to villages in 
India and Ceylon. In addition, Rotary 
Foundation Fellowships are awarded annual- 
ly to students from many parts of the world. 
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This fellowship program, launched in 1947, 
has financed study for more than 700 from 
57 countries. 

Some years ago, Rotary International in- 
troduced a second method for members to 
measure their standards of personal and 
business conduct. Called the “Four-Way 
Test,” it asks: “(1) Is it the TRUTH? (2) 
Is it FAIR to all concerned? (3) Will it 
build GOOD WILL and BETTER FRIEND- 
SHIPS? (4) Will it be BENEFICIAL to all 
concerned ? 

This was written by Herbert J. Taylor of 
Chicago, president of Rotary during this 
Golden Anniversary Year. 

A new headquarters was built last year in 
Evanston IIl., to provide working space for 
the 14 members of the board of directors and 
the organization’s 150 staff members. The 
official magazines, “The Rotarian” and _ its 
Spanish edition, “Revista Rotaria” are pub- 
lished here. 

Rotary recently released a motion picture, 
“The Great Adventure,” which stars Edward 
Arnold, and a series of recorded radio pro- 
grams. 

Rotary members were recently cheered by 
President Eisenhower’s Anniversary mes- 
sage, in which he stated: “The ideals of 
Rotary, and the deeds of Rotary have been, 
and I hope, for many years will be, a high 
inspiration to the peoples of the free world.” 








efiectiveness in promoting the sale of electric 
Dealers may request distrib. 
utors’ help in planning and _ equipping 

.—] 


housewares. 


windows. Simple backgrounds suggesting 
theme, a few gift wrapped packages, signs, 
and arrangement of electric housewares can 
be effectively combined to make a winning 
entry. 

Entries should be submitted to the Dis. 
play Contest Editor, Electric Housewares 
Section, National Electrical Manufacturers 
Association, 155 East 44 St., New York 17, 
N.Y. 


Adelsheim and Ruvelson Accept 
Posts With Government Unit 


Two prominent Minneapolis jewelers were 
named recently to serve as members of the 
Small Administration’s National 
Board of Field Advisers. They are Maurice 
Adelsheim, Jr., vice president of S. Jacobs 
Co., and Alan K. Ruvelson, vice president of 
Phil G. Ruvelson, Inc. 

This board is made up of business and 
civic leaders who serve in an advisory capa- 
city without compensation. Valuable contribu- 
tions to the mission of the Small Business 
Administration are rendered by members 
through their consideration and comments 
on current SBA programs and evaluations 
of proposed plans and programs for the 
region and local area. 


Jusiness 


Committee to Map Plans 
For Western Jewelry Show 


Four new members have been added to 
the show committee of the Western Jewelry 
Show, according to Chairman Walter B. 
Dorrer. The annual event is to be held 
frem August 14 through 17 at the Biltmore 
Hotel in Los Angeles. 

The newly appointed committee members 
are: Rudy Apffel, James A. Apffel Co., Inc.; 
Jerry Fels, Renoir of California; A. D. 
Masters, western district sales manager for 
the Elgin National Watch Co.; and Frank 
Robinson, executive secretary, California 
Retail Jewelers Association. 

Other members of the show committee 
include: vice Chairman Walter H. Butler, 
Jr., E. W. Reynolds Co.; J. H. Alberts, 
Alberts’ Jewelers, Ventura; Robert R. Ender, 
The Napier Co.; Edward L. Endman. 
Pacific Jewelers Supply Co.; Russell V. 
Fergoda, J. Herbert Hall Co., Pasadena; 
Durward Howes III, B. D. Howes & Son, 
Pasadena; Robert Mendelson, Jacques 
Kreisler Mfg. Co.; Karel Pappie, Forstner 
Chain Corp.; Leonard Ross, Bruner-Ritter, 
Inc.; Jack H. Spiro, A. Cohen & Sons Corp.; 
Harry J. Stedman, Stedman’s Riverside; 
Martin R. Thomas, Subway Terminal 
Jewelers, Los Angeles; Wendell White, The 
Ball Co. of California. 


The group will meet to plan the forth- 
coming August 14-17 market, according to 
George Pascoe, general manager of Los 
Angeles Trade Fair, Inc. 

The show is co-sponsored by the Calif- 
ornia Retail Jewelers Association and the 
Los Angeles Chamber of Commerce. 
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Well-Rounded Series of Events Planned 
For ‘Jewelry Festival Day’ in Providence 


\ 


A “five-gun salute to the jewelry indus- 
try,” designed to attract attention to jewelry 
manufacturing and spark both future growth 
of the industry and increased demand for its 
products, will take place in Providence on 


Friday, May 13. 

The five guns are features of a program, 
planned by the New England Manufacturing 
Jewelers’ & Silversmiths’ Association, that 
will completely fill the day. They include 
school assemblies, plant visitations for high 
school seniors, a public fashion show. a 
trade reception and the world premiere of 
Columbia’s “Prize of Gold.” 

The series of school assemblies opened 
April 27 and will continue to the Jewelry 
Festival Day. A group of 15 speakers, 
manufacturers and plant executives, were 
assigned to address high school assemblies in 
Providence, East Providence, North Provi- 
dence, Cranston, Warwick, Warren, Barring- 
ton, Pawtucket and Cumberland, all in | 
Rhode Island, and in Attleboro, North Attle- | 
boro, Plainville and Norton, Mass. 


ages and fitting it into the tempo of the 
modern day; translating it into machinery, 
and metal, and coming out with an art form 
that is very similar to ancient crafts, yet al a 
price that has popularized jewelry for the 
masses of people. 

Pointed out were the ways in which the 
industry can use various talents being de- 
veloped in the schools—artistic, mechanical, 
selling and executive abilities. 

The seniors were invited to participate in 
the Jewelry Festival Day by means of 
posters describing each of the day’s events 
and by colored dramatizing the 
various industry functions. 

They were invited to participate in an 
essay contest on the jewelry industry and 
Ten prizes 


slides 


in a jewelry design contest. 
were offered in each contest. 

Stephen H. Garner of Leach & Garner, 
Attleboro, heads the essay contest committee, 
and Angelo Del Sesto of Van Dell Corp., 
Providence, is chairman of the design con- 


test. 





Governor Dennis J. Roberts of Rhode Island, 


at ceremonies conducted in his office, signed 


the official proclamation for the Jewelry Festival to be held on May 13. In addition to Miss 


Renee Gates, Queen of the Jewelry Industry, 


those present at the ceremonies were, left to 


right: S. L. Cantor of the Gold Filled Manufacturers Association; Thomas A. Monahan, 


executive director of the Rhode Island Devel 
of the Member and Public Relations Committe 
& Silversmiths’ Association, sponsors of the 


opment Council; Olof V. Anderson, chairman 
e of the New England Manufacturing Jewelers’ 
Festival, Governor Roberts and George R. 


Frankovich, executive secretary of NEMJ&SA. 


In the 35 assemblies, speakers were to 
stress the jewelry industry’s colorful history 
and its economic and social significance. 
Included was the fact that one-third of the 
population of Providence is dependent upon 
the jewelry industry; that 90 per cent of the 
people in the Attleboro communities are 
likewise dependent upon it; that jewelry 
manufacturing has become the first ranking 
employer in the industrial metropolitan 
Providence area; that one out of every four 
of those who leave High School to find 
employment in a manufacturing plant will 
go to jewelry plants, and that it is the fastest 
growing industry in the area, shipping about 
$200-million worth of products yearly to all 
parts of the world. 

On the social. significance side, speakers 
pointed out that jewelry making is a modern 
art, using design and craftsmanship of the 


FoR May, 1955 


Top winners in each contest will be 
awarded their prizes at the Vocational Train- 
ing School banquet on June 23. 

Event No. 2, the plant visitations for 
seniors, will see 23 plants open for inspec- 
tion on the Jewelry Festival Day. Bus 
transportation will be provided, with a 
counsellor accompanying each group. Vari- 
ous processes will be explained. Some of 
the plants will serve refreshments. All of the 
girls participating will be given tickets to 
the fashion show that afternoon. 

The Fashion Show—Event No. 3—will be 
| open to the public and held in Veterans 
| 


Auditorium at 2:30 p.m. 

It will be under the direction of Miss Jean 
Roach Cane, Boston and New York model 
and model instructress. It will be held in 

| co-operation with the Retail Trade Board 
| of the Providence Chamber of Commerce, 








with approximately 25 retail stores in the 
area participating. 

All types of apparel will be included— 
evening dresses, wedding attire, sports 
clothes and men’s wear. 

The Jewelry Festival queen, Miss Renee 
Gates, will participate in a special scene, 
wearing her $3,000 silver lame Murray Ham- 
burger gown and the crown jewels, first 
exhibited at Attleboro Day last Fall. The 
gown was designed for her by Gaston Mallet, 
prominent French designer. 

The show will be presented in three acts, 
interspersed with entertainment features. 
During the performance 200 door prizes, 
about half of them jewelry or allied items, 
will be presented. 

More than 3,000 people are expected to 
attend. The objective is to tell something 
of the jewelry industry and the prominent 
place jewelry plays in modern costuming 
both for men and women. 


TRADE RECEPTION TO BE HELD 


The fourth event will be a trade reception 
at the Sheraton-Biltmore at 5:30 p.m., 
attended by members of the trade and their 
families. Invited guests will be Gov. Dennis 
J. Roberts of Rhode Island, the mayors of 
the various communities in the metropolitan 
Providence area, officials of the public 
schools participating and retail store ex- 
ecutives. 

Crowning the day as event No. 5 will be 
the world premiere of Columbia’s AA bud- 
get technicolor picture “Prize of Gold,” 
starring Richard Widmark and Mai Zetter- 
ling, newly found German star. 

Planned is a full-scale premiere with 
Columbia executives and starlets from Holly- 
wood in attendance. The Hollywood group 
will be presented at the fashion show and 
also will attend the trade reception. 

Prior to the picture, a short program in 
the theatre will serve as a tribute to the 
industry. 


"GOLD FILLED’ DISPLAY PLANNED 


In the theatre lobby will be a display of 
the products of member firms in the Gold 
Filled Manufacturers Association. This will 
prove to be the initial showing of this dis- 
play which later will be exhibited in 50 
cities throughout the country after “Prize of 
Gold” has been officially release’ on June 1. 

At each of the day’s events, a 12-page 
souvenir program of the festival will be 
distributed. It will tell of the industry and 
the festival in word and picture. 

Stores, banks and schools in the area will 
participate by displaying posters entered in 
a poster contest. 

Gov. Roberts and mayors of Providence 
and Attleboro have signed proclamations 
setting aside May 13 as Jewelry Festival 
Day, and commending the industry for its 
contribution to the welfare of their com- 
munities. 

Extensive radio and television program- 
ming has been arranged, including inter- 
views with the Queen, members of the com- 
mitteee and the Hollywood group, and stress- 
ing the fact that Providence is the jewelry 
manufacturing center of the world. 
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Obituaries 








John Patterson Archibald, 87, a former 
vice president of the American National 
Retail Jewelers Association, died April 13 
near Danville, Pa. The prominent jeweler 
had served on the board of trustees for State 
Teachers College, the State Board of Op- 
tometry and the Department of Public In- 
,struction in Harrisburg. 

Jacob Brenner, 70, prominent jeweler 
of Elizabeth, N. J., died April 10 after a 
brief illness. Surviving are his widow, two 
sons, a brother and a sister. 

Bernard J. Hershon, 79, prominent 
New York jeweler, died April 4 at his home 
in Forest Hills, N. Y. Mr. Hershon began 
his career in the retail jewelry business in 
1893 with E. M. Gattle & Co., New York. 
In the early 1900’s he became associated 
with the wholesale jewelry and watch con- 
cern of Jonas Koch, 35 Maiden Lane, and 
travelled the South. Subsequently he formed 
the corporation of Hershon, Smith and 
Newman, Inc., in association with Royal H. 
Smith and Joseph C. Newman. When this 
corporation was liquidated, he retired for 
a short period. For the past 16 years, until 
the fall of 1954, he represented the W. E. 
Richards Co. of Attleboro, Mass. Mr. Her- 
shon was a member of the Southern Jew- 
elry Travelers Association and the Maiden 
Lane Historical Society. He is survived by 
his widow, a son and daughter. 

Joseph C. Kramer, 86, retired whole- 
sale jeweler of Cincinnati, Ohio, died March 
28 at his home following a short illness. He 
had been a partner in the firm of Lindner 
& Co. for many years prior to his retire- 
ment in 1930. Survivors include two sons, 
a daughter, sister, four grandchildren and 
two great grandchildren. 

W. Wayne Linder, 62, retired jeweler 
of Bardstown, Ky., where he was in business 
for almost 50 years, died 





recently of a | 


heart attack. The jewelry business, estab- | 


lished by his father, the late J. W. Linder, 
in 1901, is now being operated by Wayne 
Carr Linder, a member of the third genera- 


tion of the family. Surviving are the widow, | 


a daughter and three sons. 


Philip Nakrach, 49, who operated a 


jewelry store at 89 North St., Rochester, | 
N. Y., for the past 25 years, died March 30 | 


after an illness of two years. 
Russia, he moved to Rochester when a boy. 


Born in | 


He was a member of the Watchmakers As- | 


sociation of Rochester. 
a daughter survive. 
Dave Schoonover, 65, for over 50 years 
an Elmira, N. Y., jeweler, died March 18. 
Mr. Schoonover had been associated with 


the jewelry business in Elmira since 1904 | 


His wife, a son and | 


and became proprietor of his own store in | 


1916. For many years he devoted his time | 


and promotional gifts to Elmira recreational 
activities, particularly for youngsters. He 


was a life member of Elmira Lodge 62 of | 


Elks, a prominent member of numerous 
Masonic bodies and the oldest member of 
the Elmira YMCA. He was a member of 
Temple B’nai Israel and Congregation Shom- 
ray Hadath. Mr. Schoonover and Miss 
Florence Hyman of Chicago were married 
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in 1920. They were the parents of two 
daughters and a son, Nathan, who has been 
associated with his father in business since 
his return from service in World War II. 

Blanche Cohen Solomon, 40, who for 
21 years was associated with Standard Un- 
breakable Watch Crystal of New York, died 
March 12 following a long illness. Mrs. 
Solomon enjoyed the friendship of leading 
watch material distributors throughout the 
country and was a frequent attendant at 
WMDA conventions. She is survived by 
her husband, Irving Solomon, SUC sales 
manager, and by a brother and a sister. 

Harry W. Yaseen, 75, prominent jew- 
eler of Chicago Heights, Ill., died April 16 
of heart failure. Mr. Yaseen located his 
jewelry business in Chicago Heights in 
1910. Long active in association affairs, he 
was a past president of the Illinois Retail 
Jewelers Association. He was also an or- 
ganizer and first president of the Midwest 


HARRY W. 
YASEEN 





Chapter of the National Association of 
Watch and Clock Collectors. Mr. Yaseen 
was also a member of the Jewelry Academy. 
He was active also in the Rotary Club of 
Chicago Heights, and was well known for 
his many kindnesses and charity everywhere. 
Surviving are his widow, two sons, Herbert 
and Richard, and five grandsons. 





William Andrae, 64, Dies; 
V.P. of Forstner Chain Corp. 


William Andrae, vice president and 
secretary of the Forstner Chain Corp., 
Irvington, N. J., died of a heart ailment 
April 2 at his home in Smoke Rise, Butler, 
N. J. He was 64 years old. 


WILLIAM 
ANDRAE 





Mr. Andrae had held his position with 
the firm since its incorporation 35 years ago. 
Forstner manufactures jewelry and watch- 
bands for both men and women. It has 








plants in Irvington, N. J., Union, N. J., and 
Sherbrooke, Canada. 

Born in Kolberg, Germany, Mr, Andrae 
came to the United States as a young man 
of 21. He settled in New York City 
Shortly thereafter he joined the predecessor 
organization of the Forstner interests, 

Acknowledged as a leader in the U, 5 
jewelry industry, Mr. Andrae was actiye is 
various jewelry trade organizations as well 
as special committees devoted to the general 
interests of the jewelry industry. 

He was a member of the 24 Karat Club 
of New York, as well as a member of the 
Newark Chamber of Commerce and _ past 
director of the Irvington Chamber of 
Commerce. 

Surviving are his widow, two daughters 
and five grandchildren. 





Well-Rounded Program Planned 
For California RJA Convention 


The 22nd annual convention of the Cali- 
fornia Retail Jewelers Association was 
scheduled for May 8 and 9 at the Sheraton. 
Palace Hotel in San Francisco. 

Fast-moving 45-minute clinics were sched- 
uled throughout the day with experts giv. 


ing practical demonstrations or advice in 


quick, hard-hitting treatments of subjects 
important to the retailer and his staff. 

The advertising survey committee was 
scheduled to give its findings on the dis- 
count house as it exists in California today 
and also to present a program of education 
on where the jeweler, as an individual or a 
group, may stand when he feels injured by 
unfair business tactics. 

A cocktail party for everyone planning to 
attend the annual banquet was hosted by the 
Golden Nuggets. 





Maiden Lane Historical Group 
Names Linthicum as President 


Members of the Maiden Lane Historical 
Society gathered on March 31 at the Old 
Dutch Tavern, at Broadway and Nassau on 
John St., for the 43rd annual meeting of that 
organization. 

After a delicious luncheon had _ been 
served, members got down to the business 
portion of the meeting. At the election of 
officers which followed, Royal C. Linthicum 
(Bruner-Ritter, Inc.), was chosen as_presi- 
dent. He succeeds Frank J. McCormack, 
who has served as president of the organi- 
zation for the past five years. 

Other officers elected were: Benjamin F. 
Biffar (Wiltshire-Biffar Co.), vice president: 
Richard J. Bromley (National Jeweler), sec- 
retary, and George E. Ringen (Sussman & 
Medney, Inc.), treasurer. 

All present members of the board of 
trustees were re-elected for another term. 
They are: Albert Johnson (Lunt Silver- 
smiths); Francis Petersen (Reed & Bar- 
ton); Andrew Andersen (Ripley & Gowen 
Co.) ; Albert H. Betz (Le Stage Mfg. Co.) ; 
Jack Carling (National Jeweler) ; Jerome L. 
Grant (Flex-Let Corp.); Royal C. Linthi- 
cum: George Schofield: James E. Theise 
(Acme Ring Co.): Arthur J. Tuveri (THE 
JEWELERS’ CircULAR-KEysToNE), and Frank 
Whittaker (Gorham Mfz. Co.). 
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Hamilton Watch Co. Names 
Four New Directors to Board 


Four directors were elected recently at the 
annual shareholders meeting of the Hamilton 
Watch Co. At the meeting the shareholders 
also voted to change the company’s fiscal 
year and annual meeting date, elected Ly- 
brand, Ross Brothers and Montgomery as 
company auditors for 1955, and approved a 
restricted stock option plan for officers and 
key employees. At the directors’ meeting, 
which followed, officers were elected for 
another year and the regular dividends for 
the second quarter were declared on the 
company’s preferred and common shares. 

Included in the four directors elected for 
three-year terms was Claude M. Hathaway, 
president of Hamilton’s new wholly-owned 
subsidiary, the Hathaway Instrument Co. of 
Denver, Colo. 

The other three directors elected were 
Walter E. Dennis, vice president of the 
Chase Manhattan Bank, New York City; 
William Shand, vice president of Watt and 
Shand’s department store, Lancaster, Pa.; 
and Roland Raver, vice president—manu- 
facturing, Hamilton Watch Co. 


Amity Leather Products Co. 
Ups Retail Discount to 50% 


n 
| 
| 
| 





Amity Leather Products Co., West Bend, | 


Wis., announced recently a_ ten cent 
hike in its former 40 per cent discount. 


The new discount was effective March ] and 


per 


applies to all merchandise trademarked 
“Amity”. 
Amity, celebrating its 40th anniversary 


this year, is well known for its Director and 
Tote-Poke billfolds. The company stresses 
the point that the new discount is on the 
same line formerly sold at 40 per cent. 

It was stated that Amity has another sur- 
prise package for July delivery—a new 
merchandising display unit. This new pro- 
motion will be keyed at the peak selling 
season of the year and will also afford the 
retailer a full 50 per cent profit margin. 


Industrial Diamond Association 
Elects Smit as President 


The Industrial Diamond Association of 
America recently held its tenth convention 
and annual meeting at the Hollywood Beach 
Hotel, Hollywood, Fla. 

Convention delegates endorsed the view- 
point expressed by officers and management 
during the past month on the scientific de- 
velopments announced by General Electric 
Co. involving the production of synthetic 
diamonds. This viewpoint reflected the 
actual statements by G-E to the effect that 
the entire project must be considered in a 
research stage, and that it would be impos- 
sible to predict if or when industrial dia- 
monds could be produced commercially on 
an economical basis. 

Association officers elected at the conven- 
tion are: President, Piet Smit, J. K. Smit & 
Sons, Murray Hill, N. J.; First Vice Presi- 
dent, Jan Taeyaerts, Precision Diamond 
Tool Co., Elgin, Ill.; Second Vice President, 
Willard L. Huber, Diamond Tool Research 


For May, 1955 


Comprehensive Program Planned by ANRJA 
For 50th Convention and Trade Show 


The American National Retail Jewelers 
Association announced recently virtual com- 
pletion of the program for its 50th annual 
convention and trade show, to be held at 
the Waldorf-Astoria, New York, August 
14-18 inclusive. 

All arrangements and activities in connec- 
tion with the annual convention and the 
trade show are under the direction and man- 
agement of Chas. M. Isaac, executive vice 
president of the association. Mr. Isaac an- 
nounced that additional exhibit space has 
been provided in order to meet the demand 
of new exhibitors. He stated that the total 
number of exhibit spaces sold to date is 308 
and the total number of display spaces sold 
is 45, making a grand total of 353 exhibitors 
and participants thus far. 

The current fiscal year marks the golden 
anniversary of ANRJA, and a special cele- 
bration is being planned. Many state asso- 
ciations will have large delegations present 
in honor of this gala event. 

A valuable souvenir will be given to every 
person attending the annual banquet on 
Thursday evening, August 18. The souvenir 
has to commemorate the 
golden anniversary. At the annual banquet 
there will be a golden anniversary salute to 
all living past presidents. 


been designed 





LEON J. ENGEL 


DONALD W. LEACH 


To discuss 'Fair Trade’ at Convention Session. 


An outstanding event at the annual ban- 
quet will be the jewelry fashion show fea- 
turing “Fashions in Jewelry, Yesterday and 


Co., New York; and Secretary-Treasurer and 
Executive Manager, Athos D. Leveridge of 
New York, who was re-elected. 

New directors are: John W. Cowan, 
Wayne Wire Die Co., Hillside, N. J.; Martin 
Hoerer, Super-Cut, Inc., Chicago _ IIl.; 
Stephen W. Hofman, U. S. Industrial Dia- 
mond Corp., New York; Walter J. Mein- 
hardt (retiring president), Meinhardt Dia- 
mond Tool Co., Chicago Ill.; and H. B. 
Ziegler, Wheel Trueing Tool Co. of N. J., 
Bloomfield, N. J. 


Southern Jewelry Travelers 
Name Entertainment Committee 


Phil Wolf (Speidel Corp.), president of 
the Southern Jewelry Travelers Association, 
announced recently the appointment of a 


Today.” It will be conducted under the di- 
rection of Miss Martha Percilla, fashion di- 
rector of the Jewelry Industry Council. 

The convention program will include the 
following outstanding speakers, on subjects 
of timely interest and importance to retail 


jewelers: 
Monday, August 15. “The President’s Ad- 
dress” by Oscar Kind, Jr., president, 


ANRJA, S. Kind & Sons, Philadelphia, Pa.; 
Address “The Retailer’s Stake in the 84th 
Congress” by Rowland Jones, Jr., president, 
American Retail Federation, Washington, 
D. C.; Address “Huge New Markets” by 
Arno H. Johnson, vice president and direc- 
tor of research, J. Walter Thompson Co., 
New York, N. Y.; Address “The Present 
Status of Consumer Credit” by De Witt J. 
Paul, vice president, Beneficial Management 
Corv., Newark, N. J. 

Tuesday, August 16. Sales Promotion and 
Merchandising Session. Address “Facts 
About the General Electric Diamonds” by 
Dr. Miles J. Martin, manager, research in- 
formation, General Electric Co.. Schenec- 
tady, N. Y.; Address “10 Sizzling Sales 
Ideas” by N. J. Leigh. chairman of the 
board, Einson-Freeman Co.. Inc., Long Is- 
land City, N. Y.: Address “Advertising for 
Small Town Jewelers” by Merwin Dechter, 
retail advertising specialist, Associated Re- 
tailers of Indiana, Indianapolis, Ind. 

Wednesdav, August 17. Address “Facts 
About the New ANRJA Credit Insurance 
Plan” by Bernard H. Lefkow. Bergman & 
Lefkow Insurance Agency, Chicago, TIII.; 
Address “What Manufacturers Can do To- 
day About Fair Trade” by Donald W. Leach, 
vice president, R. Wallace & Sons Mfg. Co., 
Wallingford, Conn.;: Address “The Retail 
Teweler and Fair Trade Today” by Leon J. 
Engel. The Stieff Co.. Baltimore, Md. 

Thursday, August 18. Report of the secre- 
tary; Report of the treasurer; Report of the 
executive vice president: Reports of com- 
mittees: Resolutions. Credentials. Nomina- 
tions; Election and Installation of Officers; 
Other Association Business. 

Thursday, August 18, Evening. Assembly, 
annual banquet, fashion show and dancing. 





new Publicity and Entertainment Committee. 

Jack Daly (International Silver Co.) will 
serve as chairman of the committee in con- 
junction with George C. Hitt, Jr., who is 
serving as co-chairman. 

The other appointees are as follows: Burly 
Sacks (Bristol Ring Co.) ; Dan Pless (Dan 
Pless-Diamonds); Herb Lewis (Bulova 
Watch Co.); Daniel Burke (A. Cohen & 
Sons Corp.) ; George Collins (New Hermes 
Engraving Machine Co.); Lou Lombardy 
(International Silver Co.); Jack Lewitt 
(Eichberg & Co.); Ray Hollman (Inter- 
national Silver Co.), and Mrs. Annie Laurie 
Kelly (Schneider & Son). 

A meeting of the newly-appointed com- 
mittee was held in the association’s offices 
on Saturday, April 9. Important plans for 
publicity for the organization’s Atlanta show 
(to be held in August) were discussed. 
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Talks by Bulova Technician 
Take Him Over 250,000 Miles 


In the past six years, Max J. Schwartz, 
technical director of the service division of 
the Bulova Watch Co., has gone more than 
250,000 miles holding symposia on new de- 
velopments in timepieces. 

The symposia, which Mr. Schwartz has 
conducted in 41 states, Hawaii and Canada. 
are technical in nature and are attended by 
jewelers and watch salesmen. 

Using motion pictures, blown up photo- 
graphs and drawings of watches as well as 
charts, the former inspector and chief clock- 
maker of all timing instruments in New 
York State military installations discusses 
the new trends in watchmaking. At the end 
of his regular talk Mr. Schwartz answers 
questions, and it is often in the question pe- 
riod that many jewelers get answers to 








problems they have been concerned about. 

The former bombsight instructor at the 
Officers’ Bombardier School at Midland, 
Texas, during World War II, has also ap- 
peared frequently on radio and television 
shows where he answers questions which are 
of interest to the general public, rather than 
to jewelers. 

So interesting do jewelers and salesmen 
find the Schwartz lectures that he is kept 
flying for the greater part of the year. This 
year has had more calls for his time than he 
has had in any of the previous six years 
since he started holding the symposia. 

Mr. Schwartz himself is a watchmaker. 
His grandfather and father watch- 
makers. Two brothers and two uncles are 
also watchmakers and he has, as a result, a 
solid background in practical as well as theo- 
retical knowledge of watches. He is also a 


were 


| certified watchmaker of the Horological In- 




















Her brilliant 
Linde* Star is 
encircled with a 
satellite cluster of 
diamonds .. . $145.00 


His with full-cut diamond insets 
$205.00. Both in regal 14K set- 
tings . . . the inspiration of . 


Kritzer, Stern & Kritzer, 
Inc., N. Y¥. 









As for free display 
card in color, and 

list of manufacturing 
jewelers featuring 
Dinde* Stars. 


Fascinating stars ... once the mark 
of kings and queens . . . now 
available to your customers. Point 
by point, Linde* Stars equal the 
beauty and structure of natural stones. 
These mysteriously glinting gems 
evoke all the glamour that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 

. display them and display their amaz- 
ingly low prices. Linde* Stars invite 
try-ons that turn into take-home sales. 
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CHARLES F. WINSON WORLDWIDE DISTRIBUTOR 


S80 FIFTH AVENUE. NEW YORK 36 + 


COLUMBUS 5-2656 


* “Linde’’ is a registered trademark of Union Carbide & Carbon Corp.—a synthetic gem. 
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stitute of America and is senior instructor | 
the Joseph Bulova School of Watchmaking 
which trains disabled veterans and civilians, 

Part of Mr. Schwartz’s itinerary includes 
Little Rock (May 1), Denver (May 10). 
Salt Lake City (May 12), Los Angeles 
(May 17), Vancouver, B. C. (May 19). 
Seattle (May 24), Oakland (May 26), San 
Francisco (May 27). 





Max J. Schwartz, technical director of the 
service division of the Bulova Watch Co., 
has led symposia on new watch develop- 
ments in 41 states, Hawaii and Canada. He 


is shown here at a recent symposium in 
Memphis. 


HIA to Hold 34th Meeting in 
Washington (D. C.) This Month 


The Horological Institute of America has 
announced that its 34th annual meeting will 
be held on May 22 and 23 in Washington, 
D.C. 

In keeping with a long-standing custom, 
the convention sessions on Monday, May 23, 
will be held at the National Academy of 
Science, one of the organizations that helped 
organize the HIA 34 years ago. 

It was stated that national publicity given 
watchmakers in recent months has sparked 
plans for this year’s meeting, which the HIA 
promises will be the best yet. An added 
feature of this year’s event will be the meet- 
ing of the National Association of Watch 
and Clock Collectors. This is scheduled for 
May 18 through 21 and will be held in 
Washington, D. C. 





New Swiss Watch Styles 
Unveiled at Basel Fair 


Many new styling and technological im- 


| provements in Swiss jeweled-lever watches 





are being unveiled at the Basel Fair, accord- 
ing to the first news released at the Fair 
Hundreds of manufacturers are 
presenting their latest jeweled-lever time- 
piece creations at the 25th Swiss Watch 
Pavilion—the most prominent part of the 
Swiss Industries Fair at Basel, April 16-26. 

Although complete information about 
styling and technological advances is not 
available at this early date, it is known 
today that seven new sizes of men’s and 
women’s self-winding watches are on display 
for the first time. In addition, a ladies’ 
self-winding watch, less than one-half inch 
in diameter, is exhibited carrying an official 
Swiss rating certificate which guarantees a 
very high degree of accuracy. 

The new calendar watches introduced fea- 


a 
opening. 
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“window” for the date instead 
tional aperture where the figure 
Designers believe this greatly 
improves the appearance of the watch dial. 
Interest in the displays of non-automatic 
watches is centered around the new small 
movements which have been adapted to 
rings, clips and other forms of costume 


ture a special 
of the conven 
“6g? appears. 


jewelry. 





UHAA Presents Awards to 
Three Prominent Horologists 


Distinguished Achievement Awards were 
presented by the United Horological Associ- 
ation of America last month to three men 
who were selected for their outstanding con- 
tributions to horolozy. The presentation of 
the awards was made on April 24 during 
the UHAA’s annual convention in Omaha, 
Nebr. 

Recipients of the 1955 awards were Henry 
B. Fried of New York: J. E. Coleman of 
Nashville, Tenn., and G. Albert Berner of 
Bienne, Switzerland. 





¥ 


J. E. COLEMAN 





HENRY B. FRIED 


Recipients 
of UHAA's 
Distinguished 
Achievement 
Awards 


G. ALBERT BERNER 





The UHAA awards are industry-wide, 
universal in scope, and were instituted in 
1954 as an annual event in recognition of 
valuable services rendered to international 
horology. 

This year’s winners were elected by major- 
ity vote through ballots cast by a board of 
nominating judges composed of 
Shennan, president of Elgin National Watch 
Co.; Paul A. Tschudin, managing director 
of the Watchmakers of Switzerland Informa- 
tion Center; Arthur B. Sinkler, president of 
Hamilton Watch Co.; Eugene Sobel, presi- 
dent of the Watch Material Distributors 
Association of America; Teviah Sachs, pres- 
ident of Waltham Watch Co.; Norman D. 
Luth, president of the United Horological 
Association of America; and George Martin, 
managing editor of the American Horologist 
& Jeweler. 


James G. 
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Dayton Jewelers Association 
Names Potasky as President 

The Greater Dayton Retail Jewelers 
Association elected and installed new officers 
at a meeting in the Van Cleve Hotel in 
Dayton, Ohio. 


Harry Potasky was named president; 
Clancy Sipe, first vice president; Irve 
Garlikov, second vice president; Verne 


Smith, secretary, and Martin Beigel, trea- 
surer. The group elected Charles Getz, 
Louis Jaffe and William Rife members of 
the board. 

A three man committee— Rife, William 
Royston and Manuel Alex—will formulate 
plans for the third annual presentation of 





watches to the top scholastic students at 
the seven public and three parochial high 
schools at a dinner meeting on May 24 at 
the Miami Valley Country Club. 





Three Akron Jewelers Take Part 
In Cooperative Promotion 


Three jewelry stores in Akron, Ohio, 
joined hands in a “cooperative “Midtown 


Spring Carnival” promotion aimed at 
pulling traffic to the midtown shopping 
area. The stores were Fertel Jewelers, 


Rogers Jewelry Co. and Shulan’s Jewelry. 
The stores presented free movies for 


children in four midtown theaters, prizes, 
and other entertainment. 








capture 
more 


sales... 


caged pearl bracelets, necklaces and earrings 


Caged Pearl bracelets, necklaces and 
earrings are an exciting new twist, 
sure to be the sensation of this 
Selling season 


At 


pearl is caged in 14k gold twine... 


the center of each cluster is highlighted 
with a genuine sapphire. 
Immediate delivery guaranteed. 


ORDER TODAY! Free catalog of complete 


line and price list upon request. 
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earrings...Keystone $38 
necklace...Keystone $80 
bracelet...Keystone $80 





Each magnificent cultured 
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(8) CHESTERFIELD // JEWELERS, inc. 
Lf and Sydney Berman 
33 West 46th Street, N. Y. 36, N. Y. 
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Over 600 Attend Joint Convention of 
Oklahoma Jewelers and Watchmakers 


Approximately 650 jewelers and watch- 
makers attended the recent joint convention 
of the Oklahoma Retail Jewelers Associa- 
tion and the Oklahoma Horological Asso- 
ciation. The two-day event was held March 
19 and 20 at the Skirvin Hotel in Oklahoma 
City. 

Convention proceedings got underway on 
Saturday evening, March 19, at a party 
which was sponsored jointly by the TOLA 
Tumbleweeds Association and the Ok!ahoma 





Sell , 


RJA. Entertainment at this affair was pro- 


| vided by Patti Coter, KWTV television ar- 


tist, who was assisted by the Esquire Trio. 
The highlight of the convention was an 
address given at the Sunday noon luncheon 
by Oscar Kind, Jr., president of the Ameri- 
can National Retail Jewelers Association, 
and immediate past president of the Ameri- 
can Gem Society. Mr. Kind spoke of the 
achievements of ANRJA and its work for 
the retail jeweler. In his talk, he also 
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Transparent 


WINDOW 


"20" x 122" 


Now you can use new transparent acetate window signs without obstructing your 
windows. Message screened in ‘‘Day-Glow” red and white on background you can 
see right through. Can be affixed to any window in a jiffy. No buckling or wrinkling. 
Under window lights, these signs have a glittering neon effect that stops traffic— 


brings customers into your store. 


SPECIAL 
INTRODUCTORY 
OFFER... 


Name 


FLUROSIGN COMPANY 
5520 South Shore Drive © Chicago 37, Ill. 


A package of 5 signs (your selection). Sent post paid for 
only $4.25. If not completely satisfied, return within 5 days 
for complete refund. 


rj Father's Day 
oO Graduation 


oO June Brides 
oO Dollar Special 
O Season's Greetings 


a total of 5 signs—$4.25 Postage Prepaid 
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Send No Money—You'll be invoiced. 





touched briefly on the subjects of fair trade, 
jewelers’ credit insurance, and the Jewelry 
Industry Tax Committee. 

The convention concluded on Sunday eye. 
ning with a dinner-dance and sparkling floor 
show which was held in the Persian Room 
ot the hotel. 

Named as new president of the Oklahoma 
RJA was Hugo F. Kofmehl of Duncan. 

Other officers elected were: Odie Ditmore. 
Anadarko, secretary treasurer, and the fol- 
lowing vice presidents: H. S. McCurley, 
Norman; Rene Pallisard, Perry; John Q. 
Reinhardt, Okmulgee; and E. T. Tucker, 
McAlister. 

Named to the board of directors were: 
Robert J. McCurley of Norman, who was 
named chairman; H. C. Stuhr, Oklahoma 
City, vice chairman; Ed. Waldrop, Watonga; 
Wm. Billie, Henryetta; Geo. Sloan, Tulsa; 
M. B. Smith, Pauls Valley; Jack B. Miller, 
Muskogee; E. L. Moody, Tulsa; Fred Mel- 
ton, Lawton; N. C. McCoy, Cushing; F. L. 
Kelly, Weatherford; V. P. Hildreth, Okla- 


| homa City; Chas. W. Haupt, Bartlesville; 





Geo. Goldfarb, Oklahoma City; Gus Ell- 
wanger, Wewoka; Ray Deveraux, Edmond, 
and B. C. Clark, Jr., Oklahoma City. 

Elected to serve as associate board mem- 
bers were: LeRoy Belt, Oklahoma City; 
Herb Fuhrman, Oklahoma City, and Sam 
Clements, Oklahoma City. 

The convention of the Oklahoma Horo- 
logical Association was highlighted by a 
demonstration of the Oscilloscope and Time- 
Alizer which was given by Carl H. Anderson 
of the Institute of Horological Oscillography, 
Lexington, Ky. 

Re-elected as officers of the watchmakers’ 
group were Sam Clements of Norman as 
president, and Ed. Burris of Midwest City 
as vice president. Bill D: Collins of Okla- 
homa City was elected secretary-treasurer. 


Noyes Named ‘Citizen of Year' 
By American Legion Post 


Pierrepont B. Noyes, honorary president 
of Oneida Ltd., Oneida, N. Y., was honored 
with the “Citizen of the Year” award on 
March 17. The award was made by Sherrill 
Post No. 230 of the American Legion at a 
testimonial dinner held at the new Legion 
Club Rooms. 

The scroll presented to Mr. Noyes read 
in part “in recognition of the time and 
energy voluntarily expended on behalf of 
our community . . . this scroll is presented 
to Pierrepont B. Noyes in keeping with the 
American Legion’s principles of service to 
the community, state and nation. Through 
his saérifice, assistance and leadership the 
Sherrill-Kenwood area has become a better 
place in which to live.” 


NBC Radio Show to Promote 
Deltah Simulated Pearls 


Deltah simulated pearls will be pro- 
moted nationally through Spring and Sum- 
mer on the Joey Adams “Spend A Million” 
show over 145 stations of the NBC radio 
network. 

Winning contestants on the show will be 
awarded a complete Deltah jewelry ward- 
robe, which includes four necklaces, two 
pairs of earrings and a bracelet. 
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Dehlin Named Manager of 
Michaels-Bauer Stores 


Bertil E. Dehlin, who for the past two 
years has been associated with the Gorham 
Co., joined the Michaels’ chain of retail jew- 
elry stores on April 1. He will manage the 
Michaels-Bauer stores in Providence — and 
Pawtucket, R. I., following a tour of training 
and duty in other Michaels’ stores in Con- 


necticut. 


BERTIL E. 
DEHLIN 


To Manage 
Michaels-Bauer 
Stores in 
Providence 
ond Pawtucket 





“Bert” Dehlin is well-known throughout 
the industry in Massachusetts and Rhode 
Jsland. He is a member of the Boston Jew- 
elers Club, and past president of the Dia- 
mond Peacock Club of Boston. 

Before he joined Gorham, Mr. Dehlin 
worked for ten years at the Providence plant 
of Handy & Harman, Inc. Prior to that, he 
was associated for six years with Lester & 
Co., manufacturers of Newark, N. J. 





Record Turnout Expected at 
Providence Show for Wholesalers 


Indications point to a record attendance of 
buyers at the United Jewelry Show to be 
held for the wholesalers in Providence May 
1 to 13. 

Attendance should run well over the 1,000 
mark, according to Charles C. Bulkley, 
show manager, and members of the show 
committee. The estimate is based on ad- 
vance registrations which were running 
considerably ahead of a year ago as early 
as the first week in March. 

The showing of fall merchandise, the 
seventh in a continuing series of successful 
wholesale market periods, will see 350 manu- 
facturers’ lines on display. 

Despite the heavy demand for exhibiting 
purposes, the committee, in order to properly 
balance the room situation, has confined the 
show to floors 3, 4, 5, 6 and 7 at the 
Sheraton-Biltmore Hotel. This will make 
179 rooms available for line displays. 

Represented will be everything from the 
low to moderate priced jewelry. 

The United Jewelry Show is conducted 
for the wholesaler exclusively. Direct mail- 
ings have been made to over 3,200 whole- 
salers all over the United States and various 
sections of the world. 

These mailings consisted of invitations to 
attend the show and to view the largest and 
finest array of jewelry in all categories that 
has ever been presented for the benefit of 
the wholesaler. 

Manufacturers are closely guarding de- 
scriptions of their lines, but are reporting 
that they are prepared to show lines that 
are fashion conscious, attractive and new 
in many respects. 


FoR May, 1955 
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HAIR CLIPPER KITS 
TO MEET EVERY PURSE 


For price minded and quality minded customers—the new 
Supreme line of home haircutting kits has appeal for both. The 
increasing trend to save money by cutting hair at home plus the 
smart styling and aggressive merchandising of Supreme clipper 
kits is boosting dealer sales to never before realized volume. 


SUPREME STANDARD New Low Priced Kit— 


Attractive to all pocket books. Kit has durable clipper, popu- 
lar crew cut attachment, and simplified 3-step method folder. 


SUPREME SUPER A moderately priced kit yet 
has all of the Deluxe features found only in the costliest 
models. Included with the SUPREME CLIPPERS—blade 
guard, crew cut attachment, plastic neck apron, soft Staylon 
neck brush, tapered comb, forged steel shears; clipper oil, 
and the famous “Can't Go Wrong” manual. 


SUPREME DELUXE Handsome ivory colored 
clipper with shock proof housing, Universal AC-DC motor, 
and the finest hard chrome plated Swedish Steel blades. 
This kit, illustrated, is unsurpassed in any line. A top 
selling item for cash or budget sales. 










































~~ THIS DISPLAY 
AND EXCLUSIVE 

“CAN'T-GO-WRONG” 

MANUAL 


Eye stopping display car- 
ton and “Can’t-Go-Wrong” 
instruction book make strong 
seif-selling display. Tells of big 
Savings that can be effected—shows 
how simplified method makes home 
haircutting easy plus even the very first 
haircut is successful. Allays fears, ee 





sales on the spot. 








SUPREME KNIFE AND SCISSORS SHARPENER 


A much desired appliance by both men and 
women. Puts razor-keen edge on all knives 
in a jiffy. Sharpens scissors evenly to the 
very tip. Safety finger-touch switch, smart 
modern design. The faster sell- a 95 
ing, double duty knife and [4 
scissors sharpener. 







SUPREME PRODUCTS, INC. 
2222 S. CALUMET AVE. + CHICAGO 16, ILLINOIS 
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Hypnotist's Feats Highlight 
Meeting of Golden Circle 


Six members of the Golden Circle Sales 
and Executives Club of New York were 
willing subjects for a hypnotist who per- 
formed at the April 18 meeting of that 
group. 

Featured on the evening’s program was 
George Singer, known as the “Professor of 
Hypnosis,” whose ingenious feats with the 
six club members resulted in many humor- 
ous situations. 

The meeting, held at the Hotel Delmon- 
ico, was presided over by President Arthur 
J. Tuveri. Mr. Tuveri asked his entertain- 
ment chairmen to make their reports on 
the club’s annual spring dinner-dance which 


| is scheduled to be held on the evening of 
May 20 at the Hotel St. Moritz. 
George Kramer (Seneca Clocks), chair- 
| man of the dinner-dance committee, an- 
nounced that a thoroughly enjoyable evening 
has been planned. In addition to a sump- 
tuous meal and a fine program of entertain- 
| ment, members and their wives will partici- 
pate in a drawing for a large number of 
handsome and valuable door prizes. Mr. 
Kramer stated that invitations to the dinner- 


dance have been sent to all members and | 
he urged those who plan to attend to re- | 


turn their acknowledgements promptly. 


Credit for the success of the April meet- | 


ing goes to Lou Waldman, 


who handled 


arrangements for the instructive and enter- 


taining program. 
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You too can afford one 
with our liberal time payment plan 
foras littleas §Q¢ a day. 


Ask for our booklet GM—“How to Make Money with Engraving”. 


NEW HERMES ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE * NEW YORK, N.Y. 


First Boutique’ Show to be 
Held in New York This Fal] 


Allen Bryson, director of National Bouti. 
que Shows, Inc., announced September ]] 
through 15 as the dates for the first New 
York Boutique Show, to be held at the Hote] 
McAlpin. 

“For the past two years,” Mr, Bryson 
stated, “boutique departments, in both de. 
| partment stores and specialty shops, have 

increased in number, and in revenue, The 
trend toward boutique selling is becoming 
| profusely stronger and I believe the tendency 
will pick up impetus throughout the country 
for the next few years.” 

In defining a boutique, Mr. Bryson stated 
that the word itself is French for “little 
shop,” but in the broader usage, given it jn 
American merchandising, it “actually is any 
distinctive, domestic or imported, high 
fashion glamour accessory, artistic home fur. 
nishing or unusually designed giftware item, 
created for impulse selling.” 

The New York Boutique Show will in. 
clude, among its invited buyer guests, those 
that buy accessories, giftwares and home 
furnishing items, as well as thousands of 
specialty and gift shop owners. 





Lambert Accepts Chairmanship 
In Scouts’ Fall Fund Drive 


Mrs. Robert F. Wagner (left), wife of the 
Mayor of New York, greets Mrs. Theodore 
Roosevelt, honorary president of Girl Scout 
Council of Greater New York, as 1000 teen- 
age Scouts conclaved for 11th annual senior 


conference at Joan of Are Junior High 
School in New York City, April 13. 

Looking on is Victor A. Lambert (Lambert 
Inc.). The New York jeweler is 
chairman of the Manhattan Men’s committee 
in Scouts’ annual fall fund drive. His com- 
mittee has set a goal of $100,000 in Greater 
New York campaign for $804,500 _ this 
coming October. 


Bros., 


Rothenberg to Head Division 
In Defense Appeal Fund Drive 


Murry Rothenberg, of Monet Jewelers, 
New York, has accepted the chairmanship 
of the Costume Jewelry Division in the 1955 
Joint Defense Appeal campaign. 

JDA raises funds for the American 
Jewish Committee and the Anti-Defamation 
League of B’nai B’rith, community agencies 
with programs combatting bigotry and safe- 
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guarding human rights. 
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> Martin FE. Untermeyer, diamond buyer for 


Untermeyer, Robbins & Co., manufacturers | 


of American Beauty Rings at 136 West 52nd 
St. New York, left recently for a two-month 
trip to Europe. 

» Rondette, manufacturers of gold jewelry, 
announced recently the removal of their fac- 
tory and showroom to new and larger quar- 
ters at 20 West 47th St., New York. The firm 
was formerly located at 10 West 47th St. 

» The New York showroom of Birmingham 
Silver. Inc., of Brooklyn, N. Y., now located 
at 362 Fifth Ave., will be moved to new quar- 
ters at 366 Fifth Ave. on or about June 1. 
The showroom will be factory controlled and 
run by Irwin Paull, vice president of Birm- 
ingham Silver, Inc. The company’s factory 
and office are located at 1000 Grand St. in 
Brooklyn. 

> Harry Harms & Co., New York manufac- 
15 West 47th St., 


turing jewelers at ‘ins 


nounced recently the appointment of Robert | 


I, Finkler as midwest sales representative. 


» A postcard received last month 


from | 


Kobe, Japan, reveals that Jack J. Felsenfeld, | 
9 Maiden Lane, New York, is in that country | 


ona buying trip. Mr. Felsenfeld writes that 
he is making his selections from productions 
of leading pearl farms. 

) Joseph Greenberg, national sales repre- 
sentative for the United Clock Corp., Brook- 
lyn, N. Y., left early in April for a two- 
months’ trip, visiting wholesalers in various 
parts of the country. 


>» Otto Saril, New York diamond dealer at | 


607 Fifth 
Pan American Airways. He plans to remain 
abroad for six weeks visiting the diamond 


MAIDEN LANE JEWELRY FIRM OBSERVES ANNIVERSARY 


is * ‘is 
| | 





In celebration of their 7Ist year at their present location, the firm of William Barthman, 
New York jewelers at 174 Broadway, held a gala dinner at the Hotel St. George in Brooklyn 
on the evening of April |. The company, which was founded in 1863, has occupied its 
present location in the Maiden Lane district since 1884. Shown here at the anniversary 


Ave., left for Europe April 2 via | 


ah, NEW YORK 


markets of Paris, London, Amsterdam and 
Antwerp. 

> The Eastern Metal Products Corp. has an- 
nounced the opening of their New York ex- 
ecutive offices and display rooms at 18 East 
41st St. The following executives will make 
their headquarters at this office: Arnold Troy, 
president; Seymour Troy, executive presi- 
dent; Noah vice president, sales; 
Louis Lipschutz, treasurer; Arthur Appel, 
secretary; Max Mandelbaum, retail promo- 
tion sales manager; and Bernard Berengard, 
advertising manager. Eastern Metal Products 
operates plant in Ft. Smith, Ark., Tuckahoe, 
N. Y., and Crestwood, N. Y. 


Shaw, 


Nassau-Suffolk Jewelers Guild 
Changes Date of Meeting 


The Nassau-Suffolk Jewelers Guild 
nounced recently that the date of its retail 
jewelers sales and merchandising seminar, 
originally scheduled for May 15, has been 
changed to June 12. The organization an- 
nounced that the event held, as 
originally scheduled, at the La Grange Hotel 
in Babylon, L. I. 

The day’s activities will get underway at 
2:30 P.M. when a seminar on retail jewelry 
advertising, installment and 
will be conducted by recognized experts. 


an- 


be 


will 


credit 


\ fashion show will take place at 6:00 


P.M., and will be followed by a cocktail 
party. 


€:30 PM. 


numerous door prizes will be drawn for and 


distributed. 


selling 


Dinner will be served promptly at 
A dance and entertainment pro- 
eram will be presented at the banquet, and 
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celebration are principals and employees of the firm, with their wives. 


FoR May, 1955 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 








DIAMONDS 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 
MARTIN |. HARMAN 


36 West 47 Street New York 36, N. Y. 
PLaza 7-2546 








Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 


18-20 W. 31st St.. New York 1, N. Y. 














a, ALITY Waterproof Crowns 








MENTS 


SCREW DRIVERS 
PIN VISES. ETC. 


YY 
ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 

















Tarnish Preventive 
SILVERWARE CHESTS 


Lined with Pacific Silver Cloth. Guaranteed 
fine quality. Prompt Service. Also Pacific 
Cloth rolls & bags 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware protection since 1926 














on in need of 
STOP WATCHES [f° 
CHRONOGRAPHS | 


Inc. 
20, N.Y.™% 


“ARISTO IMPORT CO., 


630 Fifth Ave New York 











New Yonkers Shopping Center 
Features Story of Swiss Watches 


The much publicized super-shopping cen- 
ter in Yonkers, N. Y., noteworthy in retail- 
ing for its sweeping layout, parking areas 
and modern merchandising methods, recently 
put the promotional spotlight on quality 
Swiss jeweled-lever timepieces. 

An exhibition hall at the shopping center, 
used to display imported products and ser- 
vices which are in demand throughout the 
United States, featured a watchmaker’s 

. bench along with a selection of advertise- 
ments from The Watchmakers of Switzerland 
consumer advertising series, a giant Swiss 
watch movement, other posters and informa- 
tion. 





CULTURED 
PEARLS 





LEYS, CHRISTIE & CO., INC. 


65 Nossau St., New York 


FAST * DEPENDABLE 


Watch Dial & 
Refinishing 


FREE: 
Refinishing if you scratch or mar 
Dial when fitting to movement! 
1 YEAR WRITTEN GUARANTEE 
ON ALL OUR WORK 




















. 
WATCH DIAL CO. 


64 Nassau Street 
N.Y. 38, N.Y. 





DIAMOND 
SETTING 


Twenty years experience on 
gold & platinum settings 


Quality & service is being 
rendered to Ceveral 
feading jewelry 
manufacturing 
concerns 






Ref.on request 


56 W. 45 St. 
N.Y. 36, N.Y. 
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Original Student Designs Shown at N. Y. Exhibit 


Last month—April 7, to be exact—the 
jewelry designs of students of Christian A. 
Jakobb were exhibited at Mechanics 
Institute in New York City. Mr. Jakobb, 
who has been teaching jewelry designing 
at the school for 28 years, is an outstanding 
designer, well known in the industry. His 
jewelry design course is the only one of its 
kind in the New York City area. 

The prize designs shown here 
selected from the work 


were 
of 24 students. 





On the left: Third 
prize, designed by 
M. J. De Franco. 
Right: Second hon- 
or, designed by O. 
Grun. Far right: 
Third honor, de- 
signed by R. Ulreich. 








The awards were based not only on individ. 
ual talent, but also on student effort 
progress and class attendance. , 
This year’s student winners were; Ger. 
shon Henoch Rogovey, first prize; Larry 
Samuel Simon, second prize; and Michael 
James De Franco, third prize. The judges 
also gave honors to three other students: 
Andre Abend, first honor; Otto Grun, second 
honor; and Robert Ulreich, third honor, 


ete ete oe 





On the left: First 
prize, designed by 
G. H. Rogovey. Up- 
per right: Second 
prize, designed by 
L. S. Simon. Lower 
right: First honor, 


designed by A. 
Abend. 








New Group to Hold Chicago 
Show for Jewelry Wholesalers 


A new association of jewelry manufac- 


turers has been formed in the Greater 
Providence area, its objective being to 
attract business from the _ drug-sundry, 


souvenir, tobacco, premium, greeting card, 
leather accessory, men’s jewelry and boxed 
goods jobbers. 

Known as the Associated Jewelry and 
Variety Show, the group will set up an 
exhibit of lines in rooms of the Morrison 
Hotel, Chicago, from July 31 to Aug. 8— 
the period in which the jobbers will be in 
that city on buying expeditions. 

With show time nearly three months away, 
most of the rooms on the show floors in the 
Morrison have been sold, Joseph Lavan, 
chairman of the show committee, reports. 

The line-up of manufacturers in non- 
jewelry as well as jewelry lines represents 
the leaders in their fields, Lavan said. 
Invitations are being sent to 7,000 whole- 
salers throughout the country to attend the 
show. 

The opportunity to show their merchandise 
to new markets offers manufacturers of low 
and medium priced jewelry and _ related 


| items a way to increase sales and expand 


their production to cover a 12-month period, 
the show sponsors believe. 

Directors of the new organization, in 
addition to Lavan of Superb Case Co., are 
Joseph Aquilino, Anthony Creations; Ken- 
neth Randall, Darlene Jewelry Co.; Jou 





Monte, Uncas Mfg. Co.; Lou Jaron, Alice 
Jewelry Co.; Rally Migliaccio, Ritz Vanities, 
Inc., all of Providence; and Harry A. 
Wisotsky of Hollywood Novelty Co., New 
York City. 

The association has set up an office in 
Room 202 at 26 Custom House St., Provi- 
dence. 

The prospect of tapping new mass whole- 
sale markets has brought an_ enthusiastic 
response from jewelry manufacturers, Lavan 
said. 

With the variety of merchandise being 
shown, the committee expects to have one 
of the largest buyer registrations on record. 
Other shows in Chicago at the same time are 
expected to swell the Associated Jewelry and 
Variety Show attendance. 





Gensler-Lee Reports 35% Rise 
In Quarterly Diamond Sales 


G. J. Gensler, chairman of the board of 
Gensler-Lee Jewelers, San Francisco. Calif. 
announced recently that the firm’s diamond 
sales for the first quarter of 1955 were 35 
per cent ahead of those for the same period 
of 1954. 

Mr. Gensler stated that there is an_ in- 
creasing interest in diamonds for engage- 
ment rings and as gifts for anniversaries and 
other occasions. He states, too. that the 
firm is selling many more diamond rings for 
men. 

The Gensler-Lee chain of diamond stores 
operates in 23 California cities and is now 


| in their 59th year of business. 
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Bulova and NYU to Conduct 
13th Merchandising Course 


Because of the great enthusiasm by 
jewelers for the twelve previous jewelry 
store management and merchandising pro- 
crams, the Joseph Bulova School of Watch- 
making and New York University School 
of Retailing are offering another in the 
series of intensive training programs for 
jewelers. The course begins on August 1 
and runs through August 12. 

The thirteenth jewelry store management 
and merchandising program will, like its 
predecessors, provide an intensive and com- 


prehensive training experience for the 
retail jewelry store representatives that 
attend. It will familiarize them with the 


essentials of conducting a successful modern 
jewelry store. The American National 
Retail Jewelers Association and the Nation- 
al Jewelers Association have cooperated 
actively in the formulating of this and past 
training programs. 

Business leaders in the jewelry industry 
will be the instructors for the course, giving 
the trainees the advantage of hearing 
successful business practices and _ first-hand 
experiences from the people directly in- 
volved. 

Since the course has been designed to 
permit selected personnel the opportunity 
to have this outstanding guidance on a 
personal and comprehensive level, only 
twenty-five selected candidates will be 
accepted. This is to assure close personal 
contact on behalf of the students with 
the instructional staff, and to allow them 
to acquire maximum benefits from the pro- 
gram. 

The program will be conducted at the 
New York University School of Retailing, 
Main Building, Washington Square East, 


New York 3. N. Y., and the Joseph Bulova 


Regional Industry Surveys 
Conducted by Swiss Watchmaker 


Personal surveys of business conditions in 
the jewelry and horological industry on the 
West Coast and in the South and Southwest 
are being conducted by members of The 
Watchmakers of Switzerland Information 
Center during April, May and June. The 
three-month traveling schedule includes visit- 
ing jewelers and watchmakers, material dis- 
tributors and watch importers to determine 
the status of the watch business in these 
areas, in order to meet the future service 
and information requirements of the trade. 

Paul A. Tschudin, director of The Watch- 
makers of Switzerland Information Center. 
Inc., in New York City, plans to visit West 
Coast trade groups and individual retailers 
in major market areas of Western Canada, 
Washington, Oregon and California. His 
itinerary includes addressing various associa- 
tion conventions, among them the Watch 
Material Distributors Association of Amer- 


ica, May 30-31 in San Francisco. 


Robert Kaempfer of the Information Cen- 


ter is currently touring the South and South- 


west, with speaking invitations in Houston, 

Dallas, San Antonio and Oklahoma City. 
The results of the personal surveys made 

by Mr. Tschudin and Mr. Kaempfer will be 


made available in the form of an opinion 


FOR May, 1955 » 


School of Watchmaking. Registration will 
take place on the opening day at 9:00 A.M. 
Application forms may be obtained by 
applying to the New York University School 
of Retailing, Washington Square East, New 
York 3, N. Y., or the Joseph Bulova School 


| of Watchmaking, 40-24 62nd St., Woodside, 


Long Island, N. Y. The total tuition cost 


| to the employer for the training program is 


| 





$175.00. This fee is payable upon receipt 
of notice of acceptance from the Admissions 
Committee. All checks should be made 
payable to New York University. 


U. S. Watchmakers Exhibit 
Timing Equipment in Washington 


The exhibit of the American Watch & 
Clock Makers in the lobby of the U. S. Com- 
merce Department building in Washington, 
D. C., has been one of the best attended dis- 
plays in recent years, Department officials 
say. 

The exhibit, which closed 
cluded four watchmaking 
chines; 
back as far as 430 years, and many types 
of military equipment for which precision 
parts are made by the watch industry. 


April 30, in- 


operating ma- 


Extein Heads Jewelry Division 
In St. Louis Fund Campaign 


Alvin M. Extein of Extein, Honigsberg & | 





displays of historic watches dating | 





Sons, wholesale jewelers of St. Louis, Mo., | 


was selected as the 1955 chairman of the 
Jewelry Division of the area’s Jewish 
Federation Welfare Fund Campaign. 
is the second time in three years that Mr. 
Extein has served as chairman. 

This year’s Federation campaign will pro- 
vide funds for 40 organizations locally, 
nationally and overseas in 
health and welfare. 


letter, in order to further help the industry 
evaluate business conditions and create new 
ways of building the profit level of retail 


| jewelry stores. It is expected that many of 


the ideas obtained from discussions with 


jewelers, watchmakers. material distributors 


This | 


| 
| 
| 
| 


the areas of | 





ROBERT PAUL 
KAEMPFER TSCHUDIN 
Touring the Plans to 
South and Visit West Coast 
Southwest Trade Groups 


| and watch importers will be incorporated 


the advertising, merchandising, con- 
sumer and trade education campaigns of The 
Watchmakers of Switzerland, in behalf 
of America’s retail jewelers and watchmakers 
selling fine Swiss jeweled-lever watches and 
other quality products. 


into 


A TYPICAL B. DAVID VALUE 





HERE'S PROFIT FOR YOU! B. David gives you 
fast selling, high profit designs of un- 
equalled brilliance, guaranteed crafts- 
manship. Sold only to you, the jeweler. 


PINS * NECKLACES * EARRINGS 
EASTERN STAR * CROSSES * JEWELRY 


DG. 


iakar-| 


Print ta) 
2508 Vine St ti 19, O 
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TREATED 
DIAMONDS 


in beautiful green and 
golden colors of high bril- 
liance. In various sizes at 
attractive prices. Write, 
wire or phone for further 
details. 

THEODORE MOED 


An Original Distributor 
10 West 47th St. 


New York 36, N. Y. 
JU 2-1994 
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373 WASHINGTON ST., BOSTON 8, MASS. 














A basic book for jewelers 


A Field Guide to 
Rocks and - 
Minerals 

by Dr. Frederick H. Pough 


Welcomed as the best 
field guide published, this 
compact book, one of the 
famous Peterson series, is 
usable anywhere in the 
world. It emphasizes im- 
mediate identification in 
the field but includes new 
testing procedures, sections 
on mineral environments 
and crystallography, a glos- 
sary, and 254 photographs, 
72 in full color. 


$3.75 Postpaid 


The Jewelers’ Circular-Keystone 
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> As this issue went to press, the Diamond 
Peacock Club was set to celebrate its 10th 
anniversary with its annual dinner-dance at 
the Somerset Hotel on April 30. Matthew 
J. Brown, chairman of the dinner-dance 
committee, promised a most gala affair, with 
music for dancing by Sammy Eisen and his 
10-piece band, cocktails, hors d’oeuvres, an 
unsurpassed dinner, and a souvenir to top 
all others. Details and pictures next month. 
>» Plans were all set also for the annual 
dinner of the Boston Jewelers Bowling 
League at the Hotel Brunswick on May 7. 
When this issue went to press, there were 
only two more nights for rolling, and the 
A. Stowell team was still in the lead. The 
committee has obtained scores of valuable 
prizes for distribution to winning teams and 
to individual rollers. 

> The Jewel House, 35 Winter St., Boston, 
reopened on March 20 with a complete line 
of costume jewelry and handbags. Manager 
of the new Jewel House is Mrs. Eleanor 
Dionne, well-known in Hub jewelry circles. 
>» Mrs. Rose Marshall, bookkeeper with 
Travis, Farber Co., 906 Jewelers Building, 
celebrated with her husband their 28th 
wedding anniversary with a week’s trip to 
Grossingers in the Catskill Mountains of 
New York State, during the latter part of 
April. Oresto Dellafano, office manager with 
the firm, and serving as chairman of the 
East Boston Civic Committee now concerned 
with jet planes flying over that area, flew to 
Washington recently where the committee 
conferred with Air Secretary Andrews. 

> Henry Desjardins, jeweler of Beverly, 
Mass., is sponsoring a Little League base- 
ball team this summer, and will serve as its 
manager. 


| }» Nathaniel I. Goodman, of the firm of the 


same name, 1006-7 Jewelers Building. is back 
from a two week’s flying trip to Mexico 
City, Acapulco, and other points of interest 
south of the border. 

> Miss Adelaide Cohen, bookkeeper with I. 
Alberts’ Sons, 8th floor Jewelers Building, 
resigned recently and left for Florida. She 
has been replaced by Mrs. Gladys Tilley. 


| > The Louis F. Guiness Co., 709-710 Jewel- 


ers Building, recently soundproofed room 
710, added new displays of Integrity Dia- 
mond Rings, and installed new decorations 
and lighting fixtures. Mr. and Mrs. Louis 
A. Guiness went on a 10 days’ cruise to 
Bermuda the end of April, accompanied. by 
Mr. and Mrs. John A. Cerel of Cerel’s 
Jewelers, Pawtucket, R. I. 


> William Mendelson. watchmaker, moved 


on April 1 from Room 503 Jewelers Building, 
where he shared space with Ben Rosenberg, 
to Room 603 in the same building. 

>» Myron Beylick, diamond setter, 903 
Jewelers Building, is back at work after 
being laid up about ten days as the result of 
an accident suffered in New York City. 

>» Ben Rosenberg, operator of Boston Find- 
ings Co. 503 Jewelers Building, has enlarged 





NEW ENGLAND 


his quarters and added new showcases 
fixtures, 

> The remaining stock of A. Frisch Co., Inc, 

306-7 Jewelers Building, was sold to Gordon 

Brothers, Bromfield St., Boston, following 

liquidation of the Frisch firm. <A window 

display at Gordon’s has featured the old 

door, with its 42-year-old sign, as part of the 

liquidation sale. 

> Herbert W. Stranger, of the firm of the 

same name, 305-6 Washington Building, did 

some fast work over a recent weekend and 

succeeded in getting a cellar dug for a new 
cottage next to his own at Truro, Cape Cod, 

Work on the cottage is proceeding apace, 
“Bert” Stranger, Jr., has just been pro. 
moted to chairmanship of the Communica. 
tions Division, Metropolitan Boston Chapter 
of Red Cross, having charge of the entire 
Metropolitan Boston area. 

>» Hans Weiss, diamond setter, 807 Washing. 
ton Building, moved from there recently to 
a new location in New York City. As a 
result, A. C. Jewett, Room 807, now has a 
half-room vacancy to let. 

>» Miss Beverly Brudnick, bookkeeper with 
Ross-Taylor, Inc., 717 Washington Building, 
was chairman of the Junior Haddassah of 
Malden at its recent annual dance. She 
won a trip to New York City. 

> Mr. and Mrs. Joseph Miller, the former 
the vice-president of Goldland Jewelry Co., 
616 Washington Building, are going to 
Europe in June to survey the diamond 
market, and with the possibility of opening 
a branch office of the firm in Paris, France. 

>» Fred DeScenza, of the firm of Frank P. 
DeScenza, Washington Building, an ardent 
skier, broke his ankle on April 3 at the 
Belknap Ski Area in Laconia, N. H. He is 
now convalescing at his home following a 
stay at the Lawrence Memorial Hospital. 

} Terry’s Gift Shop, Manchester, N. H., re- 
cently enlarged its quarters, and held a 
formal opening on April 7. 

> Ben Rubin, formerly of Rubin’s Jewelry, 
Roxbury, Mass., is now operating the jewel- 
ry department in Blair’s Foodland, 2214 
Washington St., Roxbury. 

} Louis Rosenblatt and Benjamin Jacobs, 
both of Room 908 Jewelers Building, who 
have been in Florida all winter, were expect- 
ed back about May 1. Henry Jacobs, the 
same place, is just back from an Idaho trip. 
> John Perry, 817 Washington Building. is 
back at work after two weeks serious illness. 
> Clarence Lund, of Lund Jewelers, Claren- 
don St., Boston, is back from a month of 
skiing in Switzerland, Austria, and Germany, 
reports a “wonderful time,” says he visited 
several large jewelry stores while there, and 
is looking forward to another trip next year. 
> The husband of Mrs. Myrna Kamin, book- 
keeper for Mendelsohn & Terban, 412-416 
Washington Building, has entered Army 
service. Miss Thelma Miller, also a book- 
keeper with the same firm, is to be married 


and 
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on June 12, just before her husband enters 


the Army. " : 
» Ed. Chapman of the W. D. Pharmer Co., 


Pittsfield, Mass., is convalescing from a pro- | 


longed illness. 

» New bookkeeper with the Joseph Gann, 
Inc. firm, 404-7 Washington Building, is 
Mrs. Frances Laurie. 

» Mrs. Henry Kamlot, of the Henry Kamlot 
Co., 307 Washington Building, is back from 
a two weeks’ vacation in New York City. 

p Earl Sederquest, of the watch department, 
D. C. Percival & Co. 2nd floor Jewelers 
Building, was married on April 3 and left 


for Florida with his bride on their honey- | 


moon. 


> Mr. and Mrs. J. Edward Cotter of Prince- | 


Cotter Co., Lowell, Mass., are back from 
a Florida vacation trip. They brought their 
daughter, Millicent, (Mrs. James D. Hogan) 
and her new baby, Millicent the Third, back 
with them as far as Columbia, Tenn., where 
Mrs. Hogan resides. 


> Joseph Sweet of Millbury, Mass., chairman | 


of the board of the Worcester County Retail 
Jewelers Association, has dissolved partner- 


ship with his son, and the firm name has | 
been changed from S. & D. Jewelry to | 


Joseph Sweet, Inc. 


> William Labbe, of Pennacock, N. H., has | 


completely remodeled his jewelry store. 

> Mrs. William Selberg, wife of “Bill” Sel- 
berg of Elgin National Watch Co., and better 
known as “Trudy,” has opened a personaliz- 
ed shopping service at 45 Church St., Win- 





Photographic Imports in ‘54 
Drop 9% Below ‘53 Levels 


Still picture photographic materials val- 
ued at more than $19 million were imported 
into the United States last year, a drop of 
nine per cent under 1953 imports, latest 
figures from the U. S. Commerce Depart- 
ment show. 


| W. Bird, Needham, Mass., 


Imports of still cameras last year dipped | 


slightly below 1953 levels, but imports of 
cartridge and roll films showed a marked 
decline, the report says. Although the num- 
ber of cameras imported dropped about 200,- 
000 units from 1953 to 1954, the value 
drepped only about $1 million, reflecting an 
average increase in the unit value of cam- 
eras shipped last year. 


Kay Succeeds Shreve as Head 
Of Massachusetts-R. I. RJA 


More than 300 members and guests at- | 


tended the 40th annual convention and ban- 


quet of the Massachusetts and Rhode Island | 


Retail Jewelers Association at the Parker 
House, Boston, April 13, 1955. 

Convention speakers included Samuel Sil- 
verman, Boston attorney, who stressed the 
benefits of fair trade practices, recommend- 
ing that jewelers go along with fair trade 
prices since they form an important part of 
the profits necessary to keep a retailer in 
Al Levine, national director of 
field merchandising for the Watchmakers of 
Switzerland; R. L. Westfall, eastern sales 
manager, Sheaffer Pen Co., who described 


business; 


the new Sheaffer policy; and E. Wimmer, | 


vice-president, National Federation of Inde- 
pendent Businessmen. 
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chester, Mass., with the name “Trudy ’s— 
We Buy and Sell for You.” She is special- 
izing in antiques and moderns, and also has 
opened several jewelry concessions, one of 
which is in Winchester, Mass., and another 
in Concord, Mass. 

> Mr. and Mrs. John Peterson of Peterson’s 
Lexington and Needham, Mass., spent the 
month of April in Clearwater, Fla. 

> Mr. and Mrs. Jack Sawyer, of Sawyer’s 
Jewelry Store Laconia, N. H., spent a week 
in March in Washington, D. C. 

> Mrs. Elsie Delaney, manager of Woodbury 
& McLeod, Manchester, N. H., where she has 
assisted in this capacity for the past 30 
years, has purchased the store from the 
McLeod estate, effective April 1, and will 
operate the store as her own. 

> Mr. and Mrs. Louis Lemay and family, of 


Manchester, N. H., spent three weeks in 
Sarasota, Fla., during the latter part of 
March. 


> Mr. and Mrs. Chester R. Smith, formerly 
of Conway, N. H., have purchased the 
Gareau Store in Somersworth, N. H. 

> Frank A. Gendreau, a jeweler on Winter 
St., Boston, for more than 50 years, died 
April 10 in Milton, Mass., Hospital. He 
leaves a son, Frank A. Gendreau, Jr., who 
is carrying on the business. 

> The Berklea Jewelry Co. of Winthrop, 
Mass., has moved to a new modern location 
in the Masonic Building, 198 Winthrop St. 
W. Henry Burke, who has recovered from a 
recent illness, is back on the job again. 





In the election of officers which followed 
the business sessions, James R. Kay, of 
Lawrence, Mass., was named president, suc- 
ceeding William H. Shreve, of Boston. Dar- 
win Neumeister, Boston, was named first 
vice-president; and Russell I. Ferguson, 
Ware, Mass., who has served as secretary, 
was named second vice-president. Frederic 
was re-elected 
treasurer; and Harold Partridge, Boston, 
was elected secretary. Mr. Partridge also 
served on the entertainment committee, and, 
following the banquet, five top-flight acts 


| from Boston’s leading nightclub, Blinstrub’s 


Village, were presented for the attendants. 
Dancing followed. During the dinner, many 


fine gifts, donated for the occasion, were 
distributed to the holders of winning ticket 


numbers. 






ent of the Massachusetts & Rhode Island 
Retail Jewelers Association, receives en- 
graved watch from incoming president James 


| 

| William H. Shreve (center), retiring presi- 
| 

| d 

| R. Kay, as Mrs. Kay looks on. 








A Timely SPECIAL 


TO INCREASE TRAFFIC TO YOUR STORE 
YOUR COST = 


$985 


with gilt polish 
center band 
$2.95 
Priced surprisingly low \ 
to retail from $4.95 
to $5.95 











2%" Diam 
This very small imported one day Silent- 
Tick Alarm Clock, available in stunning 
Pastel Green, Pastel Blue, Ivory and Black, 
with gilt polish border; white radium dial 
and hands. Separate wind keys for both 
alarm and time mechanisms. 


Can also be used as a travel alarm 
Samples sent upon request. 


WATER-RESISTANT 
ALL STAINLESS 
STEEL 


or yellow/S.B.with R.G.P 
Expansion Bracelet 
17 JEWEL 





Alse available in Chrome Top, Staigless Steel 
Back, or in Automatic 360° 

eae Lodies’ yellow R.G.P. 
SPS... 17 jewel, Font 60, =) 
with R.G.P. expansion 












S.B., 7 jewel, 
A.S. with R.G.-P. 
expansron bracelet 
— in various styles 


-RESISTANT 


Incabloe 

ALL STEEL } gy 
er YELLOW /SBy 9!"-95 
All Watches Gift boxed. price tag \ 
& printed guarantee —$.75 extra. 
Ask for our New full descriptive Catalog, 







WATER 














Get these terrific sellers today—beat the price- 
cutting competition with real promotional values. 





Terms: Net 30 days to well-rated firms. Others, pl 
send check, M.O., or dep. for C.0.D. F.0.B. NY. 


CRYSLER WATCH CO. 





580 Fifth Avenue New York 36, N. Y. 











Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 


WALTER S. ARNSTEIN 
1 W. 47th St. New York 36, N. Y. 
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. TOP VALUES IN 


CULTURED PEARLS 


For a complete range of loose cultured 
pearis in every size and quality, 
choose TOGA pearls . 


one resource for dozens of fine jewel- 


. . the number 


, ers and manufacturers everywhere. 
In addition to loose cultured pearls, 
Maurice Goldman & Sons supply a 
complete line of necklaces, chokers, 
earrings, bracelets and stickpins, all 


attractively boxed. 





‘MAURICE COLOMAN & SONS 


| 10 Ww. slow St. © New York, N. Y. 
Tel.: PLaza 7-5764 





ia / men | Powils 


KIBITZ AND COMPANY 


IMPORTERS 


545 FIFTH AVE. NEW YORK 17, N. Y. 
MUrray Hill 2-3432 























Ya"a¢nen 
0 


m0 INTS ; 


ale 


i SEED 
REMEMBRANCER 


Write for Catalog No. 21 
THE FLINTS @ 210 W. 8th © Kansas City 5, Mo. 














CAwinD reed in 


14 West 23 St., N. Y. 10, N.Y. 


Free! 32-page catalog of new 
jewelry window and store 
displays, fixtures, show case 
trims! Everything’ at low, low 
prices! Write or phone... 


WAtkins 4-6422 





LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
E.chy% Day or Evening 
GK oy.) PHILA. COLLEGE OF HOROLOGY 
7 * 


1338-48 W. Somerset St., Phila. 
Write Dept.''K"' III'd Catalog 


Eve. School Baldwin 9-1376 Est. 1894 


in Watchmaking 











Sept. 22-May 23 Arthur T. Johnson, Principal 
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> Mrs. Rose P. Ringold of Ringold’s 
Credit Jewelers, 4316 Germantown Ave, has 
returned from a two-month tour which in- 
cluded visits to such distant and diverse 
places as Las Vegas and Miami. It was 
supposedly a vacation, but we are told she 
couldn’t resist visiting and observing jewelry 
stores all over the country. 

>} Innovations at Ringold’s stores at 4316 
Germantown Ave. and 873 E. Allegheny Ave. 
include a permanent display of a mineral 
and stone collection; a peg board for the 
display of merchandise on formerly wasted 
wall space; new spotlights to emphasize 
featured merchandise; and a new line of 
watches bearing Ringold’s private label. 

> Lieberman’s are in the midst of a new 
accentuated direct-mail advertising cam- 
paign. Also growing, is the variety of 
merchandise stocked at 955 N. Marshall St., 
with post cards being the latest addition at 
this writing. 

>» M. Simon & Co. of 1222 Market St. com- 
pleted revamping the display windows on 
April 12th. Tearing down the backboards 
which once supported signs, they added 
drapes to contrast in color with the floor and 
display-forms, vastly improving and enrich- 
ing the appearance of the windows. Current 
two-toned effect is rose drapes with aqua- 
marine floors. 

>» The regular meeting of the Retail Jewel- 
ers Association of Philadelphia & Eastern 
Pennsylvania took place at the Drake Hotel 
on March 29th. A guest speaker, Maurice 
Mermey, executive director of the Bureau of 
Education for Fair Trade, spoke on the 
subject of fair trade. The association which 
Mr. Mermey represents is sponsored by Re- 
tail Druggists and Drug Manufacturers but 
concerns itself with fostering the strength- 
ening and extending of fair trade laws in 
all retail fields. 

> Muth’s of Jenkintown will soon open the 
Ocean City store for the season with Charles 
Frederick Muth, Jr., associated with his 
father for the first time. C. Fred Muth, Sr.. 
continues his ever popular series of lectures 
to groups such as Everywoman’s Club of 
Jenkintown which he recently addressed. 
His most popular program at the moment is 
one on coronation jewels. Women “Ooooh” 
and “Aaaah” and glow over slides of crowns 
and gemstone samples. Concurrently he is 
also giving talks to members of the trade. 
One to the Philadelphia study Group of the 
American Gem Society recently was on the 
use of the microscope as a tool for the 
jeweler. 

> Jack Enright of Enright, Inc., 3074 
Kensington Ave., has been away from his 
store because of illness. Employees ex- 
pressed the hope he shall have returned by 
the time this is printed. 

> D. W. Laubach’s of 7040 Woodland Ave., 
after 48 years in business at this location, 
are revamping their formerly conservative 
advertising policy. “Except for a few ads in 
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the local newspaper, we have been rather 
dormant about advertising up to now,” says 
Mr. Laubach. “We carry a large stock and 
are seeking new advertising channels to 
move stock in large quantities.” 

>» Daub’s are now using one central theme 
and one dominant type of merchandise in 
each window display at their store at 5706 
N. 5th St. At this writing, a new window 
display of International’s Silver Iris pattern 
was being created. 

» Ellis C. Kurtz of Kurtz Jewelers, 2801 W. 
Girard Ave., relinquished his post as chair- 
man of the board of the Retail Merchant’s 
Credit Association to his successor, Charles 
S. Cohen, after completing his term of 
office. In his concluding speech he “spoke 
feelingly of the support he had _ received 
from fellow officers and members during his 
two terms and assured his successor of his 
continued efforts in behalf of our group,” 
says the official publication for this organiza- 
tion. 

> Albert L. Hamilton, founder and president 
of King’s Jewelry Co., 4 Broadway, Camden, 
N. J., passed away March 2lst, in Miami, 
Fla. where he was vacationing. Thirty years 
ago he established King’s Jewelers at the 
same location it now occupies; prior to that 
he had been employed by Hollander and 
Fleishman. He was 59 at the time of his 
death and lived at 30 North Drive, Haddon- 
field. He was a member of several organiza- 
tions including the Masons and the Amer- 
ican Legion. He is survived by his wife, the 
former Helen Volk, and a daughter, Helen 
Elizabeth Hamilton. King’s Jewelry Co., a 
corporation, will continue under the leader- 
ship of William L. Heins. Mr. Heins says 
he plans no changes in the foreseeable future. 
>» Morris-Rouberts of 620 Edgmont Ave, 
Chester Penna., are in the midst of the 
annual “Diamond Import Sale,” heralded 
by full page ads in The Chester Times, local 
newspaper. It will be remembered that the 
Morris store of 519 Market St. and Roubert’s 
of 620 Edgmont merged in January to form 
this larger store with more variety of mer- 
chandise and a larger staff to serve the 
public. 

> Another highly successful display window 
at Bailey, Banks & Biddle, 16th & Chestnut 
Sts., was that built around the I/e de France 
and the Movado watch strapped to its hull 
on a round trip between New York and 
Europe. A model of the ship was the center 
of attraction, in the two-week display. The 
watch which had taken the trip was dis- 
played near the ship and won the “Oooohs” 
and “Aaaahs” of crowds. A photostatic copy 
of the procedures and results of the pro- 
motional stunt recorded in a report which 
had been notarized and signed by Conrad 
Hellinger, horologist, gave the details of the 
story. Various other Movado watches with 
descriptions and price tags were also part 
of the display. An enlarged movement, of 
the “Automatic 331,” the “thinnest auto- 
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matic watc 


who stopped to gaze. A globe, flags, an old 
“treasure” chest and other props made a 
dramatic background. 


New Lemoyne (Pa.) Store Opens 


La Via’s Jewelry Store of Steelton, Pa., | 


opened a branch store March 30 in the new 


West Shore Plaza Shopping Center, Lemoyne, | 


Pa. 
Principals of the firm are Louis R. La Via 


and Alda E. Coccia. 


Four Distributors Named for 
Hamilton-Illinois Watch Line 


The Hamilton Watch Co., Lancaster, Pa., 
recently announced the distribution of the 
popular-priced Hamilton-Illinois line of im- 
ported watches was extended to include the 
facilities of four general time inspectors, 
who have long been wholesale distributors 
for Hamilton’s railroad watches. The _ in- 
spectors are: The Ball Co., Chicago; Na- 
tional Railway Time Service, Chicago; 
Bauman-Massa, St. Louis; and Eisenstadt 
Mfg. Co., St. Louis. 

In commenting on this action, Hamilton’s 
sales vice president, Lowell F. Halligan, de- 
clared, “Because of the unique bonds ex- 
isting between our general time inspectors 
and the retail jewelers, who act as their 
local watch inspectors, these jewelers have 
been unable to share in the advantages that 
buying dress watches from us would assure. 

“Both our general inspectors and our com- 
pany believe that our fine Hamilton-IIlinois 
line will win approval and patronage of 
these jewelers. If so, it will open up a seg- 
ment of the market which we have not been 
able to deal with to our mutual advantage, 
since the inauguration of our policy of direct 
distribution.” 


Kind's Cultured Pearl Display 
Receives Valuable Publicity 


S. Kind & Sons of Chestnut St. near 
Broad received publicity in The Evening 
Bulletin on March 28th in the column of 
Blanche Krause on the Women’s Pages—a 
full 544 inches, two columns. The article 
read, in part: 

“A million dollar show is coming to town 
tomorrow and advance preparations will be 
in work for it tonight. 

“S. Kind & Sons , is readying a 
fabulous display of cultured pearls in just 
about every jewelry item you can think of, 
and the windows for the event will be ar- 
ranged tonight under the direction of the 
store display director, Adele McAllister. 

“Highlight of the event, which continues 


oe © we 


for two weeks, is a short evening gown | 


° 7 | 
h in the world” received its share | 
of attention, especially from the many men | 








| Federation. 





fashioned of 100,000 cultured pearls and | 


valued at the same number of dollars. 
“Created for the Imperial Pearl Syndicate, 
this fashion fantasy will be worn by a model 


during the lunchtime hours, and displayed | 


on a dress form in the store at other times. 

“The dress consists of a pearl apron-type 
overskirt and a bolero jacket of pearls 
mounted on satin and tulle, with a satin 
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sash and a ruffly tulle underskirt. Fifteen 
years went into gathering the perfect pearls 
for the dress; it took three years to prepare 
them and nine months to make the dress. 

“Also on display will be what is said to 
be the world’s most expensive handbag, 
valued at $40,000 and made of 12,000 cul- 
tured pearls, with a crystal handle the 
further embellishment of some 14 carats of 
precious rubies and ten carats of diamonds. 
Pearl expert Norman Wolf of the Imperial 
Pearl Syndicate will be on hand during the 
showings....... - 

The gown was also shown on television on 
Mary Wilson’s program over channel WPTZ. 
The extravagant promotion “introduced a 
new era in selling nationally advertised 
cultured pearls at Kind’s,” said one spokes- 
man for the establishment. 





Lazrus and Weill Officiate 
At Defense Appeal Dinner 


Benjamin Lazrus, chairman of the board 
of Benrus Watch Co., and Milton Weill, 
president of Arrow Mfg. Co., headed a nota- 
ble list of New York business and communal 
leaders who recently opened the 1955 Joint 
Defense Appeal campaign. The annual fund 


| drive got underway April 3 at a dinner held 


at the Waldorf-Astoria, New York. Mr. Laz- 
rus served as treasurer of the event, while 
Mr. Weill was chairman. 

Keynote speaker at the dinner was New 
York Governor Averell Harriman, and a dra- 
matic presentation featuring stars of Broad- 
way and Hollywood highlighted the program. 

JDA, the fund-raising arm of the Ameri- 
can Jewish Committee and Anti-Defamation 
League, seeks to raise $5,000,000 nationally 
to finance programs combatting bigotry and 
discrimination, and promoting good relations 
among Americans of all races and faiths. 

Both Mr. Lazrus and Mr. Weill are mem- 
bers of AJC administrative and executive 
boards. Mr. Lazrus is a trustee-at-large of 
Mr. Weill, who recently com- 
pleted three years as president of Federation 
of Jewish Philanthropies, is now honorary 
trustee-at-large. 


Silver Flatware to be Shown 
At N. Y. China and Glass Show 


Sponsors of the National China, Glass & 
Pottery Show have announced that flatware 
exhibitors will display their lines for the 
first time at the forthcoming event. The show 
will be held July 17-22 at the Hotel New 
Yorker, New York. 

It was stated that the silver flatware ex- 
hibits are being added as a further service 
to retailers. Said William E. Little, exhibit 
manager: “As flatware is an integral part 
of every table setting, we believe that this 
will be especially helpful to buyers from 
jewelry and specialty shops, as well as de- 
portment stores.” 

Applications for exhibit space at the July 
show have been sent to firms who partici- 
pated in last summer’s event, and room as- 
signments are now being made. Early in- 
dications are that this show will have an 
increased number of exhibitors, as many 
inquiries from new applicants have been 
received. 





One source of supply 
for ALL your investment 


casting, melting and 
polishing needs! 























MATERIALS 


Investments for cast- 
ing gold, silver, plati- 
num, and other non- 
ferrous metals. 


Waxes in a wide 
range of types to as- 
sure high-quality pat- 
terns in rubber or 
metal molds. 


Top quality rubber 
mold materials. 


Complete line of pol- 
ishing compounds. 





ACCESSORIES 


Plexiglass Bell Jars 
Tongs 

Melting Torches 
Bar Cutters 


Melting Crucibles 
Casting Crucibles 
Safety Goggles 
Asbestos Gloves 





EQUIPMENT 


Vulcanizers 

Wax Injectors 
Vacuum Machines 
Melting Furnaces 


Burnout Ovens 
Program Controls 
Casting Machines 
Polishing Machines 


Write for 
CATALOG +52 
and new 
casting supply 
supplement. 


ALEXANDER SAUNDERS & CO. 


Precision Casting Equipment 
and Supplies 


97 Bedford Street - New York 14,N.Y. 
WAtkins 4-8880 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 


used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


Jutivs GOODMAN & SON 


Memphis Jewelers Since 1862 


113 MADISON AVENUE 
MEMPHIS, TENNESSEE 

















ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Stlverware — Geld and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, aay type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 











ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5S HOPKINS PLACE, BALTIMORE, MD. 











Indian Jewelry 
Made by the Hopi, Navajo 
and Zuni Indians. 
Wholesale only. 
INDIAN CRAFTS 


WICKENBURG ARIZONA 
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> Plans for construction of a suburban store 
in Preston Shopping Village have been an- 
nounced by Linz Jewelists of Dallas, Texas. 
A new building will be erected under terms 
of a lease signed by Asher M. Kahn, Linz 
executive vice president. Mr. Kahn said that 
as in the Dallas store, the new suburban 
store will feature a large collection of china, 
crystal, silver and gift items. In addition, 
a complete selection of fashion gold jewelry, 
watches and precious stones will also be 
offered. 

> Gordon’s Quality Jewelers, operating 
stores in four states, is currently celebrating 
their 50th anniversary. The chain of jewelry 
stores was started by M. M. Gordon, who 
opened his first store in Houston, Texas, as 
a general mercantile store carrying every- 
thing from harness and groceries to hard- 
ware. From this beginning, Gordon’s Qual- 
ity Jewelers has expanded over the years 
until now 28 stores with more than 600 
employees are operated in Texas, Louisiana, 
Arkansas and Mississippi. 

> Drosten Jewelry Co., 901 Locust St., St. 
Louis, Mo., which recently purchased Alfred 
Steiner Jewelers, 7718 Forsythe Blvd., Clay- 
ton, Mo., has announced that the latter will 
be operated as Drosten’s Clayton branch, 
with Arch C. Kurtz and John Boening in 
charge. 


| » A. A. Friedman, president of Friedman 


Jewelers, Inc., operating stores from North 
Carolina to Florida, has been elected to the 
board of directors of the First Railroad & 
Banking Company of Augusta, Georgia. 


Arthur A. Everts Co. to Move 
To New Dallas Site in June 


After three years at a temporary address, 
while awaiting the availability of its new 
and permanent home, the Arthur A. Everts 








at 1615 Main St., where the building is being 

remodeled to provide accommodations for the 

pioneer Dallas jewelry concern. The picture 

reproduces the architect's conception of the 

building after it is remodeled and occupied 
by the store. 





» THE SOUTH 











Co. is planning the removal to its new build. 
ing in June. 

Extensive remodeling of the building, a 

. . 9 
1615 Main St., is now underway in prepara. 
tion for the move, which will give greatly 
enlarged facilities to the pioneer Dallas 
institution. 

The new store, in the heart of downtowy 
Dallas, will cover three floors, a mezzanine 
and basement, more than twice the floor 
space now occupied, at 1815 Main St, 4 
broad expanse of show windows on the 
street level, and a beautifully designed inte. 
rior are planned in the blueprints, President 
Myron Everts announced. 

One of the features of the new store will 
be the “Hospitality Room,” designed for the 
use of clubs and other groups for their 
downtown meeting. Catering service will be 
available. 

One of Dallas’ oldest business institutions, 
the Arthur A. Everts Co. was established 
nearly sixty years ago—in 1897— by the late 
Arthur A. Everts, father of the company’s 
present president, Myron Everts. 


Jewelers in Montgomery, Ala., 
Organize Local Association 


At Montgomery, Ala., the Retail Jewelers 
Association has just organized “to 
promote the quality of service offered to 
the people of the city.” 

According to Irvin J. Levinson, chairman 
of publicity for the organization, its members 
consist of “all the ethical jewelers in Mont- 
gomery.” 

Levinson stated that a code of ethics has 
been adopted “to insure customers of honest 
and equal treatment from the retail jewelers 
of Montgomery. The members of the associa- 
tion must pledge themselves to give maxi- 
mum values and one price to all, to make 
adjustments in any case of dissatisfaction, to 
advise customers honestly and sincerely, and 
try to make every transaction ‘A stone in the 
foundation of confidence.’ 

“Also members of the new group must 
agree to maintain and uphold all fair trade 
practices as applicable under present agree- 
ments manufacturers and_ retail 
merchants in the State of Alabama.” 


been 


between 


Allied Shows at Dallas and 
Denver Termed ‘Successful’ 


Allied Exhibitors, Inc., sponsors of semi- 
annual gift shows in Dallas and Denver, 
reported recently that the spring shows held 
in those cities were, from the exhibitors 
standpoint, more than successful. It was 
stated that while attendance was below that 
of the fall shows, buying was satisfactory in 
all categories. 

A total of 248 exhibitors displayed their 
wares at the Dallas shows which was held 
at the Hotel Adolphus. The Denver Gift & 
Jewelry Show, held at the Hotel Albany, 
attracted 138 exhibitors. 

Social highlights of both shows were the 
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buyers’ party and also a dinner-dance. These Mr. Rosenfeld, who is well known in the | 
events were attended by capacity crowds. | trade, moves to Durham from Bluefield, | Genuine 
The dates for the Dallas show at the Hotel | W. Va., where for 11 years he owned and | 
4dolphus have been set for September 4 BOHEMIAN 
thru 8. The Denver shew will be held at the 
Hotel Albany from September 18 thru 21. | Garnet 
muild. At the request of exhibitors, the Denver | 
chow will open on a Sunday instead of a Fri- ALBERT L. | JEWELRY 
: ROSENFELD 
8» at day as in the past. Sa OLD-WORLD 
Para. ————_- 
Ni Craftsmanshi 
7 ' 
= Hopper's Inc., of Durham, N. C.., President of . 
= purchased by Al Rosenfeld ae ° 
town Hopper’s, Inc., retail jewelry store at Wide 
anine 917 W. Main = ys oF = been selection 
chased by Albert L. Rosenfeld, who now : 
floor ff purchased by whe of Rings all 
tA has complete ownership. 
the Officers of the corporation are A. L. | operated the Rose Jewelry Co. Prior to | 10K Gold. 
inte. Rosenfeld, president; Barbara Rosenfeld, | going into business for himself, he had man- | e 
ident vice president, and Mary Rosenfeld, sec- | aged stores for the S. A. Meyer and Kay | ; 
retary-treasurer. jewelry chains. Earrings, 
- will — Sa Se ee ——_—_—_——— —- Brooches, 
te . ° | Crosses, 
ie | United Efforts of J Alab 
ts: | Unite orts of Jewelers in Alabama | Mecidaces 
_ | Help Defeat Proposed State Excise Bill | - 
tions, | Bracelets. 
ished The tremendous opposition generated by plan were heard and some jewelers voiced | e 
late the united efforts of members of the Ala- | their objections before the delay was asked | os 
ant he bama Retail Jewelers Association, and its | for. This delay allowed the jewelers time | Memo Inquiries 
president, Garfield Goodwin, resulted in the | to mobilize their opposition to the bill, which Invited 
temporary scrapping of a proposed bill that | they had seen for the first time at the March e 
1 would have caused immeasurable harm to | 9 hearing. | 
Alabama jewelers. The proposed bill was a tax on gross re- ERNEST BURG 
To help finance an old age pension plan, | ceipts of any business engaged in selling 
relers a ee ae ; é pe aeteg? il i 
M9 Alabama Governor “Big Jim’ Folsom tried | any of the following items: jewelry, furs, 29 East Madison we 
4% to push through the legislature a tax bill | cosmetics and luggage. After a survey of a CHICAGO 2, ILLINOI 
on jewelry, luggage, furs and cosmetics. The business block in Dothan, it was estimated 
— bill, #H43, was publicized as a luxury tax, that 67.8 per cent of the business in Ala- 
seis and the contents were not published before | bama would be affected by the bill. In ad- 
hoe it was presented to the Ways and Means | dition, there was no mention of sales at re- | i t / CL 
Committee on March 9. | tail, therefore manufacturers, distributors | rys a ear 
. a : : eee | and wholesalers would be affected 
; has Mr. Goodwin received a tip, two weeks be- | @"' é é . 
onest fore the meeting, that the jewelers were to | Area chairmen mobilized all affected busi- GLASS DISPLAY DOMES 
elers be penalized with a ten per cent state excise | Nessmen through personal contact and urged — 
ocia- tax in addition to the present three per cent them to call their representatives in Mont- | Individually Packaged for Safe 
naxi- sales tax. A meeting of the board of direce- | gomery to voice their objections to bill and Easy Handling 
nake tors of the Alabama RJA was hastily called #H43. A letter from Mr. Goodwin preceded For Covering: Figurines, Clocks Objects D'Art, 
n. to and a plan drawn to organize the state’s | the personal contact, asking for donations Wedding Cake Ornaments. Supplied with Wal- 
’ chee and a list of dice t | é hi ered nut, Mahogany, or Black Wood Finished Bases. 
and jewelers, and a list of discount houses to be presentec 
F = . | > aisle re] ¢ alternate 2Yex 5’’..$ 1.50 
1 the The state was divided into areas and the | vl the legislature in an alternate plan of * veg 1.88 
following jewelers were appointed to act as | ‘@!"& Money. The letter also explained the ie cee 
nust area chairmen: Ben Ash, Birmingham; Paul proposed bill and was instrumental in the | $x. 393 
rade Byrne, Birmingham; Jack Kaufman, Mobile; organizational work done by area chairmen. | Sy xt". 325 
ree: James Ruth, Montgomery; J. E. Thomas, An organization of Birmingham business- | at ey 
etail Tuscaloosa; J. L. Hoffman, Gadsden; Fred | ™en, The Committee of 100, which was | 6 xis. S78 
| . . 
Couch, Anniston; Steve Marx, Huntsville; | formed to attract industry to Alabama, | $3: oo 
J. H. Pitts, Alexander City; William Camp- | joined with the State Chamber of Commerce 8 x10" 5.75 
bell, Jasper; Nick Saad, Dothan; O. T. | in requesting the legislature to study each | 8 xi5”.. 8.50 
. | ee 
Mefford, Florence; George Bewig, Selma; | 'aX measure before they passed on it. 4 xtee ap 
W. V. Neville, Eufaula; Dwight Raff, Talla- | On March 16, the day before the second : Stee: ome 
eml- dega; Ralph Weinman, Decatur. President | hearing was scheduled, the state administra- | amas i2 aes. Inse 
ver, Goodwin and these men were responsible for | tion, because of mounting opposition, an- WITHOUT BASE 13 x27" 25.00 
held the organization of Alabama jewelers into | nounced that the tax proposal was being 
tors a united g to fight i sition to bill | scrapped in preference to another plan that FOR GAY CLESKS 
we d group to fight in opposition to bill | scrapy I ence to another plan tha 0,0. H.T. Price 0.0, H.T, Price 
, #H43. The services of association attorney | was introduced that morning. Although the > ie : Fiat egy este x ar 
that Kenneth Perrine were acquired to help the | new measure did not affect the jewelry in- a x Tar $.50 | ll x ee 4.25 
‘* organization in determining the legality of | dustry, the jewelers were told that if the | 4%" x 8” ... 2.38 *Machine Made 
is the bill and to present the jewelers’ case. | new plan to raise revenue failed, the state Ah PORDaS 
held The plan was so effective that more than | legislature would revert back to bill #H43. CRYSTAL GLASS TUBE 
ft & 50 jewelers from throughout the state ap- | Through the united efforts of Alabama 
“in peared for the hearing March 9. Through jewelers, a measure that would have affected CYLINDER COMPANY 
= efforte of Representative Bob Stem- | seriously = oe of = on 7317 SOUTH CHICAGO AVE. 
the ri ge, Dothan, a delay till Thursday, March was averted. An easy breath was taken, but, CHICAGO 19, ILLINOIS 
17, was granted. Proponents of the pension | for how long, nobody knew. 
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~. HEADQUARTERS 
= for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 





SESSIONS WATERMAN EVANS 

US TIME SPEIDEL SCHICK 
SEMCA GEMCO WESTINGHOUSE 
TELECHRON HAYWARD 

INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 





TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly ® Ask for Yours Today | 


JOSEPH HAGN COMPANY | 


Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Illinois 








Want 
quality at 
a SAVINGS? 


then buy 


“SECURITY” MAINSPRINGS 


© QUALITY 
for © FINE WORKMANSHIP 
@ BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 

















| Watch Repairing 


FAST—DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
. 

Over a quarter century of service 
to the trade 
e 
Watches insured and safeguarded 
in Holmes-protected vaults 
6 
Ask for price list or send trial order 








Cooper's Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 


WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 


























Our work costs no more 
than erdinary work @ 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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| the metropolitan 
| Tucker, another of the company’s represen- 





> Mr. & Mrs. Leonard Lewy, Lewy-Goodman, 
29 E. Madison St., are currently visiting 
their son and his family in Miami Shores, 
Fla. Leonard has fully recovered from his 
recent illness and plans to be back on the 
job after this two week interlude with his 
grandchildren. 

> Louis H. Oppenheimer, 90, diamond mer- 
chant and owner of the jewelry store at 7 
W. Madison St., passed away on April 8. 
He is survived by his widow Bertha, and a 
niece, Mrs. Juliet Klein. 

> The Chicago Jewelers Association will 
hold the season’s final luncheon meeting on 
April 21 in the Crystal Room of the Palmer 
House. Guest speaker for the occasion will 
be Arch Ward, writer and sports editor of 
the Chicago Tribune, whose subject will be 
“The Role of Sports in our National Life.” 
On May 19, the association will hold its an- 
nual election of officers in the same place, 
to be followed by a dinner in the hotel’s 
famed Empire Room. 

> Robert Finn, Handy & Harman, Inc., 1900 
W. Kinzie St., who was representing the 
firm in the Southwest area, has been trans- 
ferred to the New York office and will cover 
area there. Byron A. 


tatives, has been elected to membership in 
the Jewelers Club of Chicago. 

>» The Golden Roosters of Chicago are com- 
pleting plans for their annual golf outing 
to be held on June 21. The day’s activities 
will take place at the Mount Prospect Coun- 
try Club and attendance is restricted to mem- 
bers only. 

> Mrs. Lucille Finkelman, 52, wife of M. Y. 
Finkelman, a partner in the firm of M. Y. 
Finkelman & Co., 29 E. Madison St., died 
on April 6 in her home. Surviving besides 
her husband are two sons, Marshall and 
Neal, four brothers and a sister. 

> Mr. and Mrs. Mead Montgomery, M. A. 
Mead Co., 109 N. Wabash Ave., have re- 
turned from a motor tour through the East 
of several weeks duration. 

> Ralph Lewis, 31 N. State St., is in the 
Presbyterian Hospital convalescing from a 
recent illness. 

> Herb Johnson, secretary of the [Illinois 
Watchmakers Association, tells us that the 
association held a very gratifying meeting 
on March 15 in conjunction with the Nation- 
al Association of Watch & Clock Collectors 
at the Blue Note. The technical part of the 
meeting consisted of a discussion of the 
“New Gruen Autowind.” This was followed 
by a display and talk on “Watches from 
Ireland” in keeping with the approaching 
St. Patrick’s Day holiday and the “Irish” 
turkey dinner served. The association’s new 
officers were also inducted at that meeting: 
president, Dr. Louis D. Minsk; vice-presi- 
dent, Otto Kramer; treasurer, Francis S. 
Clamitz; and secretary, Herb Johnson. 

> Mr. & Mrs. Mitchell J. Dimand, Gaines & 
Gaines, Inc., 5 N. Wabash Ave., are back 
from a three weeks vacation in Miami Beach, 


Fla. 


CHICAGO 





> Milton Axelrod, vice-president Pakula & 
Co., 218 S. Wabash Ave., and the Mrs., are 
back from a three week vacation trip to 
Honolulu, Hawaii. 

>» Van Schyndle, Inc., 36 S. State, have con 
tracted for more floor space to provide 
additional stockroom facilities. They haye 
also arranged to have the entire establish. 
ment air-conditioned to assure greater com. 
fort for their staft and customers during the 
hot summer months. The work is expected 


| to be completed by the end of May. 





> Mr. & Mrs. M. M. Schur of Van Schyndle. 

Inc., 36 S. State St., are at home after g 

two-week vacation absence at Miami Beach, 

>» And, to keep the vacation tally accurate, 

Mr. & Mrs. Bernard Zell, Jacoby-Bender, 

Inc., 29 E. Madison St., are back from a 

three-week Carribean Cruise. 

} Mrs. Emily Jorgeson, 99, a resident of 

Park Ridge, suburb of Chicago, for 65 years, 

died on April 5. She was the widow of 

Frederick C. Jorgeson, manufacturer of 

jewelry fixtures, who died in 1931. 

> Mr. & Mrs. Joe Goldstone, Imperial Pearl 
Syndicate, 5 N. Wabash Ave., are now in the 
Orient visiting the firm’s Japanese pearl 
farms. With them are their guests, Mr. & 
Mrs. Henry Bloedel of Bloedel Jewelers, 
Milwaukee, Wis. who earned the trip by 
winning the syndicate’s 1954 national pearl 
contest. Arrangements are now being made 
for the merchandise necessary to launch the 
new 1955 Imperial Pearl Syndicate contest 
based on the theme; “Name the World’s 
Largest Pearl.” 

>» Harry Simon, president of Simon Bros, 
5 S. Wabash Ave., passed away on January 
12 because of a heart ailment. The business 
is being continued by his brother Charles, 
and his son-in-law, Francis Shaw, both of 
whom carried on the business during Mr. 
Simon’s long illness. 

> At the regular noon meeting of the Jewel- 
ers Club, held on April 11 in the club’s 
headquarters, the members approved 4 
change in the constitution covering the pay- 
ment of membership dues. Whereas in the 
past dues were payable quarterly they are 
now due in full not later than May first 
each year. This newly adopted plan elim- 
inates much of the complicated bookkeeping 
involved in the previous method of collect: 
ing the membership dues. The club’s spring 
dinner and social night for the members and 
their guests was to be held on April 19 in 
the club rooms in Pittsfield Bldg. 

> Clarence J. Speicher, 63, of Kankakee, 
Ill., retired jeweler and former Alderman 
there, died on March 29. Mr. Speicher and 
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his late brother, William, operated a retail 
‘ewelry store in Kankakee for 29 years. 
>B C. Penn, owner of Hi-Brow Creations, 
costume jewelry wholesalers, announces the 
opening of a new sales and showroom at 
318 W. Adams St. ’ | 
> Mr. & Mrs. Jack Prins, Son & Prins Co., | 
55 E. Washington St., are sailing on a two- | 
: 
| 


month buying trip to Europe. Their itin- 
erary will take them to Italy via the Mediter- 
ranean, then to Tel-Aviv, Israel. From there 
they plan to fly to Amsterdam, Holland and | 
Antwerp, Belgium. 

» Arnold Schloss, Heyworth Bldg., manu- 
facturers’ representative, is looking fit after | 
a month’s Florida vacation. Arnold reports | 
good fishing off the Florida Keys. Co- 
incident with his return, Fred Warnecke, | 
his associate and also a manufacturers’ 
representative, took off for his place in the 
sun at Fort Lauderdale, Fla. 





Goldsmith Bros. Combine Some 
Facilities With Stern & Co. | 


In a move calculated to streamline its 
operations for specialized services, Gold- | 
smith Bros. Smelting & Refining Co., 111 N. 
Wabash Ave., has combined its dental gold 
development, manufacture and distribution 
facilities with those of I. Stern & Co., to 
form a new organization: Stern-Goldsmith 
Corporation. This becomes effective May 1 
and will affect only their respective activities 
in the dental gold business. 

All operations of Goldsmith Bros. Smelt- 
ing & Refining Co., with the exception of 
those in the dental department, will continue 
as in the past. The refining and manufac- 
ture of precious metals as used in jewelry 
will continue under their name as it 
since 1867. 


has 
The new corporation, Stern- 


Goldsmith Corp., will not in any way be | 


associated with these activities. 
Gold Filled Arranges Tie-In 
With ‘Prize of Gold’ Movie 


Gold Filled Manufacturers Association has 
arranged a unique tie-in with the Columbia 


movie “Prize of Gold” for its world premiere | 
this month and during subsequent first-run | 


showings throughout the country. 


In the lobby of each of the first-run the- | 


aters, there will be a dramatic display of 


jewelry and accessories which are fashioned | 


from gold filled metals. 

Fifty-two leading manufacturers will par- 
ticipate in the unusual tie-in promotion by 
displaying their gold filled products in the 
theaters. 

At the conclusion of the “Prize of Gold” 


engagements in the scheduled cities, a se- 


lected group of theater goers will be 


awarded the displayed gold filled products. | 
The display tie-ins are part of a national | 


program to illustrate that “It’s Gold Filled 
When Shopping For Beautiful Things.” 

The world premiere of the movie is being 
held in Providence, as a tribute to Gold 
Filled headquarters in nearby Attleboro, 
Massachusetts. 

Al Rylander, in charge of exploitation and 
a Columbia Pictures veteran, said “We are 
very proud to cooperate with the Gold Filled 
Manufacturers Association in this camvaign. 
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The many products made of gold filled repre- 
sent beauty, craftsmanship and value.” 

“We are sure that . . . the gold filled 
‘prizes of gold’ will be treasured by those 
to whom they are awarded,” he added. 





Mrs. Christine Adams Joins 
Ring Firm in Heyworth Bldg. 


Mrs. Christine Adams, well-known to the 
trade in the Chicago area, has become asso- 
ciated with the House of Belgrade, Inc., 


| Heyworth Building, Chicago, distributors of 


the Nationally Famed line of interlocking 
bridal sets. 


MRS. CHRISTINE 
ADAMS 


Becomes 
Associated 
with the 
House of 
Belgrade 


Under the direction of Herman J. “Bill” 
Belgrade and Mrs. Adams, the House of Bel- 
grade will offer a complete merchandising 


service to retailers on mounted and semi- 


mounted diamond rings as well as loose 
goods. 
Mrs. Adams leaves Lewy-Goodman Co., 


local manufacturer’s representatives, where 
she was office manager for 21 years. 














GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, ili 
Students may enroll at any time of the year 

———— 











$26.95 Keystone. 


101 Fifth Ave., New York 3, N. Y. 








NEW DECORATIVE WALL CLOCK by JUNGHANS 





26/0164 One of the newest items in the Junghans line is this handsome wrought 
iron wall clock which combines Classic and Modern design. Raised gilt Roman 
numerals, matching leaves and hands. 1514” dia. 8 day 4 jewel lever movement. 


SEND FOR COMPLETE 1955 JUNGHANS CATALOGUE AND PRICE LIST 
Imported Westminster Chime, Table and Wall Clocks, etc. 


HENRY COEHLER CO., INC. 


Sole U. S. Agents for Junghans Clocks 


1524 Merchandise Mart, Chicago, Illinois 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 





THE GERWE BROWN CO. 
CINCINNATI . DALLAS | 

















FINEST QUALITY 


Will Ecker’s Genuine Engraved 


Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
to coast. Distinctive order-taking sample 
book furnished to jewelers who can qualify 
in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 








WILL ECKER & CO, 
414 N. TWELFTH BLVD. 
$7. LOUIS 1, MO. 




















REPAIR SERVICE TO THE TRADE 


FAST - DEPENDABLE - INEXPENSIVE 
for all modern and antique Watches, Clocks, 
Jewelry, Cameras, Binoculars, etc. — Request 


Trade Price List and Free Shipping Labels. 
ONE TRIAL WILL CONVINCE YOU 
MODERN TECHNICAL SUPPLY CO. 
Dept. SICK, 55 West 42nd St., New York 36, N. Y. 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS sINCE 1873 
325 E. Central Parkway, Cincianati, Ohie 

















You Can Buy With Confidence From 


HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 
54 years of SERVICE PLUS 
Write for our new 1955 Catalogue 
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port that business continues in very satis- 
factory volume, both locally and throughout 
the territories they serve. Both employment 


CINCINNATI 


» Local wholesalers and manufacturers re- | 


apolis were Carl Martin, president, and 


| Ernie Carder, salesman, the B. David Co. 


manufacturers at 2508 Vine St.; Robert 


| Stocker, salesman for Rosfelder Brothers ¢ 


and wages continue at high levels in this | 


area, thus providing consumers with ample 
funds for the purchase of jewelry. It is indi- 
cated that the upcoming special days, to- 
gether with graduations and spring wed- 
dings, will provide the incentives for a large 
volume of sales through retail channels. 


> Annual opening of the National League | 


baseball season always is a gala occasion in 
this city, with many members of the local 
jewelry community present at Crosley Field 
to root for the Cincinnati Reds. Among 
those in the stands on April 11 were Louis 
Flanagan and Al Kovac of the Flanagan- 
Kovac Co., wholesalers in the Enquirer 


Building; James Heldman, secretary of A. | 
| wholesalers, reported he had an enjoyable 


G. Schwab & Sons, wholesalers at 229 E. 
Sixth St.; Sam Silverman, president of the 
S. Silverman Co., Inc., wholesalers at 809 
Walnut St.; Maury Gerwe, Robert Brown 
and Robert Herbers of the Gerwe Brown Co., 
wholesalers at 817 Main St.; Max Litwin, 


| secretary of Litwin & Sons, Inc., manufac- 
| turers at 114 W. Sixth St.. and Walter Mil- 


ler, sales manager for the Chic Leather 
Goods Mfg. Co., 817 Main St. Many retailers 
from this and neighboring cities also were 
present. 

> Recent business trips were made by Eu- 
gene Swigart, president of the E. & J. 
Swigart Co., jewelers’ supplies, 34 W. Sixth 
St., to New York City and Washington, 
D. C.; Victor Youkilis of the Victor Corp., 


| 205 E. Sixth St., with his wife to Minneap- 


/ and Mr. 








olis and Chicago; James Heldman and 
Julian Schwab of A. G. Schwab & Sons, 
Inc., wholesalers, to the eastern markets, 
and Mrs. Charles E. Haberman, 
owners of the Haberman Sales Co., whole- 
salers at 31 E. Fourth St., to jewelry shows 
in Providence, R. I., and New York City. 
John Schira, Jr., of Schira Brothers, manu- 
facturers at 434 Elm St., was on a selling 
trip in northern Kentucky in early April. 

>» Edward L. Spitznagel, manager of George 
H. Newstedt & Co., retailers at Fourth and 
Rece Sts., spoke on “Interesting Facts About 
Gems” at a recent luncheon meeting of the 


Co., manufacturers at 413 Race St.; W, H. 
Ford, salesman with the E. & J. Swigart Co, 
jewelers’ supplies, and Maury Solomon anj 
Albert Whery of the D. Jacobs Sons Cp, 
wholesalers at 325 East Central Parkway. 
The latter two were accompanied by their 
wives. 

> A number of executives of local whole. 
sale and manufacturing firms enjoyed late 
winter vacations in Florida. Among them 
were Harry Greenwold, president of the 
Harry Greenwold, Wallenstein-Mayer Co, 
wholesalers at 31 E. Fourth St., and James 
Heldman, secretary of A. G. Schwab & Sons, 
Inc., wholesalers at 229 E. Sixth St. Sam 
Silverman, president of the S. Silverman Co.. 


vacation in Cuba during March. 

> Jule Kassel of the Kaufman-Kassel Co, 
manufacturers at 434 Elm St., and his wife, 
made a business trip to New York City in 
late March. While there, they were joined 


| by their daughter, Diana, a sophomore stu- 
| dent at Vassar College. Poughkeepsie, N. Y., 
| who returned home with her parents for the 


spring vacation period. 


| » Two sons of Mr. and Mrs. Carl Martin, 
| owners of the B. David Co., manufacturers 


at 2508 Vine St., served as models of boy’s 
clothing at a style show of the Consumers 
Conference on March 29 in Hotel Sheraton- 
Gibson. The boys are David, 8, and John, 
6 years old. 

>» Algert Schechter of the Algert Jewelry 
Co., 413 Race St.. displayed company mer- 
chandise at recent ready-to-wear shows in 
Birmingham, Ala.: Jackson. Miss.; Atlanta, 


| Ga., and Memphis and Nashville, Tenn. 


> Mary Rennekamp of the office staff of 


| Rosfelder Brothers & Co.. manufacturers at 


413 Race St.. and a member of the Ameri- 


| can Bowling Congress. was being congratu- 


Credit Club of the Cincinnati Association of | 


Credit Men, and on “They Spot the Fake 
Jewels” at an evening meeting of the Cin- 


cinnati Mineral Society at the Museum of | 


Natural History. Mr. Spitznagel is president 
of both the Cincinnati Retail Jewelers As- 
sociation and the Ohio Retail Jewelers Asso- 
ciation. 

> Max Litwin. secretary of Litwin & Sons, 
Tnc., manufacturers at 114 W. Sixth St., left 


in early May for an extended tour of the | 


European jewelry centers. He was to confer 
with officials of the London Diamond Syndi! 
cate while in England, and then visit the 
diamond markets in Belgium, France and 
Switzerland. He was expected to return to 
this country in mid-June. 

>» Among those from this city who attended 
the recent Indiana Jewelry Show in Indian- 


lated on having heen the winner in a recent 
local bowling tournament. 

>» The S. Silverman Co.. wholesalers, report 
that retail store demonstrations of the Big 
Boy line of barbecue grills, which it dis- 
tributes in this territory, have attracted a 
very satisfactory public response. 

> Jack Laumann, son of Albert J. Laumann, 
retailer at 2454 Gilbert Ave., has purchased 
the' Hiland Jewelry Shop in suburban Fort 
Thomas, Ky., from J. E. Sosbey, who is now 
operating an antique shop in Florida. 

> Marlyn Storts is a new member of the 
staff of the Victor Corp., and Eugene Perry, 
a diamond setter for the firm, moved into 
a new home in mid-April. 

> On a recent weekend, thieves looted the 
retail store of the F. R. Ross Jewelry Co., 
in the Keith Building, taking jewelry valued 


| at more than $3.800. 





> James Ward Seltzer, Sr., a retail jeweler 
in suburban Norwood, Ohio, for many years, 
died March 23 at his home. A son, daughter 
and grandchild survive. 
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Jewelers of Georgia and South Carolina 


Attend Joint Convention in Savannah 


Member 2 : i 
Association and the South Carolina Retail 


Jewelers Association attended a joint con- 


vention of both groups ! 
5 at the Oglethorpe Hotel in Savannah. 
The first day of the convention was de- 


voted mainly to registration, a cocktail 
party and smorgasbord supper, and a golf 
tournament. 


The convention got underway officially 
on Monday, April 4, after an address of 
welcome by Savannah Mayor Lee Mingle- 
dorf. Featured speaker at this session was 
Hyman J. Cohen, president of A. Cohen & 
Sons, who urged the jewelers to step up 
their advertising and put on year-round 
sales promotions. 

“Sales and more sales are essential to 
the retail jewelers’ existence,” said Mr. 
Cohen. “Sales must be kept at a higher level 
than ever to defray the rising costs of labor, 
materials, services and rentals.” 

Mr. Cohen’s talk was followed by a panel 
discussion on increasing sales, moderated 
by James Rudder, Atlanta, Ga., regional 
vice president of the American National Re- 
tail Jewelers Association. 

At the luncheon session on Monday, April 
4, John O’Connell, vice president in charge 
of sales for the Towle Mfg. Go., was guest 
speaker. In discussing suggested solutions 
to the discount house problem, which he 
described as being “national” in scope, Mr. 
O'Connell stated: 

“... We could sit here and draw up reso- 
lutions until the end of time and accom- 
plish nothing. The manufacturer who sees 
it to his advantage to sell discount houses 
will do so. The way to persuade a manu- 


s of the Georgia Retail Jewelers | store for the manufacturer who has courage 


| 
} 
| 
| 
| 


on April 3 through | 


enough to clean house and a good example 
of how increasing numbers of retailers will 
give that kind of manufacturer support.” 


The concluding convention address was | 


given on Tuesday morning, April 5, by 
Lionel H. Braun, field merchandising rep- 


| resentative of the Watchmakers of Switzer- 
| land. He urged his listeners to use a more 


creative approach in- their merchandising. 

Social highlight of the convention was the 
annual banquet on Monday evening, April 4. 
The evening got underway with a cocktail 
party sponsored by S. La Rose, Inc., whole- 
sale jewelers of Greensboro, N. C. After the 
dinner had been served, an entertaining floor 
show was presented and prizes were dis- 


| tributed to holders of lucky ducats. 


Dozier Wynne of Griffin was re-elected 
president of the Georgia RJA, and Wilbur 
Riddle, of Laurens, was re-elected president 
of the South Carolina RJA. 

The Georgians also re-elected Tom Wil- 


son of Douglas as_ secretary-treasurer; 


| George Wheeless of Thomaston, first vice 
| president; Jack Levy of Savannah, second 
| vice president, and Al Bush of Athens, third 


vice president. 

The Carolinians named J. C. Thomas of 
Clinton as secretary-treasurer; Carol Avant 
of Manning, first vice president; and John 


Darden of Conway, second vice president. 


| tors were: James Rudder, Atlanta; 


Re-elected to the Georgia board of direc- 
James 


Hart, Waycross; Joe Foster, Athens; 


Charles Morgan, Savannah; J. C. Spencer, | 


| Athens; Clarence Dubbs, Brunswick; W. T. 


facturer to clean up his distribution is to | 


show him it is to his advantage to clean 
up—and it can be done.” 
Mr. O’Connell added: “Towle is a good 


example of the very excellent publicity in 


Hawkins, Tifton, and L. Mintz, Gainesville. 

Elected to the South 
directors were: Robert Lewis, Spartanburg, 
T. V. Allen, Anderson; R. J. Ortmann, 
Charleston; D. F. Merrill, Easley; and Mrs. 


| Guy Bryson, Greeneville. 





Crown Silver Announces 
Purchase of Wolfenden Line 


Crown Silver, Inc., 366 Fifth Ave., New 
York, has announced the purchase of the 
Wolfenden Silver line of Attleboro, Massa- 
chusetts. 

Crown will manufacture the Wolfenden 
line under the name of Wolfenden Silyer— 
Division of Crown Silver, Inc. 

Wolfenden has been a manufacturer of 
sterling silver baby goods, serving pieces and 
novelty items. The Wolfenden dies and 
equipment have been moved to the Crown 
factory at 18 Walker St.. New York. 


Robbin Products Move to New 
Location in Beverly Hills 


Robbin Products, specialists in advertising 
and promotions for credit jewelry stores, 





have moved to their own building at 303 | 


South Robertson Blvd., Beverly Hills, Calif. 
The firm, formerly located at 707 S. Broad- 
way, Los Angeles, has at its new quarters 
over twice the space formerly available. 


FOR May, 1955 


According to M. Robbin, president, all 
departments have been expanded. Six more 
assistants have been added to the advertising 
department, which is headed by C. R. Watts. 


Lyndonville (Vt.) Jeweler 
Completes Store Remodeling 






Paul V. Aubin, jeweler of Lyndonville, 


Vt., 
recently completed the remodeling of his 
store, designing and doing most of the work, 
including the lighting and showcases, him- 
self. He held a formal opening of the new 
store on March |, distributing a television 
set, radio, and other prizes to visitors. 





Carolina board of | 





RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


Let us look at 
the record 


Recent Sales Conducted: 


Ovington’s, 5th Ave., N.Y.C. 
Rubins, Miami, Florida 
Harry Levinsons, 
Youngstown, Ohio 


Webers, Meriden, Conn. 
and many others 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR 
PLUS—FOR YOUR STOCK 


We will advance any money needed to 
conduct your sale. 


Your reputation will be guarded. 


You will have a more popular store when 
sale is over. 


Your business will be permanently in- 
creased. 


We will interview you at our expense 
without obligation to you. 


Remember our earnings depend upon the 
success of your sale. 


We specialize in buying stores for cash. 


WRITE — WIRE — PHONE 


COLMES «& BRILL 


AUCTIONEERS 


45 West 45th St., New York City 
JUdson 6-2334 














the Niash 
“CUFFMASTER,”’ 


TRADE MARK 







the 

finest 
cuff link 
back ever made 


Patented Design 155,535. Patented Construction 
2,472,958. Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass, 
and other metals. Send for price list. 


116 Nassau St., N.Y. 
Niash Refining Co. Inc. “cordiandt 7-4496 
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WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 
“SMOOTH AS SATIN" 





* 


New Luster polish will absolutely clean 
the toughest tarnish. 


New Luster retards oxidation remark- 
ably. To renew original luster just wipe 
off with a clean cloth. 


New Luster cleans, protects and resists 
finger marks on Silver, Glass, Copper, 
Brass, Durigold, Steel, Chrome, China. 


New Luster powder attractively ‘pack- 
aged in 5 oz. containers, retails at $1.50. 


Excellent for store use. Will warrant 
your whole-hearted recommendation to 
your trade. 


Generous 
wholesalers. 


Inquiries welcomed from wholesalers. 


EARL L. SMIT 


National Distributor 
315 W. 5th St#., Los Angeles 13, Calif. 


sample to retailers and 








GEORGE C. HOUSTON 


National Distributor of 


"LINDE" STAR 
Man-Made 


SAPPHIRES and RUBIES 


Wide selection in stock for 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 S. Hill St. Los Angeles 13, Calif. 














Ask For 
Time Tested 


NYE OILS 


Best for Watches and Clocks 


Stand The 


Test of Time 


Wm. F. Nye, Inc., New Bedford, Mass. 











For Fine Quality Tarnish-Proof 
Silverware Chests Emco Silvercases 
Rolls & Bags Pacific Gift Paks 

Pacific Silver Cloth 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware Protection since 1926 





Send for new illustrated leaflet 
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> At a recent meeting of the San Diego 
County Jewelers Association, the following 
were re-elected to office: John Cook of 
San Diego, as president for his third term; 
Sylvan Baranov of National City, vice presi- 
dent; and Richard Higgs of Chula Vista to 
the board of directors. 

> Francis H. Christensen, for 18 years head 
of the silverware department of J. Herbert 
Hall Co., Pasadena, was promoted to man- 
ager of the diamond department recently. 
Starting as a boy with the firm in 1922, Mr. 
Christensen served his apprenticeship and 
had a grounding in all departments. In 1937 
he was made silverware manager. Replac- 
ing him as silverware department manager is 
Mrs. Marion Smith, formerly with Bullock’s, 
Pasadena. 

> The following were elected officers of the 
newly-formed Northern California Manufac- 
turing Jewelers Association, an outgrowth 
of the former Associated Jewelry Crafts of 
California.: President, Fred Buehn (Fred 
Buehn Co. San Francisco); Vice President, 
O. A. Ericksen (Van Wormer & Rodrigues, 
San Francisco); Treasurer, John J. Loretz 
(Loretz & Benoit, San Francisco); and 
Secretary, Jesse Linzer (Van Craeynest & 
Linzer, San Francisco). The group plans to 
hold dinner meetings on the second Thurs- 
day of each month at the Elks Club, 456 
Post St., San Francisco. All manufacturing 
jewelers in the area are invited to attend. 
> Walter Dorrer of Higbee & Dorrer is 
currently on the second lap of his round-the- 
world trip, having started by way of the 
Orient. He stayed in Japan for about two 
weeks. He planned to make short stops in 
different parts of the Orient and Europe, 
completing his trip in Antwerp for diamond 
buying. He expected to return to Los 
Angeles early in June. 

> Hans J. Bagge, manufacturers represent- 
ative at 220 W. Fifth St., Los Angeles, has 
been appointed representative in California, 
Arizona and Nevada for Jean R. Graef, Inc., 


WEST COAST #39 


New York, exclusive agents for Girard-Pey. 
regaux and Mimo watches. He replaces Ti 
Percy Wrayton who had been with the firm 
for 18 years. Mr. Bagge is president of the 
Golden Nuggets, Inc. 

> Congratulations to Leo Green, co-partner 
of Simon-Green Co., Los Angeles, who was 
married to Miss Joyce Davis on February 90, 
An impressive home ceremony took place jn 
Westwood after which Mr. and Mrs. Green 
spent two weeks in the Hawaiian Islands, 
They are now making their home in Los 
Angeles. 

> More congratulations! Mr. and Mrs. Irving 
Niedorf, owners of J. J. Kagan & Co, 
Studio City, announced the marriage of their 
son, Saul, to Miss Chana Kann in Geneva, 
Switzerland, February 20. The bride is the 
daughter of Dr. and Mrs. Eric Kann of 
London. The two young people met at the 
University of Geneva where Saul Niedorf is 
now attending medical school. He is a 
graduate of UCLA. Here in the United 
States the marriage was celebrated by a 
gala party on February 19 for the groom’s 
friends by Mr. and Mrs. Niedorf, with a 
family party the following night. A tele. 
phone message to the couple highlighted 
the occasion. 

>} Recovering nicely from his recent accident, 
Bob Mendelson, representative of the Jac. 
ques Kreisler Mfg. Corp., was back calling 
on the trade part time—hoping in the very 
near future to be able to make the complete 
rounds full time. 

>» Erwin King of B. D. Howes & Son, Pas- 
adena jewelers, recently celebrated 30 years 
association with the firm. <A_ party was 
given in his honor at the Ammandale 
Country Club with some 45 associates and 
spouses attending. He received a_ watch 
from Durward Howes II. Now manager of 
the firm’s Wilshire store, King went to 
work for Mr. Howes I and Mr. Howes II as 
an errand boy, working half days while still 
in high school. Continually, since then, 





Kaufman and Wolman to be 
Feted at Testimonial Dinner 


Isadore Margolin (Star Jewelry Mfg. Co., 
Los Angeles), 1955 Jewelry Division chair- 





IRVING H. 
KAUFMAN 


MAX 
WOLMAN 


announced that Irving H. Kaufman and Max 
Wolman will be honored at a_ testimonial 
dinner at Ciro’s, Hollywood, Wednesday eve- 
ning, May 4. 

Mr. Kaufman (Allison-Kaufman Co., Los 
Angeles), is a past chairman of the Jewelry 
Division, a five-year Key Man, currently co- 
chairman of the Commercial Section of the 
UJW Fund Campaign, and treasurer of the 
Jewelers 24K Club of Southern California. 

Wolman, a wholesale jeweler, is also a past 
chairman of the Jewelry Division, a_ five: 
year Key Man, and is currently president of 
the Jewelers 24K Club. 

The event at Ciro’s honors the two men 
for their outstanding work and years of hu- 
manitarian service and devotion to com- 
munity life. Speaker for the evening will 
be Ike Greenberg, 1955 General Campaign 
Chairman. Chairman for dinner is Herman 





Siegel (Robbins Jewelers) with Harry 


Rosenshield (Star Jewelry Mfg. Co.) co- 


man of the United Jewish Welfare Fund, | chairman. 
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ith the exception of the time spent in the | the New Clark Hotel, 426 South Hill St., * ee eae? 

v s, Coast Guard, he has been with the | has officially opened with some 1700 jeweler Honor,” said a great author, “is like 
| rm working his way up, learning the pearl | non-members invited for one visit during 3 Ss mage = pecs of which 
pusiness. Today he is considered one of the | lunch time. Keys have gone out to all mem- is lessened by a single flaw. 

st authorities on pearls in the United | bers and the Club is open for their use and 
_ a He is also a Registered Jeweler. their friends (when accompanied by a mem- AN AUCTION SERVICE 
ard-Per. » Condolences were extended to the family | ber) with lunch served from 11 a.m. to 3 R 
laces J. of Will G. Peters, a Ring oo Ave., | p-m. FOR JEWELE $ 
the firm San Anselmo, Calif., who passed away on 
t of the March 15 at the oat pe = Peters had | Kalpakian & Hime Purchase WHO CARE 
been in failing health for the past nine te a h a 
-partner months. He had been identified with the Virgil Custom Made Jewelry on 4 a ll = sg wg te 
‘ i y han 50 years. He — “us te oe — 
Tho was jewelry industry for are t ¥ . Virgil Custom Made Jewelry, 711912 Santa possible what his stock will realize. 
lary 20, established his store in San Anselmo 24 | Monica Blvd., Los Angeles, has been pur- If he so desires, we will buy his en- 
lace in years ago; before that he had been in Reno | chased by Edward Kalpakian and Marvin tire business outright and conduct the 
. Green for 23 years, first with Herz Brothers, later | Hime. liquidation sale on our own behalf. 
Islands, for himself. He was a director of the The firm specializes in men’s hand- 
in Los California Retail Jewelers Association and | wrought jewelry in GP and rhodium finishes THOMAS J. FAUSSETT 
had been active in the group for many years. | on sterling. 
. Irving At the time of his death, he was a director, Jerry Isenberg has been appointed sales 
& Co, representing District 13. Mr. Peters is sur- manager and‘ now has a staff of 16 men. 
of their vived by his widow, Mrs. Mae Peters and 
veneva, two sons, William and Frank D. Peters. The 
is the store in San Anselmo will be continued by 
ann of Mrs. Peters and his son William. | C. R. Owen, Seattle Jeweler 
at the » Some people have all the luck! Harry Enters Into Retirement 
dorf is Bloom, who not too long ago won the 24 Charles Ray Owen, 71-year-old jeweler of 
ae a Karat Club meeting attendance prize when | Seattle, Wash., retired last January after 
United it held a jackpot of $125 in U. S. Savings | nearly 50 years in the jewelry business. A ‘ca’s F s Jewelry Aucti 
by a Bonds, copped it again at the March meet- Born in Dakota Territory, Mr. Owen re- Ee ee 
room's ing for a $25 Bond. calls our Army’s last battle with the Indians, : : 
_ . » Ray Boucher of Boucher’s Jewelers, 4958 | the Battle of Wounded Knee Creek, which eS 
shoes N. River Rd., Salem, Ore., was awarded the | took place 40 miles from his boyhood home auction, the glories of a lifetime do not 
ightec grand sweepstakes trophy for his float at | in the winter of 1890. just fade away. 
i the recent Keizer Karnival and Parade. The After graduating from the State Teachers HISTORY OF AUCTION SALES THAT 
vate float, representing a jewel box, was made | College, Spearfish, S. D., Mr. Owen decided aaee aceren suteey Teen 
c Jac. entirely of paper napkins with colored | on jewelry as his lifework and attended ad- ee oe aaanauan fen a 
ne napkins forming the word “jewelers.” The | ditional schools to learh the fundamentals JEWELERS, ALONG WITH THE FAUSSETT 
es front and back of the float was made in the | required to become an “all-round man” in GROUP-SALE HELD FOR THE SIX LEAD- 
— shape of a clock. The three-day carnival | the industry. saa an oe Sit lama intima 
was sponsored by the Keizer Lion’s Club and ‘ 
» Pas. the Boy Scouts to raise funds for a planned FOR THOSE WHO CONTEMPLATE 
years community building. RETIRING FROM BUSINESS, THE 
y was : YEAR OF 1955 MAY PROVE THE 
nge CHARLES BEST OF THE HALF CENTURY FOR 
$ an _— nn EXCELLENT RESULTS, GRATIFY- 
=a | Serie Papeey Soe ne PR, SN) COMP 
ip stereo woiianaih ii Retires CLOSEOUT OF STOCKS AND FIX- 
oe Elimination of the California Personal gah TURES. THE ECONOMY OF THE 
. still Property Tax—a tax which hurts every busi- Industry NATION WILL BE AT AN ALL- 
Pes nessman in the state—was the subject of TIME HIGH ACCORDING TO LEAD- 
' serious discussion and study at the April ING ECONOMISTS. 
| oe 12 meeting of the Jewelers 24 Karat Club of 
ne Southern Calif. WRITE FOR LIST OF OUR 
10Onla ° 
y eve- Page ar ea SS. of the He and his wife first went to the Pacific LIQUIDATIONS ALREADY 
I k or United laxpayers, | Northwest in 1910, settling in Tacoma. In MADE IN 1955 
_ nc., spoke on what can and should be done. 1017. chev maved to Seasdl " M 
oe l Unbelievable, but every 14 years any firm : / ee Wiig gp te “There never,” writes Bob Reneau of 
—— in business in California which carries an COs SS ee a Sons, Alva, Oklahoma, “was a moment of 
ly c0- inventory ine wn 100 i aca ai a and from 1920 to 1943 he was advertising worry after I met and placed my liqui- 
yf the dé det eentene te P 1 € cost | manager and sales director for several large dation in the hands of Thomas J. 
f the ities 4 ‘ot q } sg property taxes. | chain jewelry stores in the South and East. Faussett. He is a most honorable man, 
lia. year well te “rs rom the start of every | For the past decade, he has been associated fair minded, co-operative with the 
oa ell into March because no one wants | with Carroll’s Jewelry Store in Seattle jeweler, in fact he is the best! There 
any more inventory than he can avoid—hurt- peng hes are no words intense enough to express 
five: : A church elder more than 40 years, he is aos ° A 
a ing manufacturers and representatives who ill : i tee im the Five my deep appreciation for his services. 
wali don’t have stock within the State as well as ee ee ee ee Wait for him, if you are going out of 
retail and all supplier sales.To top this sae aerial age ; business, even for a year.” 
men | it is reported that it costs as much as 75 | cq em ye orden vith cas hothne || WE SPECIALIZE IN COMPLETE 
f hu- 7? a oo work in his garden and with various hobbies, 
pe = cent of the tax revenue for administra- he eomminonnel: CLOSE OUT SALES OF STOCKS & 
ion. ; 
will * : : “The jewelry business has been most kind FIXTURES. 
vaign Pe a — i ~ at Ager to me and has given me a very nice liveli- T 
rman ; . > se South Park- | hood in pleasant surroundings. It has ‘paved 
ry — Los Angeles, with cocktails at six and | the way’ that I may tread on sure footing THOMAS J. FAUSSE T 
poe ped at rage Raleigh West was program | with a mind full of pleasant memories of 521 Fleming Street 
an tor the evening. yesteryears and a feeling that I have ren- HOWELL MICHIGAN 
The Club’s 24-Karat Key Club room at | dered a service to and for others.” 
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Haviland 


THE FINEST NAME IN 








/ 


ANY 


Ts 


The “Haviland Look” gives 
this popular new design the 
integrity that creates a 
Lifetime Pattern for Sales 


Haviland & C 


in © OR © 0 fF 


270 PARK AVENUE, NEW YORK 17, N. Y. 














Importers of 
ENGLISH CHINA 
and 
EARTHENWARE 
Stock and Import 
FONDEVILLE & CO., INC. 


149 5th Ave., New York 10, N.Y. 
AL. 4-0104 














WEDGWOOD 


Bone China Dinnerware, Queen's. Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago 


GIFT AND ART 


NOVELTIES 
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May 


1-2—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, 41st Annual 
Convention, Emerson Hotel, Baltimore, Md. 
1-13—United Jewelry Show (For Whole- 


| 


4-7—Gift, China, Glass, Stationery 
Housewares Show, Western Merchandise 
Mart, San Francisco, Calif. 

14-17—Kansas City Gift & Toy Show 
Municipal Auditorium, Kansas City, Mo, _ 

14-17—Pacific Northwest China, Glass, 


| Gift, Jewelry, Stationery, Toy & House. 
| wares Show, Civic Auditorium, Olympic and 


salers Only), Sheraton-Biltmore Hotel, | 
| Providence, R. I. 
8-9—California Retail Jewelers Associa- | 


tion, Annual Convention, 


| Hotel, San Francisco, Calif. 


| tion, 


8-10—Virginia-North Carolina Retail Jew- 


ro) ane _p. | 
Sheraton-Palace | Postland, Ove. 


elers Associations, Annual Convention, Hotel | 


Roanoke, Roanoke, Va. 

14-18—First Foreign Trade Exposition, 
Shrine Exposition Hall, Los Angeles, Calif. 

15-17—Florida Retail Jewelers Associa- 
tion, Annual Convention, Orlando, Fla. 

15-19—New York International Trade 
Fair, 25th Street Armory, New York, N. Y. 

22-23—-Alabama Retail Jewelers Associa- 
Annual Convention, Tutwiler Hotel, 
Birmingham, Ala. 

22-23—Horological Institute of America, 


| 34th Annual Meeting, Washington, D. C. 


22-24-New York State Retail Jewelers 
Association, Annual Convention, Hotel Stat- 
ler, Buffalo, N. Y. 

29-31—Watch Material 
sociation of America, 9th 
tion, Fairmont Hotel, San Francisco, Calif. 


Distributors 


June 


1-3—National Wholesale Jewelers Asso- 
ciation, 48th Annual Convention, Edgewater 


| Beach Hotel, Chicago, III. 








19-23—Main Floor Accessories Show, 
Hotel McAlpin, New York. 

26-27—-New Hampshire Retail Jewelers 
Association, Annual Convention, The Far- 
ragut House, Rye Beach, N. H. 


July 


17-20—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 


‘ Janta, Ga. 


17-22—National China, Glass & Pottery 


' Show, Hotel New Yorker, New York. 


24-27—New Orleans Gift Show, Roosevelt 
Hotel. New Orleans, La. 

24-28—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 


. Chicago, Il. 


24-29—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart, Brack 


Shops, Los Angeles, Calif. 


31-August 8—Associated Jewelry and 
Variety Show, Morrison Hotel, Chicago, II. 


August 
1-12—Chicago Gift Show, Palmer House 
and Hotel La Salle, Chicago, IIl. 
1-12—Merchandise Mart, China, Glass & 
Gift Market, Merchandise Mart, Chicago. 


New Washington Hotels, Terminal Sales 
Building, Seattle, Wash. 

14-17—Western Jewelry & Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 


14-18—American National Retail 
Jewelers Association, 50th Annual 


Convention and Trade Show, Waldorf. 
Astoria Hotel, New York. 
21-24—Portland China, Glass. Gift, Jew. 


| elry, Stationery, Toy & Housewares Show, 


Public Auditorium, Plaza and Benson Hotels, 


21-26—Registered California Gift & Din. 
nerware Show, Hotel Vanderbilt, New York, 

21-26—International Gift and Fancy Goods 
Show. Hotel Sheraton-Astor, New York. 

21-26—Third International Gift & Fancy 
Goods Show, Hotel Astor, New York. 

22-26—New York Gift Show, Hotels New 
Yorker and Statler, New York. 

22-26—225 Fifth Avenue Fall Market, 225 
Fifth Ave., New York. 

28-30—Minnesota Retail Jewelers Associa- 


| tion, Annual Convention and Trade Show, 


As- | 


Annual Conven- | 





Nicollet Hotel, Minneapolis, Minn. 
28-31—Southern Jewelry Show, Dinkler- 

Plaza Hotel, Atlanta, Ga. 
28-31—Northwest Gift, Art & Housewares 

Show, Radisson Hotel. Minneapolis, Minn. 


September 


5-7—Ohio Retail Jewelers Association, An- 
nual Convention, Netherland Plaza Hotel, 
Cincinnati, Ohio. 

10-12—Michigan Retail Jewelers Associa- 
tion, Annual Convention and Jewelry Show, 
Hotel Hayes, Jackson. Mich. 

11-15—Parker House Gift Show, Parker 
House. Boston, Mass. 

11-15—New York Boutique Show, Hotel 
McAlpin, New York. 

18—Retail Jewelers Association of Mis- 
souri, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

18-19—Iowa Retail Jewelers Association, 
Annual Convention. Hotel Fort Des Moines, 
Des Moines, Ia. 

18-21—Denver Gift & Jewelry Show. Hotel 
Albany. Denver, Colo. 

25-28—Miami Beach Gift & Jewelry Show, 
DeLido Hotel, Miami Beach, Fla. 


October 


15-16—Horological Institute of America 
and the Horological Society of New York, 
Joint Annual Convention, Hotel McAlpin, 
New York. 





CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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| 
3¢ 
’ Show, 
Mo, | 
Class, Briggs. Bates & Bacon Co. | & Trust Co. of New York, and a former | 
House ° Governor of the Investment Bankers Associa- | 
i wo to Executive Posts <i . | 
ple and Names T tion of America. 
l Sales Chester W. Riley has been elected vice 
president and a director of Briggs, Bates & 
verware Bacon Co., jewelry manufacturers of Attle- 
salif, boro, and Earl Smith has been appointed 
Retail sales manager for the company, it was an- 
Annual nounced by Fred M. Birch, president. Appointed 
aldorf.- Riley has been associated with the firm Sales Mor. 
for 25 years, ares In various capacities of Volupte, Inc. 
t, Jew- in the sales division. 
Show, Smith, also with extensive experience in 
Hotels, the jewelry field, formerly conducted his CHARLES D. 
own advertising agency specializing in BRAVEMAN 
& Din- promotion and advertising work for the 
y York, jewelers. During the past several years he 
Goods has been sales manager with Alice Jewelry | 
rk. Co. and Phyllis Originals, Inc., both Provi- | the ee — 
. ° | _ e no competition! t ¢ 
Fancy dence manufacturing jewelers. Volupte, Inc., manufacturers of costume = es he ai 
a —— | jewelry and compacts, announced recently or unusual accessory 
; : ‘ partment its i 
is New Hildreth and Buzby Elected the appointment of Charles D. negro as fa — : ere 
. sales manager. He succeeds Mort Spitalny, ins. oll snceds , 
s To New Posts at Chilton Co. ? ah wide f th 1/1000 sec. NO FLASH NECESSARY 
et, 295 who has been elected vice president o e SMSIDE SHOES: Vee Gauetat a 
Joseph S. Hildreth has been elected company. yourself! 
ssocia- chairman of the board of the Chilton Co., Mr. Braveman was associated, for 15 years, minox IIL-S, satin chrome with chain 
Show publishers of Tue Jeweters Circutar-Key- | with the Heller Deltah Co. as eastern repre- ons. leather cute 
’ a . é LS; ith ch 
stone and other leading trade papers. sentative for La Tausca and Deltah. He was (aspen lene nai pe gf oe 
inkler- G. Carroll Buzby was made president of | also affiliated with Sperry Mfg. Co. as sales for complete information and 
the Chilton firm at a recent regular meeting | manager. Upon the recent merger of the pecial jeweler's package, write Dept. J 
ewares of the board of directors, | Sperry and Heller organizations, he served KLING Photo Corp. 
linn, as sales manager for the Heller Tara Co. 235 Fourth Ave., New York 3, N. Y 
n, An- 
2 
Hotel, ; 
4 
3 
ss0cia- 4 
Show, 
Parker i 
fits f jewel @ 
rofits for more jewelers 
Hotel i 
: ee i 
ieee: INtolacielale Muvolg-M[-04-1(-1aela-metol tal lale Mia mela ms 161 @ ‘ a8 
Mis- JOSEPH S G. CARROLL | >= “ “ —~ “a 
Mis [ . : fol) - 
Hotel HILDRETH BUZBY Roches Cylinder’ Crystals. Each crysta mela ° 
’ Elected Board Named President cision molded of extra-heavy Lucite, with SUC’s : 
Chairman of Chilton of Chilton Co. / ; ; ¥ 
ae aper i 5 
“on Tel el-1a-1o MT iel-Wa ol | Mo Lecel i coh t-) AN 1P4-X0 I CoM aL ol-7 4-1 y 
ees ; ‘ | Withstand filing, unbreakable, non-inflamma- 
oines, Mr. Hildreth had been president of the ink 
. - ).3 ble, will never discolor or shrink, will retain 
company since 1945. Prior to that, Mr. Be ki C 
Hotel Hildreth was president of the company’s diamond like ee any Senne 
automotive division. He has spent 57 years all ranges and sizes. 
Show, in the publishing field. 
Mr. Buzby, son of one of the founders of 
the Chilton Co., has been associated with 
the firm for the past 35 years. | 
1erica e ° 
York Buttenwieser Joins Board CRYSTALS 





\Ipin, Of Benrus Watch Company 


The Benrus Watch Co. announced recent- 
ly that Benjamin J. Buttenwieser, a limited CYLINDERS - FLAT TOPS - GABLES 
partner in the investment banking firm of 


WATERPROOFS + ROUNDS - FACETS 


Ask for complete catalog 





el Kuhn, Loeb & Co., has joined the Benrus fal --* Sheree 1820: ccystol sizes 

RD board of directors. WT 

wis Mr. Buttenwieser is perhaps best known, eee STANDARD UNBREAKABLE WATCH CRYSTALS. INC 
ries nationally for his service as U.S. a toes 123 East 144th Street 

; Assistant High Commissioner for Germany | es 2 New York 51, N. ¥ 

1c. during the period from August 1949 to | 

Y. December 1951. He is a member of the | 

aiall Advisory Committee of the Title Guarantee ! 
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Throughout my many years of engraving experience, 
I have never seen an engraving specimen chart which 
would be practical for every-day use in a jewelry store. 
Most of the charts in circulation were made up years 
ago. They show many styles which have long since been 
discarded and others for which the cost today would be 
prohibitive. 

It seemed to me essential that jewelry sales people 
should have at their finger tips one complete chart of all 
the popular engraving styles. Thus, when a customer 
expresses a desire for engraving work—whether it be for 
silverware or jewelry—the salesman can quickly produce 
a specimen chart for the customer’s inspection. 

I have prepared one overall chart, broken down into 
four groups, along with my corresponding price list 
clearly giving the number, style, and keystone price to 
the jeweler. This chart, I might add, has been success- 
fully used in various jewelry stores which send engraving 
work to me. 

Originally—with the thought of keeping prices down 
—TI engraved only those styles shown in charts A and C. 
I later decided that these were not sufficient. A great 
many people like fancy and elaborate lettering and are 
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by William J. Deroy, 
Engraver, 
Bridgeport, Conn. 





willing to pay the additional cost. Furthermore, a good 
quality jewelry store should be in a position to offer the 
greatest selection of styles. 

With this in mind, I then added the next two groups— 
charts B and D. These four groups, incidentally, I had 
photographed together resulting in one overall chart. 

I will now indicate why each particular style was in- 
cluded in the chart and also the use for which it is best 
adapted. There are five different alphabets for flatware 
(#1, #2 and #3 appear on chart A; #4 and #5 are 
shown on chart B). 

(#1) Script is suitable for most any pattern, for the 
letters can be easily altered in many ways to fit without 
effecting their readability or beauty. In fact, these are 
the most called for letters. 

(#2) Tuscany, somewhat more ornate, is occasionally 
called “Modified Old English.” It is best used when- 
ever a tall, slender letter is desired. 

(#3) Block or Roman—a tall, slender letter, it re- 
quires a pattern to match. It is also used in three letter 
monograms similar to #8. 

(#4) Old English Solid—always a beautiful letter; it 
is more ornate than the others. It is particularly suitable 
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Mail the coupon to learn 


WHY 


the WatchMaster is Best 


American Time Products, Inc. 


pioneered in the development of the 
WatchMaster, our growth has been 
predicated upon the machine's ability 
to earn most profits for its users — 
through the accuracy of watch records, 
its durability for dependable operation, 
its ultimate economy over the years. 


The accomplishment of the 





in maintaining its superiority is found 
in the fact that more have been sold and 
are being sold than all other watch- 
timing machines in the World, com- 
bined. 


580 Fifth Avenue, Nam: as 

New York 36, N. Y. 

Gentlemen: Store iar ee te 
Please arrange for a demonstration 

of the WatchMaster at my bench Address————___________ _ ———— 
so that | may judge for myself how 

it assures most profits and ultimate | City ee cena = 


economy over the years. | 


AMERICA’S STANDARD % MADE BY AMERICANS 








ENGRAVING CHART AND CHARGES CONT... 
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SINGLE LETTERS FOR FLATWARE 


Number Per Place Setting* 
1 Script $ 2.40 
2 Tuscany 2.40 
3 Block 2.40 
4 Old English—Solid 3.00 
5 Old English—Cross-Shaded 4.20 
THREE LETTER MONOGRAM FOR FLATWARE 

6 H.R.S. Roman—Cross-Shaded 4.20 
7 M.E.B. Roman—Solid 3.60 
8 B.H.S. Block 3.60 
9 E.S.H. Script—Entwined 4.20 

|» 10 E.R.S. Drop Script 4.20 

| Per Letter® 

| 11 Marion in Script 16 
12 Gerald H. Barnes—Roman—Cross-Shaded .30 

| 13 Robert E. Martin—Roman—Solid 16 

| 14 


Personal Signature 3.50 


| 
L 











LETTERING FOR HOLLOWWARE 


15 B—Tuscany—Cross-Shaded 

16 R—Fancy Script 

17 L—Tuscany—Open 

18 A—Script—Open 

19 E.F.H.—Script—Entwined 

20 R.H.B.—Roman—Cross-Shaded 
21 E.F.B.—Drop Script 

22 V.J.M.—Script 

23 G.R.S.—Block 

24 A—Old English—Cross-Shaded 
25 R—Script 

26 D.E.M.—Script—Special 

27 Ornamental Shields (for 3-pc. dresser sets) 


Ae on se ww RDI wD 
i. - os 


Ld 


*KEYSTONE DISCOUNT APPLIES ON THESE PRICES 





for plain or heavy, expensive patterns. 

(#5) Old English Cross-Shaded is a very attractive 
letter providing, of course, that it is well executed. It 
requires a plain pattern or one’ with a large enough 
shield. It should never be crowded. 

(#6) Roman Cross-Shaded (“HRS” on chart B) is 
for those who desire to use the first initial of both man 
and wife along with their family initial; the star repre- 
sents the word “and.” It is best suited for plain patterns. 

(#7) Roman Solid (monogram “MEB” on chart B) 
is similar to #6 except that the family initial is placed 
first followed by the first initial of man and wife. 

(#8) Block (monogram “BHS”); (#9) Script En- 
twined; and (#10) Drop Script (monogram “ERS” ) 
are a few ways in which three letter monograms may be 
used. (These three styles are shown on chart B). 

(#11) Marion in Script (shown on chart A)—for 
names or inscriptions. It is very popular, especially for 
such items as identification bracelets, compacts, baby 
seis, cic. 

(#12) Roman Cross-Shaded (“Gerald H. Barnes” on 
chart B) is a more elaborate style than plain block or 
roman. It is often used for three initials on men’s 
watches, cigarette cases, military sets, etc. It is used in 
inscriptions to make one or more lines stand out and 
looks exceptionally well on desk sets. 

(#13) Block or Roman Solid (“Robert E. Martin” 
on chart C) is used primarily for names or three initials 
on men’s items; identification bracelets, tie slides, light- 
ers, etc. It is also used in inscriptions, as shown. 

(#14) Personal signature (see chart B) is chiefly for 
presentations. For best results the article to be engraved 
should be gray or satin finish and the signature oxidized. 
A very fine effect results when the oxidized signature 
surrounds an inscription composed of both cross-shaded 
and solid reman letters which are not oxidized. They 
are most commonly used on cigarette or cigar boxes, 
trays, bowls, etc. 

(#15) Initial “B” and (#17) initial “L” (both 
shown on chart C) show two ways in which the Tuscany 
alphabet can be used on larger pieces. They are desirable 
on plated hollowware where it is necessary to use a good 
sized letter at a low cost. 

(#16) Initial “R” and (#18) “A” (both 


initial 
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shown on chart C) show variations of script for larger 
pieces. They are also good for use when a large letter 
is desired at a low cost. 

(#19) Script Entwined (monogram “EFH” on chart 
C) is usually engraved with the last—or most important 
—initial in the center. This type of monogram is, in my 
opinion, a great improvement over the more complicated 
and unreadable monograms used some years ago. It is 
particularly attractive on tea sets, watches, signet rings, 
cuff links, dresser sets, etc. 

(#20) Drop Roman Cross-Shaded (monogram 
“R.H.B.” shown on chart C) is used chiefly on men’s 
military sets, cigarette cases, etc. It looks particularly 
attractive on articles which have been engine-turned. 

(#21) Drop Script (monogram “EFB” on chart C) 
is a style which receives a great deal of use. It is best 
suited for dresser or military sets, especially in a shield. 

(#22) Script (monogram “VJM” on chart C) is 
taken from alphabet #1; it is appropriate for practically 
any object and is perhaps greatest in demand for en- 
graving work. 

(#23) Block (monogram “GRS” shown on chart D) 
shows one of the many ways in which a block monogram 
can be done. It is used on dresser sets, watches, signet 
rings, etc. 

(#24) Old English Cross-Shaded (initial “A” on 
chart D) is the most beautiful single letter of all—in my 
opinion. It can be used on most any piece of hollowware 
and is usually greatly appreciated. 

(#25) Script (initial “R” on chart D) reveals a more 
elaborate manner in which script may be used. It is 
best adapted to larger pieces. 

(#26) Special Script (monogram “DEM” on chart 
D) is still a more elaborate script monogram. It is used 


mostly on tea sets or other large pieces, but also can be 
used effectively on pocket watches. 
(#27) Ornamental Shield (shown on chart D) is one 


of many which can be used on dresser sets where some- 
thing different is desired. 





The author would be happy to answer any questions 
pertaining to the above article. Inquiries should be 
addressed to Mr. Deroy at: Room 503, 1118 Main St., 


Bridgeport, Conn. 
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Today’s 

most treasured Timepiece 
-June’s 

most exciting Giftpiece 


a" be 


promoted nationally 
in the JUNE 6, 1955 
issue of 
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Enchante, the gift suggestion supreme... 
lovely far and beyond comparison 








“ENCHANTE” 


America’s most cherished 
Anniversary type electric Clock! 


ITS HORIZONTAL, MULTI-SPHERE PENDULUM 
ACTION IS FASCINATING TO WATCH 
French-inspired “400-Day Style”. Sensational pro. 


motion value. Brilliant non-dimming 24-kt. “gold 
plated” components, 4-sphere “candelabra” pendulum 


— ONLY 
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No. 975 


... And the fact that it is America’s own 
low-priced creation makes it all the more 
irresistible! Wedding couples, anniversary 
celebrants, sweet girl graduates and 
hope-chest builders ...all who love life 

are now to be LIFE-inspired! 


Be Ready—Enjoy 
an Enchante-profitable June! 
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rotates smoothly, silently. 
Crystal-clear shatterproof 


dome. Chenille-ringed ; Uli nee mee] Mele]. Grete) - 1 _F 
dais-edging. Majestic height pg 379 DE KALB AVENUE 


13 in. This is Enchante... 
It sells the time it :) tole) ¢a 4. Byam, ae & 


so faithfully tells! 


A Division of the 
United Metals Goods Mfg. Co., Inc. 
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TUDENT’S PROBLEM—I am taking a course in a 
watch repairing school. But I don’t agree with their 
program; I am being taught to make staffs, stems, etc. 
This takes a lot of time. Since watchmakers out on the 
job don’t make the parts for repairing, but buy them, 
why should so much time be spent on making things 


like this? (Question No. 6467) A. C. 


A nswer—yY our objection to spending time acquiring 
the skill to make certain watch parts would be more in 
order if it were true that ready-made parts could be 
depended on always for replacements; but that is not 
true. If standards are to be high in timekeeping of the 
watches repaired, frequently it will be necessary to make 
alterations in ready-made parts; to fit them accurately: 
and sometimes even this cannot be depended on, but 
new parts must be made outright. Ability to do such 
work makes the difference between a skilled workman. 
and one who would have to admit inability to do many 
jobs that need much more than merely “sticking-in” 
parts. Remember too, that it requires the very same skill 
to make the frequent alteration-jobs as to make oc- 
casional parts; if you don’t learn to make parts, you 
won't be able to make alterations. To pass the Horologi- 
cal Institute of America Certified Watchmaker tests, or 
any of the State Licensing Board tests (now required 
for practicing watch-repairing in six states, and on the 
way in about twenty others) you will have to be able 
to make staffs, etc. 


SING COUNTERSHAFT—Do you recommend using 
a countershaft, along with the electric motor and 


foot-control, for driving a watchmaker’s lathe? (Question 
No. 6468) L. P. 


A nswer—Decidedly, yes. A countershaft increases 
the variety of controls of speed and power needed for 
different operations on the lathe. With only a rheostat 
(foot-pedal operated) to alter speed, sometimes one 
gets less power at slower speeds when just the opposite 
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HOW SHALL I-? 


effect is needed. With a countershaft interposed between 
motor and lathe, you can drive from a small pulley on 
motor to a large pulley on countershaft; then from a 
small pulley on countershaft to a large pulley on lathe, 
thus converting, twice over, a greater R.P.M. to fewer 
R.P.M. with a corresponding increase in “torque” or 
turning-power, at the lathe spindle. Besides this, with a 
countershaft, one may avoid using the extreme small 
diameter pulley on motor-shaft, which absorbs power 
unnecessarily in the action of belting. 


USING LUCITE—I have a small clock case, made of 

Lucite, with a piece broken off of a corner. Can you 
give me a method for fusing the pieces together? (Ques- 
tion No. 6469) T. A. 


Answer—We were advised in a similar case some 
time ago by the manufacturers of Lucite that there is 
no way to fasten broken pieces of this material together 
so that the strength of the job is equal to it originally. 
If the job is such that there is no great strain on the 
cemented part while in use, this may be done by using 
DuPont household cement, obtainable at hardware or 
house-furnishing stores anywhere. Clean the broken 
surfaces with denatured alcohol; quickly spread a thin 
film of the cement on them; press the parts firmly to- 
gether, tying them to each other with binding wire or 
dental floss, if their shape causes any tendency to sepa- 
rate. Allow about 24 hours for the cement to harden 
well. 


DJUSTING ESCAPEMENTS—What is the best in- 

strument to make sure of correct changes in posi- 

tions of pallet-stones in adjusting escapements? (Ques- 
tion No. 6470) N. F. 


Answer—We wonder whether you have been making 


what is a very common mistake in thinking that some 
sort of gadget is useful for this work. In moving posi- 
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like this one. It paid for itself in 13 months. 


“Our Clalional System 








GooD IDEA and sound business investment for any jewelry business is a National Cash Register 


. 3 
MR. MICHAEL C. FINA explains 
below how modernization of 
their business operation with 
a National System saved them 
time and money. 
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SMART INTERIOR of the Michael C. Fina 
Co. is as modern and up-to-date as the 
National System they use for fast, accu- 
rate service to customers. 







saves us *3,000 a year... 


pays for itself every 13 months!” 


‘As we handle up to 300 customers 
daily,”’ writes Mr. Fina, “‘we need a 
modern efficient business system de- 
signed for large volume. 

“Before installing our National 
System, we posted our daily sales 
records by hand. Cash was received 
by our cashier and deposited in the 
cash box. There was great risk of 
error in posting, in accumulating 
daily totals, and in balancing cash, 
besides taking up valuable time. 

“Now, our National System saves 
us about 20 hours weekly on figure 
work and in balancing cash. Our Na- 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


—Michael C. Fina Co., New York City 


tional Cash Register provides much 
information we need automatically. 
This means a saving on bookkeeping 
expense. Additional savings come 
from National’s separate drawers for 
cashiers which prevent mistakes, and 
give speed and accuracy in handling 
of money. 

“Today, we could not handle our 
larger volume of business efficiently 
without our National System. It 
saves us $3,000 a year, paying for 
itself every 13 months!’ 

Don’t you, too, want the time-and- 
money savings a National System can 


977 OFFICES IN 94 COUNTRIES 


For May, 1955 


bring to your jewelry business? Na- 
tional Systems pay for themselves 
out of the money they save, then 
continue to return that saving each 
year as extra profit. For the full story 
on what a National System can do 
for your jewelry business, call your 
nearby National representative. His 
number is listed in the yellow pages 
of your phone book. 


¥TRADE MARK REG. US PAT OFF 
CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 





























































tions of stones in a pallet-frame, the only instruments 
needed are: a metal plate with a slot in an edge, to lay 
the pallet on, then apply heat to soften the shellac; and 
a brass or pegwood point with which to push the stone 
to its new position. More or less elaborate tools appear 
now and then for sale, with features graduated in degrees, 
etc., the, implication being that here is something with 
which “you push the button—the tool does the rest,” 
implying that the operator doesn’t need to know much 
about escapements, if he has this device to use—which 
is an entirely misleading idea. No instrument what- 
ever can take the place of a thorough knowledge of the 
mechanism of the escapement and the correct action, and 
interaction, of all of its parts. If the workman has this, 
the simple tools already mentioned are everything else 
he needs, to do the best work on escapements. 


URPLUS SHELLAC—In cementing in pallet stones 
and roller jewels. should some of the shellac be 
left standing up outside the hole’or slot, to make it hold 
securely? On watches coming in for repairs, I see both 


ways, some of the jobs you can’t see any of the cement. 
all of it being inside. (Question No. 6471) D. K. 


Answer—The only right way, in this matter, is to 
have no shellac standing outside the pallet slots or the 
roller jewel hole: the cement should be only between the 
stone and the steel walls of slots or hole. Any surplus 
shellac seen after the work has cooled, should be broken 
off cleanly, with any convenient metal point or blade. 
Surplus shellac not only is unsightly, but could affect 
poise if on a roller table; or even the inertia-effect of 
escapement action, if on pallets. 


AINSPRING PROBLEM—I always have a little 
trouble working the tip end of a mainspring into 
place in the barrel when using a winder. Is there any 
trick for doing this easily? (Question No. 6472) F. W. 


Answer—Our guess would be that you customarily 
choose a winder-barrel of a size a little larger than is 
correct for the job in hand. Select the winder-barrel 
first, before winding the spring into it. Take one that 
has a reasonable amount of side-play when entered en- 
tirely inside the watch barrel: enough side-play so that 
after you have wound the mainspring into it, the tip 
end of the spring, left just outside the winder-barrel, 
can be set down fully to the barrel bottom; then there 
will be no trouble in engaging the tip with its fastening 
in the watch barrel. 


 acheueigaeinrs CLOCK—A very fine Westminister 

(tubular) chime-clock, “grandfather” type, gives 
out a buzzing or zinging sound sometimes, but not 
always, and not always on the same note. Can you give 
me some idea of what to look for in this? (Question 


No. 6473) G. M. 


Answer—The buzzing sound can be caused by: (1) 
one or more of the hammers standing a little too close 
to their tubes, as held in adjustment by their pull-cords; 
these cords should be drawn a little shorter; (2) by the 
clock-case stencing slightly out-of-upright, causing the 
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bottom of one or more of the tubes to occasionally 
touch the clock case, during striking; (3) by one or 
more tubes hanging out-of-upright, instead of evenly 
spaced apart, so that two tubes may occasionally touch 
at the bottom as the tubes swing and vibrate during 
chiming. After chiming begins, the tubes gradually 
take on a slight swinging motion hanging on their 
suspension cords; this motion is irregular, which ae. 
counts for buzzing being heard occasionally, instead 
of uniformly. In hanging tubes on, they should be 
pulled on their suspensions, this way and that, until 
the spaces between them, at the lower end, are uniform; 
and so that there is ample space between bottoms of 
tubes and inside back of the clock case. 


HIP’S CHRONOMETERS—Why are ship’s chrono. 
meters made to beat only 14,400 per hour? I under. 
stand in watches, as they are improved, this figure has 
gotten to be higher and higher for better timekeeping, 
If the chronometer is the most accurate time piece, why 
does it have the lowest beat-number of all? (Question 


No. 6474) B. C. 


Answer—For effective reading of time from the dial 
of a marine chronometer, during observation of astro- 
nomical bodies with a sextant, it is of advantage to have 
the seconds-hand move in half-second spaces; smaller 
time-units (for instance the fifth-seconds movements 
of the seconds-hand of an 18,000 train) cannot well 
be caught by the observer’s eye. So the 14,400 train, 
which gives half-seconds movements on the dial, became 
established for marine chronometers. Not only for this 
reason, but also because the marine chronometer runs 
in a relatively fixed (dial-up) position, there has been 
no reason to adopt “quicker” trains in these instruments. 
For pocket watches, the trend was to design trains with 
a higher number of beats per hour; a change was grad- 
ually made from 16,200 to the prevailing 18,000 train 
for pocket watches, which are carried in more varied 
positions than chronometers run in. When wrist watches 
came into use, it was discovered that the irregular move- 
ments of the watch as carried, affected timekeeping less, 
if trains were designed to require more beats-per-hour 
than the trains suitable for pocket watches; hence the 
trend to “quicker” trains for bracelet watches. 


OLISHING PIVOTS—One of our competitors makes 

a point of telling customers that he polishes all of 
the pivots in watches as part of a general overhaul job, 
as a claim to do better work. What do you think of 
this? (Question No. 6475) L. B. 


Answer—We suggest that you do not do the same. 
Certainly, if any pivot is found upon inspection to need 
repolishing, it should be done. But pivots on which the 
original polish is intact, should not be repolished. Polish- 
ing reduces diameter of pivots, and if this is to any 
considerable amount, it would alter the adjustment of 
a watch to positions, if on balance pivots; or would 
alter the depthing of gearing if on train pivots, which 
would require re-jeweling and adjusting in the first case, 
or re-jeweling or bushing pivot-holes in the second 
case. So the time spent in all of this work would be 
wasted, without improving the condition of the watch. 
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Medana Watch Features 
3-D 'Moby Dick’ Display 

A three-dimensional “Moby Dick” dis- 
play, shown in the photo, is being featured 
by the Medana watch line in its summer 
merchandising of six water-resistant models. 


MEDANA LA 


watch gives ao much 


“sesame = 


WATER RESISTANT — Shock Resistant 
iy Anti-Magnetic Unbreakable Grystal $] 995 10 $4 99° 





wmensane wa oem 
a10% $2.95 


are four models for men and two 

all water-resistant, shock-resistant 
Most of the watches, re- 
tailing from $12.95 to $16.95, have sweep 


There 
for ladies 
and anti-magnetic. 


second hands, radium hands and figures and 
unbreakable crystals. 

The “Moby Dick” display is sent to the 
retailer free with an order of six watches. 

The firm is also offering a plastic watch 
repair kit, containing 30 Medana parts for 
repairing five models. It is small enough to 
fit into a watchmaker’s shirt pocket. It sells 
for $2.95. 

The displays and the kits can be obtained 
from Louis Aisenstein and Bros., Inc., 16 
East 40th St., New York, exclusive distribu- 
tor of the Medana watch. 


Jacoby-Bender Letter Gives 
Firm's 'Fair Trade" Policy 

Jacoby-Bender, Inc., maker of J-B watch 
bands, recently mailed a letter on “Fair 
Trade” policy to its wholesale jewelers and 
to 34.000 retail jewelers and watchmakers on 
its mailing list. 

The letter, signed by the firm’s president, 
Max Jacoby, stated that some of its whole- 
salers “unfortunately slowly changed 
their methods of distribution and . de- 
veloped into . . . discount-catalog houses.” 

Jacoby-Bender states its new policy as 
follows: “We will definitely and positively 
refuse to sell our merchandise, nor will we 
supply inserts or other selling helps of any 
kind, to industrial catalog houses, discount- 
catalog houses or other similar organizations 
whose method of selling and whose competi- 
tion is detriment i to the retail jeweler.” 
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1847 Rogers Bros. Offers. 
Introductory Salad Set 


A salad set special is now being offered 
by 1847 Rogers Bros. as a means of intro- 
ducing customers to its new “Flair” pattern 
of silverplate. 

The set retails at $9.95, as compared to 
the regular price of $13.75. 

The spoon and fork are molded in dur- 
able styrene, in burgundy or ebony color, 
The 10- 
inch salad bowl, in matching styrene, can 
snack 
decorative bowl for flowers or fruit. 


with hollow silverplate handles. 


also be used as a server or as a 


Elgin American Introduces 
Three Mother's Day Themes 


Elgin American has introduced special 
Mother’s Day themes in its line of women’s 
fashion accessories. 

The photo shows model using the “Pari- 
sian” theme’s white leather compact in 24 
karat gold tooled fleur-de-lis design which 


retails at $5.95. Also shown are a carryall, 


a lipstick holder and a cigarette case. 





The firm’s line also includes 
pill boxes, musical compacts, pocket and 
| table lighters. They are available in “Pari- 
| sian,” “Bridal Rose” and mother-of-pearl. 


carryettes, 


Longines Chronographs Time 
Record-Breaking Flight 


Two high-precision Longines split-second | 
chronographs were used to time the recent 
record-breaking trans-continental flight of 
Colonel Robert Scott. 

Scott’s record—3 hours, 47 minutes 33 3/5 
seconds—was timed by William Zint, chief 
timer for the National Aeronautic Associa- 
tion and chief of the Timing Division of the 
Longines-Wittnauer Watch Co. 

Zint, a veteran aviation timer, has been 





Keepsake Publishes New 
Edition of ‘Bride's Book’ 

A new edition of the “Bride’s Keepsake 
Book” has just been published by Keepsake 
Diamond Rings. 

This revised book, shown in the photo, 


pet 





has a white satin-textured cover stamped in 
vold leaf lettering. This gold motif is re- 
peated throughout the book in illustrations 
and page headings. 

The 44 pages are divided into three sec- 
tions for memories of engagement, wedding 
and honeymoon. Customers can purchase the 
book for $1.50 at local Keepsake jewelers 
providing they bring in the coupon from 
Keepsake’s national magazine ads. 


National TV to Highlight 
Anson's New Ad Program 


A comprehensive marketing and adver- 
tising program for Anson-Gram interchange- 
able initial jewelry has been announced by 
Olof V. Anderson, president of Anson, Inc. 

The promotion will be featured by the 
national TV program, “Stop the Music.” 
The photo shows Miss Jaye P. Morgan, sing- 
ing star of the program, with the “Flam- 
boyant” group of Anson’s spring line of cuff 
links. 

The Anson-Gram initials are embedded in 
crystai lucite which snaps easily into a gold- 
like frame. The cuff link and tie-bar set 
retails for $6. 





Free radio scripts, one and two-column 
newspaper mats and consumer booklets are 
clocking world aviation records for 35 years. | now available to retailers. 
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International to Introduce 
New ‘Silver Iris' Pattern 


The International Silver Co. will introduce 
its new “Silver Iris” sterling pattern with a 


multi-page, four-color ad in the May issue of | 


McCalls. 
The ad, part of which is shown in the 
photo, will run on three adjoining pages of 





the magazine. This will allow large enough 
reproductions to show details of the new 
pattern. 

Silver Iris ads, featuring the use of Iris 
flowers and the purple hue associated with 
them, will appear in 11 consumer magazines 
during May and June. 


Ronson Salesman Wins 
30-Day Trip to England 


A 30-day, all-expense-paid trip to England 
for himself and his wife was recently won 
by Ronson sales representative Leonard E. 
Evans of Leonia, N. J. 

Evans topped all other Ronson sales repre- 
sentatives in a six-month contest which was 
part of the firm’s salesman incentive pro- 
gram. 





Lunt Silversmiths Offer 
Babyware Display Case 


A Babyware Display case, said to be the 
first expressly designed for store display of 
baby goods, has been introduced by Lunt 
Silversmiths, Greenfield, Mass. 

The display, shown in the photo, is 40” 
high by 30” wide by 20” deep. Available 
in blond birch, oak and other special-to- 
order finishes, it costs $150. 

Its glass shelving is removable and _ ad- 
justable to varying heights. There is space 
for additional stock in the rear of the case. 





Toastmaster Offers Kits 
To Promote Bridal Sales 


A “Toast to the Bride” promotion kit, 
which is being backed by a national adver- 
tising and publicity program, is now being 
offered by Toastmaster Products Division of 
McGraw Electric Co., Elgin, Illinois. 

The kit, designed to help boost the re- 
tailer’s share of the bridal market, includes 
a full color, mounted plaque for window or 
counter display, a window streamer, sales 
planners, sales tips for selling personnel and 
a consumer booklet. Kits are available 
through distributors with orders of three 
Toastmaster toasters. 

Other sales stimulants are available 
through the company: gift headquarters in- 
signia, ad mats, displays and folders. 


New Ladies’ Band Boosts 
Wadsworth-Hadley Sales 


Additional manufacturing employees have 
been hired by the Wadsworth-Hadley Divi- 
sion of Elgin National Watch Co. because 
of demand for the new Hadley adjustable 
tubular ladies bands, according to H. E. 
Rich, sales manager. 

The firm reports sales up 52.6 per cent 
this year over the same period in 1954. 

As each link in the Hadley band is re- 
movable, it can be tailored to fit any cus- 
tomer’s wrist by the jeweler in a matter of 
seconds. 


Du-Wal Inc. Introduces New 
Line of Electric Cookers 
The newly-formed Du-Wal Inc., 2813 N. 


Thatcher Ave., River Grove, Illinois, has in- 





troduced a line of automatic electric cook- 
ing utensils, including a skillet, 4-quart 
saucepan and a griddle. 

The skillet, shown in the photo, has a 
water-tight seal which allows the entire unit 
to be completely immersed in -for 
washing in a sink or in an automatic dish 
washer. 

Controlled heat gives temperatures up to 
400 degrees and the interior is specially 
treated to prevent sticking of foods. A cook- 
ing guide on the handle shows cooking times 
and temperatures for various foods. 

The skillet can be used to fry, French fry, 
roast, bake, stew or as a Dutch Oven, cas- 
serole or chafing dish. It retails at $19.95, 
with the cover optional at $3. 

The new products will be backed by a 
merchandising, sales promotion and adver- 
tising campaign. Lauesen and Salomon of 
Chicago will handle the account. 


water 











Kensington Giftware to Be 
Advertised in June Holiday 


The Aluminum Cooking Utensil Co., Inc, 
will advertise its “Kensington” giftware line 
in a full page, full color ad in the June issye 
of Holiday. 

Introduced more than 20 years ago, Kep. 
sington is distributed through department 
stores, jewelry stores and gift shops. 





Gruen Display Features 
Four Gift-Giving Occasions 


Gruen Watch Co. has introduced a four. 
color display which features four gift-giving 
occasions of the spring season. 

The display, shown in the photo, uses 
photographs to highlight gift watches for 
the bride and groom, the graduate, the spe. 
cial anniversary and for Father’s Day. It 
also features the new Gruen offer of free 
flowers with the purchase of a watch. 


Hamilton to Place Emphasis 
On Mass Circulation Media 


Hamilton’s Spring national consumer ad 
vertising program will place heavy emphasis 


on continuity in major mass circulation 
media. ; 
The firm’s program includes 11 ads in 


Life, four large-space insertions in more than 
100 daily newspapers and concentrated early 
morning radio announcements in selected 
metropolitan areas. 

The May 9 issue of Life will carry a two- 
page Hamilton ad. The May issue of Na- 
tional Geographic will also include a full 
page ad. 

Hamilton jewelers will receive mats and 
other promotional aids to tie-in with the 
firm’s national advertising. 


Tissot Execs Study Fall 
Models and U. S. Distribution 


Julian R. Holzer, president of the Holzer 
Watch Co., Inc., exclusive distributor of 
Tissot watches in the U. S., recently left for 


Switzerland to consult with Tissot execu- 
tives about the Fall 1955 line of Tissot 
models. 

Louis Weibel, general manager of Chs. 


Tissot et Fils, S. A., returned to Switzerland 
after making a study of Tissot distribution 
in this country. 

Holzer and Weibel reaffirmed the policy 
of controlled distribution of Tissot watches. 
Tissot franchises will be extended only to 
jewelers rigidly maintaining the established 
retail] price. 
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J-8 Watch Bands Offer New | 
Displays and Control Cabinet 
Jacoby-Bender, Inc., maker of J-B watch 


hands, is now offering dealers a colorful dis- 


1 


‘i New 
CX PANSTON BAND 
FOR MEW 





a 


ARMOR 


: — 
M Su2EO TO FIT YORR: aa 


WHILE YOU WAIT, ‘ 3 
Frew of Changed 





Gusto! 
WRIST 


play unit featuring four of its new “Golden 
Armor” bands. 

The display, shown in the photo, has a 
cellophane pocket at the rear containing 
extra multi-sized links. The assortment in- | 
cludes two bands—curved end and straight 
end—for each of the four styles. 

Two other dealer aids are also available. 
The first is a stock control cabinet, for use 
on the show case, containing an assortment 
of 30 bands. Finished in natural wood, with 
a glass top and three plastic trays, it is sup- 
plied free with the assortment. 

The second aid is a new L-P display as- 
sortment holding 10 ladies’ and 10 men’s 
bands. It has an interior of fine silk velvet 
and an exterior of cross-grained leatherette. 


Flex-Let Subjects Bands 
To Durability Tests 


Flex-Let recently subjected its new “Prin- 
cess” series of ladies telescopic watch bands 
to durability tests on a “Stress and Strain” 
computer. 

The computer, shown in the photo, re- 
corded more than 28,000 20-pound “pulls” 
on the bands without reducing their flexi- 


bility. This is equivalent to a lady removing 
the band from her wrist five times a day for 
15 years. 


| Anniversary in New Plant 





The Princess series are the only telescopic 
bands on the market that carry an uncon- 
ditional repair guarantee for the life of the 
band, according to the firm. 

Available in yellow, pink and white gold 
filled, they retail for $9.95, F. T. I. 
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Speidel Displays Feature | 
‘Optical Illusion’ Photos | 


Two “optical illusion” window displays | 
are now being offered by Speidel for use 
during the Spring gift season. | 

The “Halls of Ivy” display, shown in the | 
photo, features Speidel’s Photo-Indent as‘ 
a gift for the graduate. The main illustra- 
tion is the photo of a girl graduate. With 
the slightest shift in the viewer’s gaze, the 
photo suddenly “dissolves” into the photo 
of a boy graduate. A shift in gaze again 
will dissolve the photo back to the girl. 

In the “Father’s Day” display, which fea- 
tures Speidel’s watch bands, the photo of a 
smiling father changes into the photo of a 
father with his family. Both displays are 
back lighted for greater impact. 

Speidel is also offering a Spring-Summer 





Dealer Mat book which provides a number 
of ideas for tying-in with its national TV 
advertising. 


Nordt Co. Observes First 


John C. Nordt Co., Inc., maker of wed- 
ding ring blanks, recently observed the first 
anniversary in its new building in Cedar 
Grove, N. J. 

The firm was founded in 1872 on Maiden 
Lane in New York by the great uncle of 
its present executive vice-president, Paul W. 
Nordt, Jr. The firm moved to Newark, N. J., 
in the early twenties and began producing 
ring blanks for many of the principal manu- 
facturers of finished rings. 

Manufacturing operations are under the 
direction of Arthur R. Kastberg, who was 
associated with Tiffany and Co. for 26 years. 


G.E. Offers Display Cartons 
For 1955 Portable Radios 


General Electric is now offering its 1955 
portable radio line in an attractive new dis- 
play carton. 

Each of the firm’s three portable lines— 
“Convertible,” “Three-Way” and “Tripmate” 
—has its own distinctive carton. All of the 
cartons have a 200-pound corrugated single- 
wall board interior with a white 42-pound 
liner. The exterior is die cut and printed 
with art work in brown and yellow. 

General Electric believes the new cartons, 
while not eliminating the need for more 
elaborate displays, will provide the small 
dealer with an attractive setting at no addi- 





tional cost. 


Kreisler Watch Band Offers 
Merchandising Showcase 


Jacques Kreisler Corp., maker of Kreisler 
watch bands, is offering an attractive mer- 
chandising showcase which displays 66 watch 
bands and 12 leather straps on two lighted 
levels. 

The case, shown in the photo, is made of 
fine woods by cabinet makers and comes in 
oak, mahogany or walnut; special finishes 
to match any interior are also available. 

The case is 40” high by 40” wide and 
holds a reserve stock of 240 watch bands 
and 144 leather straps. It is offered free 
with the purchase of 38 pre-selected watch 
bands. 

Also being offered is a smaller cabinet for 
use on counters which displays 18 different 
band styles. 

The firm’s newest window motion display 
is its lucite “Whirl’n Glitter” which dis- 


plays a minimum of nine bands. It is sus- 
pended from the ceiling on a nylon cord and 
continuously revolved by a tiny electric 
motor. 








Waltham Offers Special 
Assortment of New Models 


Waltham is now offering a special intro- 
ductory assortment of the New Young Walt- 
ham watch line, consisting of 15 models with 
an average retail price of $39.75. 

The assortment, shown in the photo, in- 
cludes six men’s and nine ladies’ watches— 
all with 17 jewel movements. It contains 
bracelet and strap watches, dress watches for 
ladies and men, automatic, shock resistant 
and water resistant models. 

The firm is making a special $30 discount 
for the assortment and is offering retailers 
special terms of six monthly payments. 

With the special assortment, Waltham is 
supplying free: (1) an illuminated electric 
jewelry store clock, (2) a permanent, mod- 
ern, window display, (3) a velvet counter 





pad, (4) a window decal and (5) 500 illus- 
trated brochures, in color, for mailers or 
counter pieces. 
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Bulova Displays Feature 
Miniature ‘Real-Life’ Scenes 


Bulova is now offering five new perma- 
nent-type display units which feature the 


watches currently receiving emphasis in its | 


(Hn 
‘ Bulecea 


: WATRAeRer 








TV and radio advertising. 

Each of the displays reproduces a real- 
life scene in miniature. Colorful and com- 
pact, the displays are less than 12” wide by 
12” high. 

The photo shows the “Waterproof” dis- 
play which suggests beach and summer ac- 
tivities with a Riviera-type cabana in pep- 
permint-striped terrycloth. A bamboo fence 
and sand-colored velvet add to the seaside 
atmosphere. 

Other displays are “American Girl,” which 
features a pale blue lace parasol highlighted 
with blue ribbon; “Miss America,” which 
features a park bench, daisies and a lamp 
post to suggest a spring scene in the park; 
“23,” which features a theatre front, com- 
plete with marquee and “Diamond” which 
uses brocade, white netting and roses to 
suggest a stained glass window. 


Florence Ceramics Introduces 
New Line of Electric Clocks 
Co., 74 South San 


Florence Ceramics 





Gabriel Blvd., 
introduced a line 
electric movements. 

The photo shows the 13” Mantel model 


has 
with 


Pasadena, California, 


of ceramic clocks 


which retails for $35. All the clocks have 
self - starting, fully - guaranteed movements. 
All models are overglazed and are now 
available in pink shaded with gray and 22K 
gold, and green shaded with gold and 22K 
gold. 
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Lady Bosca Accessories Now 
Available in 10 Colors 


Hugo Bosca Co., Inc. announces that a 
wide range of “Lady Bosca” fashion acces- 
sories are now available in 10 fashion colors, 
including avocado, canary, coral, aquamarine 
and pale blue. 

The accessories include regular and king 
size cigarette cases, eyeglass cases, keycases, 
coin-key purses, billfolds and purses. 


Enicar Corp. Introduces 
New Swiss Chronometer 

A new popular-priced certified Swiss 
chronometer has been introduced on the 


American market by Enicar Watch Corp., 
115 West 45th St., New York. 
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Enicar developed the uitrasonic / 
watches to meet this specific need. 
By utilizing modern production meth- 
ods and the revolutionary new ultra- 
sonic cleaning and subsequent 
chemical coating, Enicar is offering 
@ marvelous precision timeplecewith- 
in reach of all peopie due to its 
relatively low price. 


ENICA® 








The first series in stock is the Enicar 13 
L, shown in the photo. The watches have 
been awarded a timing certificate for “Es- 
pecially Good Results” by a Swiss govern- 
ment testing station. 


Ultrasonic treatment and will not require 
cleaning or oiling for three years, according 


| 

| 

| 

| 

| The watches have undergone the Enicar 
to the firm. 





Kem Playing Cards to Be 
Sold in Attractive New Box 

Kem Plastic Playing Cards, Inc., 595 
Madison Ave., New York, has introduced 
an attractive new box for its cards. 


The box, shown in the photo, was created 
by package designer Morris Welch and car- 
ries the Kem trademark and the name of the 
It also emphasizes 


particular card design. 








the Kem features: washable, durable, re- 
placeable and guaranteed. 











Oneida Offers New Club Plan; 
Wins Canadian Design Award 


A new sales promotion idea, the “Com. 
munity Club Plan,” is now being offered 
by Oneida Ltd. Silversmiths to dealers t 
help stimulate sales of Community’s silver. 
plate patterns. 

The Club is a pay-as-you-go plan designed 
to build store traffic and sales. 

Customers will be encouraged to become 
Club members by a two-pronged offer: (1) 
a pierced tid-bit server in “South Seas” 
pattern with a retail value of $2.50 will be 
sold to prospective customers in dealers’ 
stores for 69¢ and (2) a two-piece holloy. 
handle salad serving set in any pattern 
with a retail value of $10 is being offered 
free to each customer who buys a 92-piece 
set of Community. Complete dealer aids 
are available. 

Community’s “South Seas” silverplate pat. 
tern recently received the 1955 design award 
of the Canadian National Industrial Design 
Council. Presentation of the award was 
made by the Right Honorable C. D. Howe, 
Minister of Trade and Commerce. 


Robeson Display Features 
Cutlery and Tableware 


Robeson Cutlery Co., Perry, New York, 
has introduced a compact black and char. 
treuse display which can be used in win- 
dows or on counters. 

The display, shown in the photo, features 
two Robeson “Frozen Heat” Magnetic Cut- 





lery sets, one white-handled steak set in 
black wood block and a 26-piece set of 
“Bright Dawn” tableware. 

The new display is part of an over-all pro- 
gram to increase point-of-sale aids for Robe- 
son dealers. 


* 


Smallman Previews Fall Line; 
Plans Merchandising Program 


I. Smallman and Sons Co. recently pre- 
viewed its Fall line of “Craftsman” bill- 
folds at its semi-annual sales ferce conven- 
tion at the Conrad Hilton Hotel in Chicago. 

The firm is planning a complete merchan- 
dising program, including point-of-sale dis- 
plays, built around Craftsman’s year around 
advertising in Life. 

New models previewed included men’s 
billfolds in charcoal gray, in keeping with 
the fashion color trend, and ladies’ billfolds 
in pastels and white. 
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y. S$. Time Demonstrates 
World's Smallest Gyroscope 

U. S. Time Corp.. maker of the famous 
dollar Ingersoll watch, recently demonstra- 
ted the world’s smallest precision rate gyro- 
scope at the American Watch and Clock 
Industry’s exhibit in W ashington, D. C. 

The tiny gyroscope, so sensitive it 18 
capable of “guiding” the fastest guided 
missile, is 2 3/16” long, less than 1 inch in 
diameter and weighs only 3% ounces. 

An action model, specially constructed by 
U. S. Time engineers, was used to illustrate 
to the public how the gyroscope is used to 


“guide” missiles. 


Waring Blendor Campaign 
Features TV Advertising 


Waring Products Corp., manufacturer of 
blendors, mixors and travel irons, recently 
launched its first national advertising by par- 
ticipating in the sponsorship of the Steve 
Allen Show, “Tonight,” over NBC-TV. 

Allen, shown in the photo with a Blendor, 
will advertise Waring products on May 2, 10, 
17, 26 and June 2. 

This national advertising is part of the 
frm’s “Golden Million” campaign celebrat- 
ing the production of 1 million Waring 
Blendors, the electrical appliance developed 
by orchestra leader Fred Waring. 

Another feature of this campaign is the 
“Golden Million” contest for distributor 
salesmen which includes prizes of a 1955 
Chevrolet Bel Air sedan and $1500 in cash. 





Winners will be announced May 10. 

A third feature of the campaign is a plan 
whereby retailers get a $10 credit certificate 
toward the purchase of a third Blendor for 
every two they buy in the regular way. 


Harmon Co. Announces New 
Brochure on Plastic Boxes 


Harmon Co., Inc., 331 Madison Ave., New 
York, announces the 1955 
brochure on Harmon plastic molded boxes. 

More than 50 models of boxes are illus- 
trated and described in the brochure. The 
firm makes 150 sizes to fit all known re- 
quirements. Models include slant covers, 
compartmented interiors, hinged and snap 
covers, colored or clear plastic, decorative 
designs and paintings. 


FOR May, 1955 
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Benrus Display Highlights 
"Watch That Swam Atlantic’ 


The two color, three-dimensional display 
shown in the photo, now being made avail- 
able by Benrus, features the theme, “The 
watch that swam the Atlantic.” 

The display highlights the fact that a 
Benrus watch, in a special “open” container, 
was towed by the S. S. Independence from 
Gibraltar to New York. 

Only 17” high by 15” wide by 9” deep, 
the display can be used either in windows 
or on counters. Its base is a deep sea green 
color, with contrasting gold platforms for 
two Benrus watches. 

The display and other material can be 
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obtained from the Benrus Advertising dept., 
50 West 44th St., New York. 


Naomi Distributors Offer 
Half-Dozen Free Ring Locks 


Naomi of Island Park, N. Y., maker of 
Naomi G. F. Ring-Loks, is now offering, 
through its 75 material houses, a free half- 
dozen ring locks with each regular one dozen 
order. 

The ring locks are made in three sizes and 
fit all ring shanks, including a “knife” edge. 
They are easy to attach and will not loosen, 
according to the firm. The photo shows the 
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ring lock display card now available to re- 
tailers. 
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Elgin Offers ‘Graduation’ 
Cards and Newspaper Mats 

New “Graduation” advertising cards, for 
use on cars and buses during the spring 
season, are now being offered by Elgin. 

The cards, a sample of which is shown 





Man! I hope it’s an FIGIN from © 
in the photo, are 28” long by 11” high. 
They are available free. with the jeweler’s 
store name and address printed in block 
letters. 

Elgin is also offering a series of news- 
paper ad mats which provide local jeweler 


identification with the commercials on “The 
Elgin Hour.” 





Frank Smith Co. Introduces 
‘Mayfair’ Sterling Pattern 


Frank Smith Silver Co., Gardner, Mass., 
maker of “Smith Sterling,” has introduced 
the “Mayfair” pattern of heavy-weight, hand- 
finished sterling in five floral groups. 

A six-piece place setting of the new pat- 
tern retails for $32.75, F. T. I. 


New Price-Marking Machine 
Requires No Typesetting 


A new, hand-operated price-marking ma- 
chine that requires no typesetting has been 
introduced by Monarch Marking Machine 
Co., 216 S. Torrence St., Dayton, Ohio. 

The new product is the Model 10 Dial-A- 
Pricer, shown in the photo, which prints up 





to five characters including dollar sign and 
decimal point. 

The tickets, tags and labels for use on the 
Dial-A-Pricer are furnished in rolls with the 
store’s name preprinted on each ticket. It 
handles pin tickets, button tags, string tags, 
slipfold tickets and gummed labels. 

Dial-A-Pricer is light enough to be car- 
ried easily and can turn out any quantity 
of printed tickets. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word, Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted’—*“Lines Wanted’? and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
23 words; additional words 25 cents per word. 


Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 
Name, address, initials, and abbreviations 


count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
‘be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid u y correspondence 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17° * 





men- 








YOUNG man, 25, vet, college, seeks posi- 
tion as sales trainee; five years’ di- 
versified experience with large watch 
— Address ‘“H., 2250,’ care 





MANAGER, background, experienced with 
large chains and privately owned stores; 
complete knowledge of sales, promotions, 
credits, collections, display and _  per- 
sonnel. Address ‘‘W., 2268,” care J C-K. 





BOOKKEEPER, expert, above average, 
extensive and heavy experience; thor- 
ough knowledge of every phase of jewel- 





ry business; top record. Address “A., 
2350,” care J C-K. 
STONE setter, for plant work; settings 


as hammered-in, burnished-in or point; 
high school and college rings carefully 
set. John McMullen, 15 Hillside Ave., 
Providence, R. I. 





AN opportunity for a live wire firm to 
secure the services of buyer, showroom 
salesman, wholesale or retail experi- 
ence, employed last position 14 years. 
Address “D., 2280,” care J C-K. 





EXECUTIVE, excellent background in 
sales, retailing and merchandising of 
costume and better jewelry, seeks chal- 
lenging position. Address “N., 2357,” 
care J C-K. 





Situations Wanted 








ZIRCON ring salesman; heavy producer. 
Address “Y., 2276,” care J C-K. 





REPUTABLE salesman available busy 
house. Address “G., 2249,” care J C-K. 








INGENIOUS salesman: jewelry display 
boxes. Address “K., 2355,” care J C-K. 





WATCHMAKER, with several years’ ex- 
perience, desires position in good store. 
Address “F., 2033,” care J C-K. 


WATCHMAKER, 18 years’ experience, 
can do all types including chronographs, 
desires connection in Philadelphia, Jer- 
sey, Long Island. S. Portnoff, 1426 N. 

75th St., Philadelphia, Pa. 





ALL around jeweler, diamond and stone 
setter, 30 years’ experience, seeks posi- 
tion with future; prefers large store; 
married. Address “L., 2243,” care 
J C-K. 





WATCHMAKER, 30 years’ experience all 
types of watches; prefers working in 
importing house; foreman experience; 
expert caser and repair man. Address 
“H., 212, care J C-K, 





JOSEPH HUNT: mature diamond expert 
and capable diamond cutter; available 
at salary or salary plus commission. 210 
W. 16th St., New York City 11. 





HIGH class jewelry repairman and ex- 
pert stone setter, 30 years’ experience; 





retail store preferred. Address “H., 
2222,” care J C-K. 
WATCHMAKER, 30 years’ experience, 


also good clockmaker, light jewelry re- 
pair, seeks steady job on Long Island 
only. Address “E., 2210,” care J C-K. 





WATCHMAKER, vet, 25, single, over six 
years’ retail store experience; good ref- 
erences; will relocate right opportunity. 
Address “E., 2281,” care J C-K. 





DIAMOND salesman, young man, five 
years’ experience, seeks position with 
diamond importer. Address ‘M., 2298,” 
care J C-K. 





WATCH and jewelry estimator, able sales- 
man, desires position with a progressive 
organization; excellent references. Ad- 
dress “E., 2328,” care J C-K. 





CERTIFIED master watchmaker, 21 
years’ experience; capable of managing 
department; best references; Midwest 
preferred. Address “H., 2287,” care 





WATCHMAKER, long experience on plain 
and complicated watches, seeks position 
with importer or first class store; ex- 
cellent references. Address ‘“S., 2272,” 
care J C-K. 





JEWELER and diamond setter with ex- 
cellent qualifications to wait on cus- 
tomers; personable; 47; married; wants 
steady retail jewelry store position. Ad- 
dress ‘“‘T., 2273,” care J C-K. 





STORE manager; heavy mercantile ex- 
perience; practical, broad minded; good 
will creator; aggressive; fully appre- 
ciative sales, credits; high reference. 
Address “A., 2277,” care J C-K. 





WATCHMAKER - salesman, age 35, six 
years’ experience, desires position with 
wholesale or retail concern in Metro- 
politan Boston area. Address “W., 2188,” 
care J C-K. 





AGGRESSIVE diamond _ salesman for 
large importers and cutters; salary 
$10,000, plus traveling expenses for the 
first year; no mounted goods; refer- 
ences. Address “H., 2251,” care J C-K. 


| WATCHMAKER, recent graduate Brad 

ley and Elgin, desires position ; 
Florida; have previous experience in 
clock repair, jewelry repair, and retail 
sales. Edwin B. Gargel, 312 N.W. 93rq 
St., Gainesville, Fla. 





ria 

DIAMOND special order clerk, presently 
employed by leading New York City 
credit chain, thorough knowledge mount. 


| 
| 
| 
| 
| 
| 
| ing diamonds and sorting loose goods 





seeks position with future. Address 
“D—., 2327,” care J C-K. s 
BOOKKEEPER - stenographer; diamond 
jewelry, watch’ experience; capable 
charge small office; accustomed assume 
responsibility ; efficient, dependable: 


handle stock; present employer retir. 
ing. Address “‘L., 2356,” care J C-K, 





CONTROLLER-retail accounting, store 
operations, capable of planning and con. 
trolling merchandise and expense bud- 
gets, taxes, insurance; heavy experj- 
ence in office organization and systems, 
Address “D., 2230,” care J C-K. 





WATCHMAKER, experienced, reliable, 

married, wishes position in small jewel- 
ry store whose owner is planning to re- 
tire; objective to buy or have interest 
in store later; West Coast or Western 
States. Address ‘'K., 2336,” care J C-K. 





BOOKKEEPER -typist, female, full charge, 
general ledger, trial balance, all taxes, 
executive ability; excellent references; 
15 years in same position on 47th Street 
with wholesale jewelers. Phone Hollis 
5-8598, New York. 








JEWELER and stone setter, A-1, sober, 
dependable family man, 30 years old, 
with 10 years’ experience in all phases, 
desires permanent position in Florida, 
Texas or Arizona. Address “R., 2302,” 
care J C-K. 





EXPERIENCED retail jewelry salesman, 
personable, very aggressive with un- 
limited ability; trained in all phases 
of credit and retail sales; secure future 
very important; desires North Jersey 
or New York area. Address “L., 2319,” 
care J C-K. 





DIAMOND and jewelry _salesman, 3) 
years’ experience on Fifth Avenue; 
thorough knowledge on precious and 


semi-precious stones, watches, silver- 
ware and special orders, (New York 
City preferred). Address “B., 2203, 


care J C-K. 





GENTLEMAN, well known for many 
years among manufacturers of jew- 
elry and silverware; personal con- 
tact with tops using precious metals; 
capable salesman, publicity; refer- 
ences the best. Address “E., 269,” 
care J C-K. 





WATCHMAKER-salesman, capable of 
managing, B.T.S. graduate, 20 years’ 
experience ; best of references; reliable, 
dependable, sober; permanent job only. 
Address “G., 2286,” care J C-K. 





MANAGER; 37 years old, married, two 
children, 17 years’ experience, both 
credit chain and cash type stores; de- 
sires incentive proposition. Address ‘‘J., 
2288,’ care J C-K. 





WATCHMAKER, 
school graduate; 
years old; 


17 years’ experience, 
finest references; 39 
salary $100 week or per- 





centage with guarantee. Address “D., 
2122,” care J C-K. 

BOOKKEEPER, female; full charge; 
long manufacturing experience; can 
handle volume accounts, notes, etc.; 
excellent correspondent, collections; 
New York City only. Address ‘M., 


2239,” care J C-K. 





YOUNG man, thorough production control 
background, manufacture diamond 
mountings, personable, supervising abil- 
ity, desires opportunity to further 
future; buying or production. Address 
“C., 2323,” care J C-K. 





GEMOLOGIST, have completed 20 stone 
exam and resident course of the Gemo- 
logical Institute of American; certified 
master watchmaker; 29 years of age, 
married; desires position in a member 
shop of the American Gem _ Society. 
Charles D. Airesman, Ellerslie, Md. 





JEWELER, not a watchmaker, who can 
“sell,” set diamonds and repair all types 
of jewelry, desires position with a grow- 
ing credit concern where opportunities 
are unlimited ; must be in or around the 
Charlotte, N. C., area. Address “H., 
2234,” care J C-K. 


LOS ANGELES incomparable experience, 
sales building record independent, chain, 
department stores, buying, promotion, 
managerial; diamonds, watches, jewel- 
ry, silverware; recognized leader now 
employed; $7,500 start. Address “F., 
2314,” care J C-K. 








SALESMAN-retail, reliable, watch and 
jewelry estimates, watchmaker experi- 
ence, seeks opening where a _ conscien- 
tious, hard-working, producing sales 
person is an asset; New York City or 
suburbs. Address “K., 2318,’’ care 
J C-K. 
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HA. certified master watchmaker, fast, 
‘kiliful, workman; top wages, commis- 
sion, or I have material, Watchmaster, 
good tools for concession in store; West, 
Northwest, or Coast; references. F. R. 

I 1213 E. 19th Ave., 


Lohman, Olympia, 


Wash. 
——— 
MANAGER-salesman, over 20 years’ ex- 
* perience ; thorough knowledge all phases 

of jewelry store operation, cash or 

credit; also department store sales and 
operation, looking for a permanent 
future; age 42; married; will relocate. 

Address “J., 2324,” care J C-K. 








—_—————_—— 


MANAGER-salesman, age 37, married; 
complete experience in all phases man- 
aging cash and credit jewelry stores; 
seeks position with reputable jewelry 
concern offering permanent position 
with future; prefer South, Southeast. 
Address “R., 2334,” care J C-K. 





MANAGER; 25 years’ thorough experi- 
ence all phases credit jewelry business ; 
top flight salesman, buying, merchan- 
dising, window trimming, etc., can as- 
sume full responsibility ; Southern Cali- 
fornia preferred; presently employed. 
Address “L., 2337,” care J C-K. 





Lines Wanted 








SALESMAN; Southern States; well 
known, wants an additional line; pre- 
fers established jewelry or hollowware 
line. Address “F., 2215,” care J C-K. 





REPRESENTATIVE, Southern States, 
wishes a good loose diamond line; doing 
business 30 years in this territory. Ad- 
dress “A., 2227,” care J C-K. 


SALESMAN with following of _ better 
jewelry stores in Eastern and Central 
Pennsylvania, seeking short side line of 
14K _ bracelets, discs, dangles and 
charms. Address “F., 2282,’ care J C-K. 








WHOLESALER to the better jewelry 
trade in Ohio wants connection with 
manufacturers or importers of unusual 
costume jewelry or related items. Ad- 
dress “A., 2348,” care J C-K. 





MIDWEST salesman desires top volume 
line; currently carrying top watch line; 
experienced diamonds, watches, rings, 
jewelry ; available July 1. Address “M., 
2320,” care J C-K 





WATCHMAKER-jeweler-engraver, mar- 
ried; 32 years old; eight years’ experi- 
ence at bench; graduate of accredited 
horological engraving and jewelry 
school; desires any position in jewelry 
field; Southern California preferred, but 
will consider other offers. Address “E., 
2231,” care J C-K. 








EXPERT gold and silversmith, European, 





with 32 years’ experience, independent 
worker, excellent designer, original 
ideas, especially church work, experi- 
enced watchmaker, employed for two 
years in Canada. Address, Richard 
Kunz, 874 Montreal St., Sherbrooke, 
Quebec. 
MANAGER-salesman; installment; com- 
plete Know how in every operation; 


chain store and single unit experience ; 
37 years old; go anywhere, interested 
only in live wire operation that can 
pay top salary; hustler; love the busi- 
ness and don’t mind working; presently 
employed. Address ‘“M., 2255,” care 
J C-K. 





WATCHMAKER, clock repairing and light 
jewelry repairs, all around man in re- 
tail store; honest and sober; 385 years 
old and married; eight years at present 
position ; seeking change and better op- 
portunities ; would like to work in New 
York City, Florida or Southern Cali- 
fornia. Address “N., 2299,’ care J C-K. 





REGISTERED jeweler, American Gem 
Society; in business 20 years, my build- 
ing has been sold; wish to become as- 
sociated with registered jewelry firm; 
age 44, personable; complete store man- 
agement experience ; will do some repair 
work, engraving and bookkeeping; ac- 
tive in service club and musical organi- 
zations. Address “A., 2201,” care J C-K. 





MANAGER-salesman, presently employed, 
seeks “greener pastures,’ young, mar- 
ried executive, with thorough knowledge 
of a successful retail credit jewelry 
store operation, is a firm believer that 
“actions speak louder than words”; can 
assume full responsibility; Eastern 
Seaboard preferred. Address ‘“B., 2168,” 
care J C-K. 


MANAGER; young man, 30 years old, 

12 years in jewelry business; mar- 
ried, sober, clean cut and a flair 
for good business; can handle credit, 
selling, window dressing, advertis- 
ing, collections, buying and general 
store duties; will consider full 
charge or assistant; prefer West 
Coast or Middle West; salary open; 
more details on request. Address 
“DP., 2209,” care J C-K. 








FOR May, 1955 


PACIFIC Coast manufacturer’s  repre- 
sentative, with established following of 
wholesalers, wants line of costume 
jewelry, men’s jewelry, neck chains. Ad- 
dress “F., 2232,” care J C-K. 


SALESMAN serving better stores wishes 
to represent manufacturer of fine 14K 
jewelry, for East, including New York 
City; best references. Address ‘“A., 
2321,” care J C-K. 


NEW ENGLAND: salesman experienced 
with following, desires additional estab- 
lished line; prefer small drawing ac- 
count; top coverage; highest trade ref- 
erences. Address “T., 2344,” care 
J C-K. 


MANUFACTURER’S representative, 
Ohio resident with large, loyal fol- 
lowing desires additional strong 
jewelry line for jewelry and depart- 
ment stores. Address “Y., 2347,°’ 
care J C-K. 





ADDITIONAL jewelry line wanted for 
complete coverage of Florida area; 
I will give you real results; will be 
in New York in June for personal 
interview. Address “C., 2097,” care 
J C-K. 

SUPERIOR diamond line sought; New 
York State; New England to Philadel- 


phia, Baltimore, Washington, Richmond, 
Norfolk, Newark to Harrisburg: highest 
9975 





reference. Address ‘‘W 275,” care 
sé C-K. 

MANUFACTURER'S representative, fol- 
lowing jewelers, department and gift 
stores desire major line. silverware, 
china or jewelry New York and _ sur- 


rounding territory. Address ‘“‘A., 2308,” 


eare J C-K. 





NEW ENGLAND; former Guild silver 
salesman experienced with thorough 
knowledge this territory, desires estab- 
lished sterling, plated hollowware and 
flatware line; intimate acquaintance all 
buyers. Address “V., 2345,” care J C-K. 





MANUFACTURER'S representatives, Chi- 
cago office with established following 
in Midwest, seeks costume jewelry, 
gent’s jewelry, watch bands, and com- 
pact lines; immediate reply; commis- 
~ only. Address “C., 2279,” care 





TIP-TOP jewelry salesman, 15 years’ ex- 
perience in the jewelry field, has a good 
following in the five Rocky Mountain 
States and will include California or 
West Coast, desires connections for out- 
standing or major lines with reliable 
firms or manufacturers. Address “N., 
2240,” care J C-K. 





TOP diamond jewelry retail salesman, 
qualified to take full charge of a high 
class cash, diamond retail shop or di- 
amond jewelry department; thoroughly 
experienced in trading, buying, estimate 
on fine special order work and apprais- 
als; A-1 window dresser and show card 
writer. Address “J., 2252,” care J C-K. 





A SEASONED salesman, with strong fol- 
lowing amongst catalog houses, premium 
jobbers, jobbers, chains and department 
stores, is open for a line which has 
large volume potential in Middle West; 
this line will be worked constantly and 
receive first class representation and 
display in permanent Chicago show- 
room; commission basis only. Address 
Circular 312, Room 1420 Heyworth 
Bldg., Chicago. 





RESIDENT Southern salesman, covering 
major cities in 12 States: Southeast and 
Southwest, with good following in fine 
jewelry stores, desires quality line, non- 
conflicting with fine sterling novelty line 
and small quality sterling hollowware 
line; interested only in a fine product 
accepted and producing ; commission and 


drawing account: complete references 
available. Address “L., 2292,” care 
J C-K 


Z Side Linss — 











SALESMAN wanted for Southern terri- 
tory; very fine line of 14K ladies’ and 
gent’s mountings. Samuel Abramson, 11 
John St., New York City. 





SALESMAN wanted by manufacturer of 
14K gold fancy ring mountings and pin 
mountings, for the Middle West; com- 
mission basis. Address “F., 2322,” care 
J C-K. 





IF interested in commission side line top 
quality Swedish decorative wall clocks, 
please state areas regularly travelled, 


when answering. Address “C., 2208 
eare J C-K. 





SIDE line salesman for jewelry boxes and 


displays; sell from few samples and 
photographs; liberal commission ; many 
territories open Address “D., 2311,” 
care J C-K. 





SALESLADY: large retail following, 
wishes gold filled line for lucrative 
Southern California territory; line must 
be of top value and unusual styling; 
commission basis: protected territory. 
Address “T., 2263,” care J C-K. 





CALIFORNIA; conscientious, reputable, 
well Known jewelry salesman wants 
outstanding item for representation in 
California and Arizona; intensive 
coverage. Address “V., 2274,” care 
J C-K. 





EXPERIENCED New England salesman 
with strong following wants additional 
established line of watches, stone rings, 
silverware, diamonds; highest refer- 
ences; top coverage. Address “W., 
2346,” care J C-K. 





COSTUME jewelry ; we are seeking sales- 
men for an unusual and non-competi- 
tive imported line; commission basis; 
choice territories still open. Address 
“H., 2330,” care J C-K. 





TWO salesmen with retail following to 
carry popular price line costume jewel- 
ry; Ohio, Michigan, Louisiana and 
Texas territories open. Address “H., 
2066,” care J C-K. 





SALESMAN, established following retail 
stores; quality watch band direct from 
manufacturer; give complete informa- 
tion; territory covered. Cromwell In- 
ternational, Inc., 800 Fifth Ave., Brook- 
lyn, N. Y¥ 





(Continued on page 202) 
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SIDE LINES—Continued 








SALESMAN, to carry outstanding line of 
imported Holland pewter ware; ample 
stock carried at all times; good repeat 
business; liberal commission. Address, 
Shuler Co., 2110 Woodland Ave., Cleve- 
land, Ohio. 





MANUFACTURER 14K _ gold. earrings 
wants salesmen to take popular priced 
line on commission basis; Midwest, New 
England, New Jersey, Pennsylvania; 
references required. Address “F., 2248,” 
care J C-K. 





SALESMAN, having following among bet- 
ter department, specialty and jewelry 
stores, to carry a fine manufacturer’s 


rhinestone and pearl line; territories 
New York, New Jersey and Pennsyl- 
vania. Address ‘‘R., 2261,” care J C-K. 





SALESMEN to represent manufacturer, 
well established line, to call on material 
houses, wholesale jobbers and costume 
jewelry ; all territories open except New 
England and New York City. Address 
“A., 2212,” care J C-K. 


_ 





WANTED an experienced salesman for 
the Middle West, to carry a well made 
and popular priced fancy ring mount- 
ing line; worthwhile commission; terri- 
tory now open. Address “A., 2190,” 
care J C-K. 





SALESMAN with well established follow- 
ing among better specialty and gift 
shops for competitively priced exclusive 
imported costume jewelry ; Michigan and 
surrounding territories; 15% commis- 
sion. Trudi’s Originals, 413 E. Jefferson, 
Detroit, Mich. 








LEADING mounting line for West Coast 
jobbers from established manufacturer, 
is offered to a hard working producing 
salesman; can have one or two other 
secondary lines: drawing against com- 
mission if desired. Address ‘“‘N., 2339,” 
eare J C-K. 





SALESMAN for established territory: 
New York City, New Jersey, Long Is- 
land, also West of Denver; all kinds of 
smokers articles, garnet jewelry, ex- 
clusive costume jewelry and other gift 
items, sterling, gold filled and 14K. Ad- 
dress “G.G. 2269,” care J C-K. 





SALESMEN wanted by Detroit manufac- 
turer to carry a side line of fine quality 
die struck mountings with a complete 
catalogue and some advertising helps; 
one man for Illinois, Wisconsin, Minne- 
sota, and Iowa: 15% commission on all 
rings. Address ‘‘R., 2242,” care J C-K. 





WEST COAST or Southern salesman, with 
one non-conflicting line to carry an ex- 
ceptional line of 14K gold charms, discs, 
earrings, cuff links, all original de- 
signs and proven sellers in the East, 
Midwest; for better stores; references. 
Address “K., 2290,” care J C-K. 





SALES representative wanted; established 
line of quality compacts, cigarette cases, 
metal novelties, promotional items, call- 
ing on department, jewelry stores, gift 
shops, ete.; non-conflicting side line ac- 
ceptable. Bluejay Corp., 505 Walnut St., 
Cincinnati, Ohio. 





SALESMAN wanted, for non-conflicting 
lines for Chicago and Middle West, to 
carry manufacturer’s complete line 
ladies’ fine 14K gold jewelry; earrings, 
bracelets, bracelet watches, pins, etc.; 
commission basis only. Address “C., 
2229,” care J C-K. 





WANTED side line salesmen with follow- 
ing among better jewelry stores to rep- 
resent manufacturer of gold-filied and 
sterling packaged costume jewelry ; New 
York, Southeastern and Southwestern 
territories open. Bert Marks Co., 131 
Washington, Providence, R. I. 











WANTED salesman, with ua following of 


better stores, to carry a_ side line; 
small but profitable, of a well known 
men’s stone ring line; sold direct manu- 
facturer to retailer; replies kept con- 
fidential. Address “C., 2195,” care 
J C-K. 





TOP manufacturer’s stone ring line di- 
rect to chain, credit and cash stores; 
styled and priced to pay big commissions 
year after year; West Coast, Southeast, 
Southwest, and Pennsylvania-Ohio open ; 
give all details in confidence. Address 
“M., 2338,” care J C-K. 





SALESMEN wanted, for Pacific West 
Coast and Mountain States territories, 
manufacturer of popular priced line sil- 
ver plated hollowware, is open for good 
representation, line well known; straight 
commission ; no objection to one or two 
eK lines. Address “B., 2207,” care J 





SALESMAN, with a non-conflicting line, 
to represent a manufacturing jeweler 
with wedding rings, mountings, diamond 
engagement rings, emblems, etc. ; strict- 
ly commission basis; a very fine and 
quick selling line; state territory and 
experience. Address “G., 2296,” care 
J C-K. 





SALESMEN, experienced, with retail fol- 
lowing as well as jobbers and depart- 
ment stores for South, Southwest, Far 
West, and New England, for promo- 
tional line of silver plated hollowware ; 
protected territories and established ac- 





counts available. Address “P., 2257,” 
care J C-K. 
SALESMAN wanted; manufacturer of 


popular priced line silver plated hollow- 
ware is open for good representation 
for New England States; State of Penn- 
sylvania and New York State (except 
Greater New York); straight commis- 
sion; no objection to one side line. Ad- 
dress ‘‘R., 2341,” care J C-K. 





SALESMAN; experienced, represent man- 
ufacturer religious jewelry, gold and 
silver, excellent side line; territory New 
England States, and New York State 
except New York City; car necessary: 
established accounts, commission basis; 
references. Address ‘‘W., 1871,” care 





SALESMAN wanted for New England 


territory; quality line of empty 
silverware chests for department 


store, and retail and wholesale jew- 
elry trade on _ straight commission 
basis. The Pilliod Cabinet Co., 


Swanton, Ohio. 





15% commission, selling quality well 
known leather watch strap line to 
jewelry and department stores in 
Midwest, South, Southwest and Chi- 
cago Area; small, compact line; ex- 
cellent opportunity for alert sales- 





men. Address “L., 2153,” care 
J C-K. 
MANUFACTURER, established 34 


years, requires representatives now 
servicing better retailers and chains, 
to carry sterling marecasite line at 
top commission; all territories, ex- 
cept East Coast now open; state 
present lines and area covered in 
reply. Address “K., 2237,” care 
J C-K. ; 











Se aa 
Help Wante 

a 

WANTED; A-1 jeweler, who can 











and set stones. Address “Vv Fepair 
J C-K. S "V+ 1461,” care 
a a 


JEWELER, who can also do setting ; 39 








per hour to start. Address “vy, 2294» 
care J C-K. a 
ee 

WANTED, two A-1 watchmakers: pe 
centage basis only. Address “'T., ‘14¢9™ 
care J C-K. ; : 
aici: 

WATCH material clerk, experienced Sales 
ability, references. Uptown Materia] 


House, 60 W. 47th St, New York City 





rr 

JEWELER; first class diamond setter 

and special order manufacturer; goog 

pay; all retail work. Riesinger's, 41) 
Orpheum Bldg., Tulsa 3, Okla. 





JEWELERS, model makers, production 
and repair men; good pay. Apply, Allj- 





son-Kaufman Cc., 424 S. Broadway 
Los Angeles 138, Calif. . 
WANTED; watchmaker, A-1; railroad 


inspectors; $85 per week; at least five 
years’ experience. Address “P., 2241,” 
care J C-K. 








JEWELER, with ability to produce the 
better jewelry, such as rings, etc. and 
also capable of taking charge. Address 
“B., 2293,” care J C-K. 





Young lady, must have some knowl- 
edge of handling loose diamonds; 
write full particulars, ete. Address 


“C., 2354,” care J C-K. 





REPAIR jeweler, for all types of jewelry 
and silverware; young man _ desired, 
but not necessary; can give further 
training. Riesinger’s, 411 Orpheum Bldg., 
Tulsa, Okla. 





WANTED; lady assistant manager, in 
gift and art department, including flat 
silverware: permanent position; write 
all particulars. Phillip’s Brothers, Inc., 


Lynchburg, Va. 





SALESMAN, experienced, aggressive man 
for retail cash-credit store; good op- 
portunity ; permanent; state salary and 
previous experience. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 





WANTED; combination watchmaker- 
engraver; one who has had 15 years 
experience, or more; good pay and 
permanent position. Phillip’s Broth- 
ers, Inc., Lynchburg, Va. 





EXPERT watchmaker; permanent posi- 
tion in high grade jewelry store, good 
working conditions; state age, experi- 
ence and salary expected in first letter. 
Bolender’s, 330 W. Sta't« St., Rockford, 
Til. 





DIAMOND buyer and assorter wanted: 
must be alert and aggressive; excellent 
opportunity with growing concern ; state 
experience ; all information kept strictly 





confidential. Address “B., 2278,” care 
J C-K. 
OPPORTUNITY for young, aggressive 


salesman with some knowledge of win- 
dow trimming, for credit jeweler in 
Southern Ohio; give age and experience: 
confidential. Address “T., 2305,” care 
J C-K. 
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aid HELP WANTED ential SALESMAN, with established connec- EXCEPTIONAL opportunity; diamond 
Cc | tions to jobbers, chain stores and | ring house, well known to the retail 
an o—_ see jewelry stores for West Coast and | trade, has an opening for a sales- 
MANUFACTURING jeweler expanding de- South, wanted by large importing: | man with established following in 
N repaj sires a mechanic with ability of creat- and f “: fi ] he ind . . . 7 
31," pale sug new designs and taking charge: fine | manufacturing rm; _ loose | the in ustrial Midwest territory; we 
' opportunity for a capable man; give full | stones; excellent chances; write full have established trade for many 
eect ereecien or letter. Address “C., particulars. Address “G., 2315,” | years in the territory yielding to 
—* Phos: recent care J C-K. | — date $15,000 to $20,000 per annum 
» 2294» WATCHMAKER, experienced; five day income; liberal commissions and 
week ; idea) working conditions in WATC liberal drawing against commissions 
Northern Ohio city; permanent job; *H and clock salesme i be i “ 
wide: “ate age, experience, salary expected. “ k s _ n, ee to the right man. Address “S., 
S: De in first letter. Address “R., 2165,” care lowing among retailers, wante by 2342,” care J C-K. 
i L460" J C-K. importers of low priced, fine, 17 : 
Pees —— - —— jewel, Swiss watch line and imported Sate wane - i aaiidiial 
ARE you estward bound; a position as . . sa manager wanted ; one of outs - 
— jewelry salesman or store manager (de- vm (400 day, cuckoo, desk, ing ring manufacturing houses in the 
2d, sales pending on your sales ability and per- alarm, and musical) for New York country would like to interview prospec- 
Materia} sonality) awaits you in California. See State, the Middle West, Texas, etc. tive sales managers; moderate salary 
rk City Mr. Baker at Rogers Jewelry Co., cor- Address “S.. 2262.” JC-K and profit sharing plan to qualified in- 
’ ner Main & Sutter, Stockton, Calif. ie ee dividual; please give history, past earn- 
Se ee Poa = ings and expected compensation, with 
aeons PATTING is ese ; , other personal qualifications; there is 
YOUNG lady, experienced handling order P P ‘ : > “a ; 
| Setter department complete stock records, man- SALESMAN to represent Preisner Sil- pr a Pn st — on this a 
Pr: good ufacturer of diamond rings; knowledge ver Company sterling, and Art Silver ion, so if employed you will have ample 
r’s, 41] of bookkeeping, capable of assuming re- Company lated Solin ; per to gag om ge ave preg 
sponsibility ; give full details. Address . — P . Ck oyer. Address i . oe 
“G., 2329,” care J C-K, Texas, Oklahoma, Arkansas, New -K. 
a — —_—_—_— Mexico and Kansas; no objection to ——_——_——— 
ae SALESMAN; excellent opportunity for non-conflicting side line; reply to SALESMEN to represent nationally fa- 
adway, an experienced diamond ring sales- Preisner Silver Company, P. O. Box mous importers; all territories open: 
man with a retail following; all 398, Wallingford, Connecticut; all Cee SOS ee ee ee 
. ae ld i . Boe tabi fid ial own and neighboring States, to carry 
sta inquiries held in strictest confi- replies held confidential. lines of internationally famous clocks, 
: dence. Untermeyer Robbins & Co., —_ unusual imported barometers and im- 
ber gh 136 W. 52nd St., New York SALESMAN f f ld 2 os cous Meg. 
' ve —_——__—_ aseeee N . ; manutacturer o go : ss a ps : . 
2241." ? e i will visit you in your city to interview 
JEWELERS, for ring sizing and repair and gold filled jewelry celebrating you at your convenience; excellent op- 
ork , - its 50th anniversary has established portunity for experienced, aggressive 
ee work on prongs and bezels; able to : ' ; 4 dace 4 i 
. pane territory available: excellent op- men who have a following; all replies 
” do stone setting; steady year around oe a ae P held in strictest confidence. Address “T., 
S oe job, 40 hour week; $2 hour; refer- portunity for high calibre man call- 2246,” care J C-K. 
\ ddress ences. Reply, Post Office Box 105, ing on better retail jewelers and de- —— 
Huntington, W. Va. partment stores in Kansas, Missouri, JEWELRY salesmen, retail following; 
a —- —_—_—___—— Iowa; all replies confidential. A & Z ‘looking for a very compact, money- 
EXPERIENCED woman wanted as man- Chain Co., 116 Chestnut St., Provi- making side line; sell dynamic Vari- 
knowl. ager of lovely gift and china depart- dence, R. I. Gem gold stone rings; only ring where 
onde: ment in the South: would have to be 2 retail jeweler himself can interchange 
8; capable of buying and merchandising ; _ - and reset birthstones in his own store 
ddress write in confidence; give complete per- : ; i in 60 seconds; following States are 
sonal and business history. Address “G., SALESMAN, to succeed representative open: Missouri, Illinois, Indiana, Mich- 
2218,” care J C-K. who must retire because of health, igan, North and South Carolina, Vir- 
———?_ 2 a A e ginia, West Virginia, Western Pennsyl- 
ewelry ESTABLISHED South Carolina _ retail for States of Illinois, Wisconsin, vania, New Jersey, New York State 
esired, credit jeweler has immediate opening Missouri, —"s a ete.; and New England area: excellent com- 
urther for high type, aggressive manager who representation by present salesman one See “ a 
Bldg. is willing to make small investment and 35 vears: pai known ring ence; confidential. D. Pfeffer Co., 106 
; become part owner; must be capable of hs ¢ By Py : Fulton St., New York City. 
taking complete charge of operation. house; rings exclusively, diamonds 
Address “R.,"" 2221,” care J C-K. and colored stones; reply in con- 
er, in et ened SEG ; fidence. Address “J., 2317,” care SALESMEN: old established Ohio 
ig flat WANTED, watchmaker, who can do plain JC-K chain of jewelry stores has opening 
write engraving and light jewelry repairing, - f h " * d 
Ine, age 25 to 45: small, high grade store = = or three young, experienced an 
Fayetteville, North Carolina. Send ref- y live wire retail credit jewelry sales- 
erences and full information to, Leo F. JEWELRY buyer; well established top men, age 25 to 45; good personality 
ee enebry, 209 S. Jeffers St., ¢ < s he , = * eye ° 
— arson St., Noanowe, flight credit jewelry chain in Middle and ability are essential; perhaps 
Ayr — == West has opening for jewelry buyer; | you are now employed where you 
y an WANTED, salesman by leading ring must have at least 10 years a | are limited in the way of earnings 
428 manufacturer; draw and expenses rene and be capable of merchandis- and advancement; we offer you a 
¥. with lucrative territory that can be — chain intelligently; age 30 to wonderful opportunity to increase 
— built up; send complete details, a highest salary and conarant your earnings and where ability is 
ia business experience, references and on able; state history last 10 years recognized by good promotions and 
picture. Address “A, 2217,” care a? ee held and earnings; pension; your answer giving full de- 
poe J CK. — —_ — — tails will be held in strict confidence. 
pa SS — Address * > care aK. Address “B., 2060,” care J C-K 
| ss ey 4 = 
roth. SALESMEN wanted, calling on retail ee 
stores South and Southwest; largest OLD, reliable and progressive wholesale 
line of fine scarab jewelry; 14K and jewelry ey Fines ae firm — ae 
‘i ’ i am experienced jewelry salesman with es- 
pose sold filled; trade marked, adver tablished accounts among better retail For Sale 
cperi- tised and well known; competitively jewelers in Indiana and Illinois terri- s Suidis cnt Seen 
pe priced; drawing account. Address tory; this is an opportunity to make a piirentabpibnaanenehi: wa 
ord _*S 2303," care TOK. permanent sunett, Neg ate ee | | 
ae manATs did income with congenial working con- FOR SALE; jewelry store and gift shop 
_— SALESMAN wanted with a following in ditions; replies will be confidential : in Iowa: want to retire. Address “V., 
the Southern and Southeastern States please give details in first letter. Ad- 2265,” care J C-K. 
nted: to represent a well established manu- dress “L., 2254,” care J C-K. 
Jlent facturer of fine jewelry, platinum and 7 
state gold diamond ring mounting and wed- FS a et one eee NORTH Central Wisconsin jewelry store 
rictly ding rings: will not object to a non-con- SALESMAN wanted; only those with in 100% location: repairs will pay it in 
care ficting line. Address “R., 2009," care thorough knowledge of sterling, and one year. Address “P., 2260,” care J C-K. 
me, C-K. acquainted with better jewelers and de- we 
—. a4 5 partment stores, outstanding, heavy, 
SALESMAN, with retail following better popular priced, unweighted sterling hol- WATCH repair, jewelry shop, Eastern 
ssive stores in New England or Southeastern lowware line that enjoys unusual ac- Ohio: grossed $15,000 1954; inventory 
cay States, with non-conflicting line, to rep- ceptance in the East but never offered and fixtures, $6,000; living quarters ad- 





we resent firm well established in other ter- in Midwest, West or South; write giving | joining ; low rents; illness. Address “C., 





r in : ; 4 : ; 4 . A 

ae ritories; well made 10 and 14K synthetic full experience and references: all cor- | 2310,” care J C-K. 

care and genuine stone set rings: one case respondence confidential. J. C. Board- Ps 
only ; straight commission. Address “A., man & Co., 405 Chapel St., New Haven, ees 


2362,” care J C-K. Conn. (Continued on page 204) 
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(Continued from page 203) 
FOR SALE—Continued 











SMALL jewelry store in New Jersey, com- 
muting distance to New York City, in- 
ventory $4,000; town 20,000; six years 
old; must be watchmaker. Address “‘B., 
2309,” care J C-K. 





LONG ISLAND’S oldest cash and credit 
store; volume $100,000; top lines, low 
inventory; two-man _ operation; top 
moneymaker; forced to sell. Address 
“N. Y., 2225,” care J C-K. 





JEWELRY and optical business, estab- 
lished 30 years near New York City; 
$12,500 required ; proprietor owns build- 
ing and will give favorable lease. Ad- 
dress “H., 2352,” care J C-K. 





AIR conditioned modern jewelry store, 
cash-credit ; well established, best shop- 
ping section Jersey City ; plenty repairs: 
good lease; $6,000; available with or 
without inventory, accounts. Address 
“Y., 2271,” care J C-K. 





JEWELRY and gift store in Kansas City, 
Kansas, established over 50 years; in- 
ventory $14,000, fixtures $3,500, clean 
stock; own building, lately remodeled, 
lease to suit; owner retiring. Address 
“J., 2236,” care J C-K. 





JEWELRY store, West Pennsylvania; 
only jeweler; population 4,000; best lo- 
cation, low rent; all lines, good repair, 
very clean stock ; everything goes; other 
interests, $8,000 cash. Address ‘“S., 
2245,” care J C-K. 








FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling. im- 
paired health; city of about 40,000, in 
Ohio. Address ‘J., 2436,” care J C-K. 





FOR SALE; well established jewelry and 
gift store; quality stock, attractive fix- 
tures, fine repair department; one of the 
best locations in rapidly growing Colo- 
rado Springs; owner wishes to retire. 
Address “N., 1603,” care J C-K. 





MODERN jewelry store, ideal year around 
resort area, Mississippi Gulf Coast; 
with ultra modern gift department, cash 
and credit; 100% location; nationally 
advertised lines. Address “R., 1983,” 
care J C-K. 





100% business location, established jew- 
elry store; $35,000 to $50,000 yearly 
volume; A-1 reputation: air condi- 
tioned; Southern Pennsylvania; long 
lease ; reasonable rent; nationally adver- 
tised lines. Address ‘“K., 2253,’ care 





JEWELRY store, good location in pro- 
gressive Southern town of over 20,000; 
inventory $14,000, accounts receivable 
$4,000; exclusive International sterling 
franchise, also Reed & Barton and other 
lines; ample space, low rental; $12,900 
cash takes all; must sell due to other 
interests. Address “G., 2233,” care J C-K. 





MODERN, exceptionally beautiful, air- 
conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
eation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock ; $10,000 without stock ; 
will consider trade with A-1 store in 
Arizona. Address “G., 951,” care J C-K. 





RARE opportunity; first class jewelry 
store with major lines in jewelry, 
watches, diamonds, sterling, china, 
etc.; best location, modern Midwest 
eity of 15,000. For further infor- 
mation, Address “L., 2238,” care 
J C-K. 





JEWELRY, clothing and appliance store; 
established 18 years, completely modern 
and air-conditioned building; 100% lo- 
cation in town situated in tremendous 
growth area in Eastern U. S.; annual 
volume $170,000 always shown profit: 
all nationally advertised lines; will sell 
or lease building. Address “P., 2300,” 
care J C-K. 











JEWELRY store, completely renovated 
1953, modern blond fixtures; estab- 
lished eight years in rapidly grow- 
ing town, Southern Massachusetts; 
clean stock, gross $32,000 1954; ex- 
cellent opportunity for watchmaker; 
price $12,500, inventory and fix- 
borg Address “W., 2307,” care 





JEWELRY factory and store, long estab- 
lished, large clientele including building, 
owner retiring; wholesale and retail, 
men’s, ladies’, costume, fraternal and 
scholastic jewelry, badges and emblems: 
tools, dies, machinery and equipment; 
low taxes; inspection welcomed; asking 
$70,000 for entire parcel. Write, Petral- 
lia-Schuman, Inc., 1221, Springfield Ave., 
Irvington 11, N. J. 





WHOLESALE jewelry firm for sale; 
due to ill health will sell outright 
or will sell part interest to execu- 
live able to take over management 
of business; extraordinary oppor- 
tunity; established 35 years in 
South’s fastest growing city with 
over one million population; most 
modern showroom and offices, air- 
conditioned; ideal for wholesale, 
retail discount operation; long lease, 
lowest rent and good downtown lo- 
eation; will sell with or without 
stock; also for sale, trade shop, fully 
equipped for general trade work, 
special order manufacturing and 
wax casting; no reasonable offer 
refused. Address “R., 2361,” care 
J C-K. 








“| For Sale 


sieniened leita ae 
Tools. Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 


GENUINE 
Cases ; 
Write, 
Albany, 





walnut wall cases and floor 

excellent condition: bargain. 
Naughter, Jeweler, 67 State St., 
N.Y. 


JEWELERS’ drop hammers for sale, also 
jewelry safes with jewelers’ drawers. 
Mike Krasilovsky, 426 Lafayette Ave., 
3rooklyn 38, N. Y. Sterling 3-7712. 





JEWELERS’ safes, exact size to fit a 
Holmes cabinet, $190 each; guaranteed 
in perfect condition. Mike Krasilovsky, 
426 Lafayette Ave., Brooklyn 38, N. Y. 
Sterling 3-7712. 


FOR SALE; W. W. lathe, motor, rheostat, 
chucks, face plate, many small tools, 
$100; almost new K. D. Inverto Jr., 120 
punch staking tool, $45; one lathe slide 
rest, $40; selling account of death. Fred 
Hurst, 115 S. Canal, Carlsbad, N. M. 


TOOLS, equipment, complete new plat- 


ing plant, gold, silver, nickel, copper, 
hundreds buffs, scratch brushes, sup- 
plies, three new Green rectifiers, buff- 
ers, vats, $3,000; write details. Moses 


George Jewelry, Thibodaux, La. 





a 





Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 








See page 185, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., How. 
well, Mich. 





ANTHONY J. Gregory, Auctioneer, 
6748 No. Ashland, Br. 4-7303, Chi- 
cago, Ill. 26. 





JEWELRY store established 10 years in 
heart of St. Petersburg, Florida, for 
rent; excellent year around business; 
no alterations needed. Sutton, 350 1st 
Ave., N. 





EXECUTIVE, former retail chain owner 
in costume and fine jewelry, seeks prop- 





osition in established business with 
moderate investment. Address “P,, 
2358,”’ care J C-K. 

RAISE cash immediately through a 
dignified auction sale. Colmes & 
Brill, auctioneers and appraisers, 
15 W. 47th St., New York; see 


our display ad page 183. 





PARTNER, active or inactive, with $20,- 
000 for established wholesale and re- 
tail business in Hawaii; mostly Armed 
Forces accounts; capital needed for 
stock; terrific merchandise outlet. Ad- 
dress “G., 2219,” care J C-K. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
band and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 





SAMUEL GANSBURG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


AUCTION sale wanted in Summer resort; 
if you operate an established jewelry 
store in a Summer resort town, we can 
reduce unwanted stock, gain new cus- 
tomers and make substantial profits for 
you by conducting an ethical auction 
sale; if you prefer, we will buy your 
store complete; we can offer highest 
references; we have done it before and 
we can do it again. Alvin Freemount, 
Auctioneer & Appraiser, 1007 E. Las 
Olas Blvd., Fort Lauderdale, Fla. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Wilson Sales 


System, 420 Madison Ave., New 
York, Telephone Plaza _ 8-2110- 
PAG 
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AFFILIATED auctioneers, 30 years’ 


experience conducting successful 
auctions and promotional sales in 
area from 1000 to 7,000,000 popu- 
lation; most modern methods of ad- 
yvertising drawn up to suit your in- 
dividual operation; exploitation 
ideas that create buyers interest; we 
furnish everything; yes, even 
money; best of trade references. Af- 
filiated Auctioneers, 217-02 Jamaica 
Ave., Jamaica, N. Y. 








1 AM ready to pay you cash, dollar 


for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; | will take 
stock over as a going, going-out- 
of-business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
31 W. 47th St., Suite 901, New 
York, N. Y. 





DO you need cash? Examine our 


guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693; 
See page 105 for additional details. 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 


ers’ _ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





CASH for watches, movements, solid gold 


cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





STERLING silver flatwear and standard 


brand watches; immediate payment or 
estimate by return mail; references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 908 
Langford Bldg., Miami, Fla. 





PAWNSHOP wanted; established, prefer 


South; kindly state inventory, sales, 
pledges, interest rates, all pertinent 
data; strictly confidential; (might con- 
sider partnership). Address “P., 2340,” 
care J C-K. 











WATCHES and diamonds wanted; any 


quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 


$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. 





WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 








| CASH in; send us your watch move- 


| ments, watches, diamonds, old spec- 
| tacle frames; gold filled scrap, sil- 
| ver, gold and any other precious 
| metals and jewels for highest 
prices; we send you a check at once 
| and hold shipment intact for your 
| approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 108 
| Beale Ave., Memphis, Tenn. 








| Watch Work, etc., for 
| the Trade 








| ONE week’s service; one year guaranty; 

expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
| Lowey, 48 W. 48th St., New York 36, 
Ny YY. 





| FINE watch repairing for the trade since 
1925; prompt mail service; work guar- 
| anteed. Manhattan Watch Repair Co., 
21 Maiden Lane, New York, N. Y. 





LONG ISLAND watchmaker wants piece 
work; $2.40, no extras; will pick up and 
deliver weekly. Howard Simon, Huron 
St., Lake Ronkonkoma, N. Y. 





WATCH repairs, satisfaction, service, sav- 
ings, Watchmaster service; price list 
supplied on request. G. S. Watch Re- 
pair. 918% Main St., Mt. Vernon, Ill. 





WISCONSIN licensed watchmaker; 17 
years’ experience on all types of 
watches; Paulson timing; one week’s 
service; reasonable prices. Raymond 
Reedy, P. O. Box 628, Rhinelander, Wis. 





SPECIALIZING in repairing chronographs 
and all types of watches; all watches 
timed by the Watchmaster; guaranteed 
service. I. Altay, 22 W. 48th St., New 
York 36, N. Y. 





BOSTON, Mass.; expert and guaranteed 

watch repairing; Watchmaster tested; 

| prompt service; prices on request; mail 

| orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





PROMPT watch repair service; satis- 
faction fully guaranteed; prices sub- 
mitted upon request; mail orders in- 
vited. A. Ressler, 6028 North Camac 
St., Philadelphia 41, Pa. 





CHRONOGRAPHS cleaned, $6.50, postage 
prepaid; competitive prices on all re- 
pairs on request; Watchmaster timed; 
week service; year guarantee. Time 
— 35 S. 13th St., Philadelphia 
%, Fa. 





QUALITY watch repairing has been 
our specialty for many years; rated 
concerns find our service most 
satisfactory; we welcome your in- 
quiries. Oscar Aron, 62 W. 47th St., 
New York 36, N. Y. 








MODERN watch repair service; humidity 
controlled, dust free shop; staff of 
highly qualified experienced repairmen : 
work electronically timed and adjusted ; 
automatic and chronograph watches our 
specialty; waterproof watches sealed 
in condensation free air; 5-day service ; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Lenona Ave., 
Chicago 30, Ill. 








To Let 





NICE office, 46th Street, 2 West; two 
rooms, approximately 240 square feet, 
four large windows, north light, air 
conditioning ; excellent for diamond or 
similar line. Address “H., 2316,” care 


Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station. Detroit 23, Mich. 





LAPRITE polishers, 93 Nassau _ St., 
New York City 38; our reputation 
for dependability and quality is 
well known in production polishing 
of gold and platinum rings; special 
attention to mail orders. 





TWENTY-SEVEN years’ experience in 
dependable, consistently superior 
personalized engraving service for 
the trade; well meet your dead 
lines if humanly possible. Karl Al- 
brecht, 1411 Walnut St., Philadel- 
phia 2, Pa. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 


LAPIS ELL A I EA ROR IE AR ANE: EH 





Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 
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News of Personnel 








Peter X. Finnerty has been appointed 
sales representative for the Elgin National 
Watch Co. in the metropolitan New York 


area. 









P. X. FINNERTY 
Elgin 


C. J. IRWIN 
Seth Thomas Clocks 

Charles J. Irwin has been appointed 
sales representative in the mid-western 
states territory for Seth Clocks, 
Thomaston, Conn. 


Thomas 






i 


E. P. CHANDLER 
1. Smalilman & Sons 
The appointment of A. C. Hirsch as sales 
manager for the Silver by Sacks line in the 
metropolitan New York, New Jersey and 
Pennsylvania area has been announced by 


H. Sacks and Sons, Brookline, Mass. 
Edmond P. Chandler has _ been ap- 


pointed national sales manager of I. Small- 
man and Sons Co., Paterson, N. J., manu- 
facturer of “Craftsman” billfolds. 





. ie + 
A. C. HIRSCH 
H. Sacks & Sons 









ty 





M. MORRISSEY 


Parker Pen 


Parker Pen Co. has announced the ap- 
pointment of Mark M. Morrissey as con- 
sultant to the sales management. 


George B. Wright will succeed Mor- 
rissey as divisional sales manager. He will 
direct operations in the firm’s newly-con- 
solidated central states division. 
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Allen B. Gellman, president of Elgin 
American, announces the appointments of 
Sidney Ott as eastern district sales man- 
ager of the wholesale division, and Henry 
Harrison as sales representative responsible 
for the New York department store opera- 
tion. 








SIDNEY OTT 
Elgin American 


H. HARRISON 
Elgin American 






ee 
EARL SMITH 
Briggs, Bates & Bacon 


Cc. W. RILEY 
Briggs, Bates & Bacon 
Fred W. Birch, president of Briggs, Bates 
| & Bacon Co:, Attleboro, Mass., manufacturer 
of gold filled jewelry, announces the ap- 
pointments of Chester W. Riley as vice 
| president and director, and Earl S. Smith 
| as sales manager. 





| CHARLES SELON R. 
| Ed Cain 


Vv. AMIGH 
R. F. Simmons 


Ed Cain and Co., 29 East Madison St., 
Chicago, diamond importers, manufacturers 
and distributors of “Tru-Blu” diamond 
| rings, announces the appointment of Charles 
Selon to its sales staff. Mr. Selon was pre- 
viously associated with Ben Goldberg and 
Co. 

Harold E. Sweet, president of the R. F. 
Simmons Co., Attleboro, Mass., announces 
the appointment of Robert V. Amigh as 
sales representative in the western territory. 





SUC Publishes Watch Crystal 
Cross-Reference Booklet 


Standard Unbreakable Watch Crystals 
Inc., 123 East 144th St., New York, has 
published a 32-page cross-reference booklet 
of watch crystals for the convenience of the 
trade, 

The booklet, shown in the photo, js 334” 








wide by 9” high and contains more than 2000 
listings, with appropriate cross references, 


of its SUC crystals. The listings include 
complete and up-to-date cross references of 
SUC, B. B., American Perfit and G. §, 
| crystal numbers. 

The booklet may be obtained by writing 
| to the firm. 


|Dason-Lock Ring Offers 
Free Diamond Earrings 


Davidson and Sons Jewelry Co., Ine., 20 
West 47th St., New York, is offering free 


Dosortack 


MHTEMAS CHING SMEs 





diamond earrings with the purchase of a 
| pair of its “Dason-Lock” engagement and 
wedding rings. 
| The photo shows the display unit being 
It is 
available free of charge, along with two 
other dealer aids: 1000 mailers and a news- 
paper ad mat. 


used for the free earring campaign. 





John F. Smyth has been appointed sales 
representative in Pennsylvania and Ohio for 
F. O. Merz and Co., Philadelphia, manu- 
facturer and importer of distinctive gifts 
| and novelties. 





THE JEWELERS’ CIRCULAR-KEYSTONE 














mitttttwwo eee 


a a ee ce a a 


Crystals, 
rk, has 
booklet 
eC of the 


is 334” 





in 2000 
rences, 
nclude 
ces of 
G:. 7S; 


vriting 


c., 20 
: free 





of a 
and 


yeing 
It is 

two 
\eWS- 


sales 
. for 
anu- 
rifts 











INDEX TO ADVERTISEMENTS 


A 
id, MAVINONG xcs cc wscccesece 83 
Abranwatch Cre OG. boi 6k Ke cases 171 
Airborne Medallion OWS te craven er bee : 115 
‘Alice Jewelry Co. ..... ete cee eeee 106, 107 
American Jewelry Chain ............ 37 
‘american National Retail Jewelers 
Serer rer 95 
American Time Products, Inc. ...... 189 
Amity Leather Products Co. ......... 32 
Antin’s ...---- See 178 
Apex Accessories, Inc. ............... 16 
Arch Crown Tag, Inc. ............4. 115 
Aristo Import Co. ...........sssseeee 171 
Apion Trophy Co. ......seccsercccvee 115 
Aembrust Chain Co. .....2.6.ccecsees 37 
MeMstGID, WOAIKOE So css c se cece es 175 
Atlas Chain Co. .........cescecees sees 87 
Automatic Chain Co. ..........-. 37, 46, 79 
B 
Malo Ge OOrg Nee aso nines + civics. ciaeelacins 7 
Yaroe, B. Ass & CO., INC. 6. occ ccees 22 
warrows, Fs B., CO., IMC... oc c6 0. cccces 79 
Baumgold Brothers, Inc. ............ 77 
Beattie Jet Products, Inc. ........6.. 153 
Becker-Heckman Co. ................ 180 
Birmingham Silver Inc. .......6cccee 151 
Borgfeldt, Geo., Corporation ........ 149 
Hosea, SeUnG, G& CO., IMG: oo. ccciccees 113 
Rotkin, Samuel J., & Co. ...cccccice 35 
Bowman Technical School ........... 156 
Wragey URIVGISIY 6 ooctccccccecees 181 
PIVAUNAIGIE, EEPREEY oo. sco 6. o:00o 15:5 uo diel ecedee-or 171 
Brett, Helen, Trade Shows, Ine. ..... 148 
Bridal Nite Co. ENC. oo cccccccsvcces 18 
Wiigael, CHG@e. Dy, BG... cccveccvceces 124 
Bristol Seamless Ring Co. ........... 9 
Brodegaard, R. F., & Co., Inc. ....... 186 
ea SEO 5 Sage ons eodnn en Austen Lig 
Cc 
IOC EROS as ois odo a cs Sohwelmes 3 
Castleton China, Iné. ...sc.ccccccess 142 
Certified Metals Co. ................. 108 
CHOI CRACG CG. ccciccccosccdccewaes 7 
Comm Crate COP. 66 sc cck cs ccccenscs 110 
Cheever, Tweedy & Co., Inc. ......... 79 
Chesterfield Jewelers, Inc. ........... 167 
CHYYSIOR COPD. <ccccccicc cccvcvevesces 53 
CIRCA OO aay tine gweld's! ax cadena nces 101 
Coenier, Henry, Cox, INC. 6 cess os cccces 181 
College Seal & Crest Co. ........0000. 116 
Colmes & Brill, FNC: ccc ocecsccoscesnve 183 
Concord ‘Me: COrp. 2... c ccc wccccece 37 
Cooper, Jos. B., & Sons, Inc. ......... 15 
Cooper’s Watch Repair Co. ......... 180 
Copeland & Thompson, Ine. ......... 135 
Courtney, John J., & Co. ......... tena 
Croton Watch Co., Inc. ............ 10, 11 
Crysler Wateh. COs. ice< cece ccccccve 175 
Crystal Glass Tube & Cylinder Co. 179 
D 
BEV 10 3S Fa 2) oe ee a 173 
DeBeers Consolidated Mines, Ltd. 74, 75 
Dennison Manufacturing Co. ........ 49 
Designs Technique ................... 112 
E 
BGROP WANS Ge OO: fo.ooce « a os cecerccoucnee 182 
Elgin National Watch Co. ........... 14 
Enicar Wateh: Corps ric. oc cec bec ccucs 10% 
Eureka RS CRE a. og oc rae ak 171, 184 
PABCGIE NEG OOS. cats ccurers wows Ween ou coe. 7 
F 
Fantasy CLARE CC) Caer eae ete ere 171 
Wausséett, Phomas F: .<.cciscceecccocs 185 
Peature Ring Co. .......6+secccsaees 20, 21 


Hedoral Chain: C6... s.s..os«iaceedcces 37 


Felsenfeld, NISL WS = ea e'vrde ve eraldacern 171 
WIBHOE We Me GU OOS. 6c ck kon ockecns 114 
Flex-Let COFPPOTATION 2... ccc ccccecccs 112 
Flintridge China Co. ................. 146 
Flints, TIGR Rotate ere Cat dake Mutaran rere Mera 176 
LLC TSG) (7: 1 oa ea GaP 168 
Fondeville & Co., Inc. ..........cc00e 186 
Forstner Chain Corp. ............... 19 
Foster Metal Products, Inc. ........ 24, 25 
POCO AEMEUWEID 52 05 loract ok sad oleate 17 


FoR May, 1955 








G 
General Electric Co., Clock & Timer 
Dept., Small Appliance Div. ........ 48 
GOrwe WOW: Cok occ cicccncecsccwcwns 182 
eemeoe, ©. OO a bie cei sincance 102 
Gilbert, Wm. L., Clock Corp. ........ 51 
Gold Filled Manufacturers Asso., Inc. 4 
Goldman, Maurice & Son ........... 176 
Goldenstein, Joachim ................ 122 
Goodman and Co., Ime. .......c6scsce 36 
Goodman, Julius, & Son ............. 178 
COE BROS. See nic icais ea cdannascwrwehs 33 
GOUMIBSII WES) oaeice Seek ese sennan e's 173 
CONE MON DROS ccc ness was cas aeeeea cane 181 
Greenwold, Harry, Wallenstein-Mayer 
BANGS anime need ene cals a ae a eae oe 182 
Griem Watell CG... cncccccciciwesscans 17 
H 
Li Se "ENS 31 Se ee 180 
Hamilton Watel Co. .........ccccccce 3 
Harman, Martin J... .ccccccccssvce’ 171 
PRU COO. adiancs wandeuesvesc wee 186 
Hayward, Walter E., Co., Inc. ....... 26 
EIGUVIOOIN CIOCH. Sic cce neds cveceevece 111 
Heyman, Oscar, & Bros. .....c neces ccc 96 
Holmes & Edwards ...Inside Front Cover 
Fioustom, Gearge Co cnc ccccccescccencs 184 
| 
Imperial Pearl Syndicate, Inc. ....... 87 
Incabloc Corporation ......... 0.6... 8 
ROrep eats, CRMC 6 oie oisin oie ek bs os ns Moe were 178 
Integrity Diamond Rings ............ 174 
International Nickel Co. ............. 47 
International Silver Co., Inside Front 
& Inside Back Covers 
rons & Russell Co. ..ccccccccacccccs 79 
J 
SACOM, Dies CIN COs ici > andieeadianees 182 
Jacoby-Bender, Inc. ............ 13, 23, 41 
Jewelers Buyers Guide ..........cccee 157 


Jewelers’ Circular-Keystone, 
149, 156, 159, 174 
17 


Jewelry and Cutlery Novelty Co. .... + 
J.M.S. Jewelry Mie. Co. «2.666205 149, 156 
K 
Ween, Fi: Gye Os os hei eddies 85 
Karlan & Bleicher, Inc. .............. 5 
Kastenhuber & Lehrfeld, Inc. ........ 150 
Keepsake Diamond Rings .......... 90, 91 
ACES IE OS 5 | Ce gr nae eee 143 
PE EIROE Oe OC yt cae Saws calowntouas 176 


Kingsley Stamping Machine Co. ...... 149 


Ns Bh as ay aoe oo nk hoe ro wwe ne ae 149 
Keine Phote Comm «20. ccc ccccsccccces 187 
1 SO at 2 Re eee Pere eS 122 
Kreisler, Jacques, Mfg. Corp. ....... 31 
Kunzmann Chain Co. Nigetas wae 37 
Kupper, Ferman C., Ine. ......ccccc- 146 
Kushner & Pines, Inc. ....-....cccess 27 
L. 
177s Cl gel «Bell 4 2) a 141 
Lefton, Geo. Zolton, Imports ........ 139 
Levine, William, Co. ... 02... c.sccese ] 
RUG MON oe Bde oh a a i ou gene ae 104 
EOes, CHpistia, COs «6 cdcidcccccecees 172 
RsGhG IWNISMINO oie ook ae edie ce cedecncwe 12 


Longines-Wittnauer Watch Co., Ine.. 56 


M 
Machine Chain Mfg. Co. ............ 37 
Maddock & Miller, Inc. .............. 186 
MAYOR: Steven, TG. ieee sc caccccccews 116 
MiCCalis MASRBING ©... o6 ciciescccccvscces 132 
McKenna, Walter, & Co., Inc. ....... 115 
Michigan Dial Refinishing Co. ....... 180 
Miller, Howard, Clock Co. ........... 109 
Modern Technical Supply Co. ........ 182 
NEOGG: "PMOOMORG: oc. cens ncccwnceveoueds 73 
DRO ORONG ENG. eck ods = cw nwds 144a, 144b 
We ee © Oa BNNs oa aie oie we ae tela ceases 37 

N 
INGGIOD) ie cla cae ie ona ae wala ea es eee eee 45 
Narragansette, Hotel .............2.. 122 
National Cash Register Co. .......... 193 





National Cie Coe. nc cs ec cccsacccian 37 
Nelkin, M. S., Jewelry ..........- 98 
Newall Manufacturing Co. ....... 180 
New Hermes, Inc. ......scccccccscuss 170 
Wine Teetteee CO. oc cescseesencccss 183 
Nomet; Jame Cy, CO cc cscs ccccsccsces 111 
Northampton Cutlery Co. .........--. 154 
Nye, Wik Fi, CO. cccccccsiccuccccccs . 184 
oO 
oo a eC, See Outside Back Cover 
Crpetite, ING: ..cccvec ccccssswcccadaces 97 
Pp 
Philadelphia College of Horology.... 116 
Pili Eh) St eee ar 152 
Pitman & Keelot, ING. «....cccccccsess 79 
Polishook, K., & Son Corp. ........... 3 
Poole Silver Co., Inc. .......-ce- 128, 129 
POC TG, ocaccecectceecusetadesens 37 
R 
Hagine, sults Oe. coc ssisesicencss 100 
Regency Div. LD.E.A. ......--cceeees 123 
FOR NOD ‘aGiadcucccecencns es xddaaees 72 
Richheimer, Jerome .........-..---«:; 85 
Ripley & Gowen Co., Inc. ........... 79 
Robinson, Barnett, Ime. «.......cs-cses 99 
Rodania Watch Co., Inc. ...........-. .« 44 
Ronson Corporation «.......ccccscces 4, 55 
Roaner Comtainer Co. ........-ccscses 115 
Hea, TARRY 2 oo een cs tewsives winds 186 
Ss 
Saturday Evening Post .............. 52 
Saunders, Alexander, & Co. ......... 177 
Schuler, George, & Co. .........-<.ce. 114 
Seventeen Magazine ............--+es 131 
ee Oo eee 155 
Shriro Watch Co., Inc. ...........+.<- 42 
Silverman Sales Enterprises ......... 105 
i So rrr rc e rr cr 184 
Se IE oe wad tccceetede waccssaue 154 
Smyth, Alert S., Cor, Ime. ...cccccees 178 
SN @OUe ccc cuss s canaes a sasidaarwes 37 
Standard Unbreakable Watch a 
CORUM. ERGs 6 esc sscedasnwneesceans 187 
SOG COs. cavseveseveccunnagches 103 
Straub, Paul A., & Co., Inc. .......... 140 
Supreme Products, Inc. ............. 169 
Sweet Bare. CO5 ING. .cccecwccscwssces 37 
Swiraky @& Eliriich ........ccscccccess 81 
T 
Technical Associates ... .<. ceseccccccn 156 
Teasler and Weiss, Inc. ......ccccese 43 
"Thm TWO, TGs cca os cc cccesccece 117 
Traub Manufacturing Co. .......--e+. 34 
(PRN Oc nwaewuwcacecuceeseddusceaeeeee 38 
U 
United Cildel Coes «nicccecisns dueeess 191 
United States Gislam Co. ....0ccsccese 145 
Universal Chaim Co., Imc. «.......<<<. 37 
Ua So Watem Bi CO. cavkdssccsucess 12 
Vv 
Van Dugteren, A. J., & Soms ........ 144 
WwW 
Wallace Silversmiths ...............- 27 
Wallach Jewelry Mfg. Co. .........-. 155 
Want Advertisements ............. 200-205 
Watchmakers of Switzerland ......28, 29 
WRMPOUINEM POM COk ccc cccactecsscsics 6 
Wedgwood, Josiah, & Sons, Ine. ..... 186 
Wefferling, Berry & Co. ..........-;. 8 
Weiss and Geisler, Inc. .............- 37 
Wells Manufacturing Co. ...........- 174 
WROMGISIE TONDO NNs cc coadswaeddecamgcases 180 
WH I OG gaat voceadavicavases 37 
Wieren Cee I, SUG ccc cncescewends 166 
WHER WO MGIN OOS ci descuerseqes etwas 10 
z 
Zippo Manufacturing Co. ............. 147 
Zoagine Watch ASONCY «... ..ccccsscecs 50 


207 

















It Can't Happen Here (7?) 


An Associated Press report tells of an experiment in- 
volving ten retail salesmen in an eastern town. This was 
a stunt to test their sales ability. 

Each clerk was confronted by a customer ready to 
spend $5 in each store. Not one of them sold anything 
other than the item the customer asked for—even though 
broad hints and conversational leads were dropped. 

Of the $50 available, the town’s merchants got only 
$14.01. 

One of the testers asked for a pair of socks in a 
haberdashery. He repeated his ‘story to the clerk several 
times—‘“Lost all my clothes in the laundry.” But the 
clerk offered only the socks. 

Another tester asked for a paint brush and politely 
talked about how he had just moved into a new apart- 
ment and intended to fix it up. But the paint store clerk 
made no attempt to sell the customer any paint. 

And so it went with the other eight. 

Such things as this couldn’t happen in your store— 


Could they? 


More People Have More... 


A few months ago we had a series of articles on the 
subject of “$20 and Under Merchandise—For an Ever- 
Widening Circle of Customers.” 

That there is an ever-increasing market for modest- 
priced items is evident from the following facts. There 
are six times as many families with incomes over $3000 
than there were 13 years ago. Also those families with 
incomes from $4000 to $7500 have increased 71 per cent 
since 1941. The number of families with incomes from 
$5000 has increased 990 per cent in the same period. 

That’s a lot of people—a tremendous number of fami- 
lies—with obvious ability to exercise the pleasures of 
frequent gift-giving on numerous occasions during the 
year—calling for expenditures of $5-$7.50, $12 and $20 
per gift. 

Do the people in your neighborhood think of your 
establishment as a “Gift” store with an unlimited selec. 
tion of practically-priced personal gifts?—-Or does your 
facade (store, advertising or salesmen’s attitude) scare 
away the customer who has decided to spend less than 
$20 for a gift? 


A Photographic Fact 


James E. McGee, of Eastman Kodak, revealed last 
month that photographic industry sales are growing 
faster than the spending power of the nation. He said 
sales have gone up about 80 per cent in the past seven 
years, while spending power has risen 50 per cent. 

How does this compare with the increase in the volume 
of the jewelry business? 

The jewelry business has increased 20 per cent during 
the same period. 
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It's for Your Benefit 


The Bureau of Census is currently working on a sur. 
vey of the nation’s retail and wholesale businesses. This 
is being conducted through the mails, in order to save 
on the costs of personal interviews which were hereto. 
fore employed in such periodic studies. 

The fact that the data is being gathered through the 
mails in an economical manner should not suggest that 
this census is unimportant—either from the standpoint 
of its cost (your tax money) or from the angle of its 
value to the economy (your business). 

It is costing huge sums and it is hoped that the re. 
turns will be in such numbers and in such completeness 
that they will serve the nations’ retailers as reliable 
guides in the present conduct and future planning of 
their businesses. 

It is your Government, making an effort with your 
money to dig up essential facts to help you help yourself 
to more prosperity. 

Fill in the Census Bureau questionnaire and return it 
as promptly as you can. 

The quicker you do this the quicker your investment 
—as a citizen—will be returned to you, with a profit— 
as a merchant. 

* * * 

Above we said how unwise it would be not to fill out 
and return your business census form promptly. 

For those unconvinced by our persuasiveness we direct 
attention to the following: 

Everyone receiving the forms is required by law to 
complete them accurately and return them to the Census 
Bureau. Failure to do so can mean a fine of $500, or 
90 days in jail, or both. Even stiffer penalties are con- 
nected with giving false or misleading information on the 
forms—$10,000 fine or a year in jail, or both. 


Good News on Table Wares 


Recently a consumer survey was made by “U. S. News 
and World Report” to find “the most wanted features” 
in new homes. One finding definitely reflected a return 
of family desire for a dining room. 

Such reversal of the downward trend in the popularity 
of this once essential room could presage a return to 
more gracious living and an increased demand for its 
accoutrements. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
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Get these special selling helps! 


% Newspaper mats featuring the set. 

* Die cut display card that fits bowl exactly. 

*% Envelope enclosures for your customer list. 
Contact your 1847 Rogers Bros. representative 


or approved wholesale distributor... today! 


Stand-out traffic builder 





for the season's 
outstanding 
pattern! 





Salad set molded in durable, high-impact 
styrene with silverplated hollow handles. 10%" 
salad bowl in matching styrene has many uses 
...snack server. decorative flower or fruit bowl. 
Choice of ebony black or burgundy. Minimum 
order — 6 sets, $59.70 retail. Usual discount. 





1847 ROGERS BROS. 


made only by 


The International Silver Company 

















































Damask Rose*, the pattern that created a whole new trend in sterling silver 


The extra teaspoon gives you extra sales... extra profits 


at no extra cost to you...or your customers 


...in all new Heirloom Sterling 6-plus-1 place settings 


Now ... your customers can have the 
needed extra teaspoon free—with the ex- 
clusive Heirloom Sterling 6-PLUS-1 place 
setting —another Heirloom Sterling first! 
For your customers: 

THERE’S AN EXTRA-SPECIAL PRICE 


The extra spoon costs her nothing. The 
whole 7-piece place setting — only $29.75". 
The price she expects to pay for only six 
pieces of beautiful Heirloom Sterling. 


*Trade Marks of Oneida Ltd. 

+For mos eirloom patterns, 
Extra-heavy Stanton Hall*, 
slightly higher. 


There’s greater convenience. Your cus- 
tomer can set a complete table with the 
extra teaspoon she’s always needed. 


There’s a choice of spoons. Your cus- 
tomer may choose an iced-tea spoon or 
the cream-soup spoon at no extra cost. 


There’s a choice of butter spreaders. 
Your customer can have the hollow- 
handle spreader at the same price as the 
flat-handle spreader. 


M_ STERLING 


For you: 


These same four reasons— 
Help you sell more Heirloom St 
in all the famous patterns. 


In addition — Heirloom Sterling’ | 
selling national advertising and merg 
dising program— Heirloom Sterling’ 
profit structure—all help make Heirld 
Sterling the highest profit line for y¢ 


by Oneida Ltd. Silversm 





